Showmanship Okay in TV AdifIt = _ 


Doesn't Add Nonexistent Quality: FTC 


FTC Plans ‘Reasonable’ 
Drive; Deception Must 
Be ‘Material’: Kintner 


For other news on the tv front 
see Pages 2, 34, and 55. 

WaAsHINGTON, Nov. 19—Show- 
manship—including the use of 
props—in tv commercials is all 
right. But be careful. 

That’s the advice of Federal 
Trade Commission Chairman Ear] 
Kintner, whose agency is spear- 
heading a drive to weed out mis- 
leading tv ads. 

Prodded by congressional inves- 
tigators, Chairman Kintner has 
given the cleanup of tv commer- 
cials a No. 1 priority in the allo- 
cation of staff and manpower. 

If there are deceptive commer- 
cials—and there are more than 50 
specific instances under investiga- 
tion right now—they’ll be treated 
as summarily as FTC’s responsibil- 
ities under the law permit. 

Chairman Kintner has already 
dramatized FTC’s project to the 
public with a statement promis- 
ing ’round-the-clock monitoring of 
all network programming between 
Nov. 15 and Dec. 15, plus intensive 
monitoring of local telecasts in all 
cities where FTC operates field 
offices. 


s Allowing for the time lag in- 
volved in spotting a deceptive 
commercial and completing pre- 
liminary investigations, at least 
two months will pass before the 
fruits of the monitoring program 
will be appearing in the form of 
complaints. 

Meanwhile, however, FTC al- 
ready is making it clear that one 
of the target areas will be the use 
of deceptive demonstrations to 
glorify a product with more virtue 
than it deserves. 

As an example of the kind of 
cases which FTC will be looking 
for, Chairman Kintner cites the 
complaint which was issued Nov. 
2, charging that Libbey-Owens- 
Ford Glass Co. and General Mo- 


NBC Suspends All 
Regimen TV Ads 


New York, Nov. 19—National 
Broadcasting Co. has suspended 
television advertising for Regimen 
reducing pills. 

The action was taken following 


seizure Nov. 12 by the New York | 


district attorney of Regimen rec- 
ords and commercials from the 


tors used deceptive photographic 
techniques in commercials for 
L-O-F safety plate glass in GM 
cars. 

“We realize,” Chairman Kint- 
ner explained in an interview this 
| week, “that it is often difficult to 


|impart true life quality to a prod-| 


television.” 
sion of this problem see story on 
Page 2.) 


a “Where the use of props does 
{not result in a material deception, 
(Continued on Page 129) 


At TvB Meeting... 


Let Code Board 
Preview All TV 
Ads, Clipp Urges 


Cuicaco, Nov. 20—Self-regula- 
tion for television can be obtained 
through expansion of the National 
Assn. of Broadcasters’ tv code op- 
erations, according to Roger W. 
Clipp, vp of Triangle radio and tv 
stations. 

Speaking at the Television Bu- 
reau of Advertising’s annual meet- 
ing here today, Mr. Clipp, outgoing 
TvB chairman, called for a code 
board “expanded to provide for 
previewing commercials, begin- 
{ning at the story board stage.” 
| He suggested that the board have 
| power to grant the board’s seal of 


approval to commercials and pro-| 


| grams as well as member stations. 
| But a more complete set of 
| standards must be drafted, Mr. 
|Clipp said. “Stations subscribing to 
|the code would have the right to 
| permit use of the seal on live com- 
|mercials which meet code stand- 
lards. And live network commer- 
|cials could be previewed in re- 
hearsal. Spot checking of individ- 
ual stations would assure both sta- 
tion operators and code officials 
that standards were properly in- 
terpreted.”’ 


= He said that while the expanded 
scope of NAB’s code board would 
mean additional funds, he felt that 
it was possible “to find all the 
money needed in existing budgets 
at no additional cost to stations by 
streamlining or eliminating less vi- 
tal activities. . 

“With this sort of voluntary 
regulation,’ Mr. Clipp said, “tele- 
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rom Pans: Fashion says pleats are the biggest new , | 
ws vear. See how they solten the lines, create « ( . 


Pst tres magnifique! Pariaan Pleats by LADY BUXTON | 


ONE OF THREE—Buxton Inc., Spring-| 
field, Mass., climaxes a fall cam-| 
paign with three consecutive right | 
hand color pages, of which this is 
one, in the December Ladies’ Home | 
Journal introducing three new | 
products. Additional ads will run 
in Life, Seventeen and This Week 
Magazine. Doyle Dane Bernbach 

Inc. is the agency. 


FCC Will Probe 
Need for Control — 
of Broadcasting — 


WASHINGTON, Nov. 18—In an) 
unprecedented burst of speed, the | 
Federal Communications Com- 
|mission today fixed Dec. 7 as the 
opening day for its investigation 
to determine whether more con- 
trols are needed over program- | 
ming activities of radio-tv sta- 
tions. 

The proceeding, which is FCC’s 
answer to congressional investi- 
gators who say the commission 
has failed to provide leadership 
for the industry, will go into a 
variety of issues. Among them: 
(1) Whether stations follow pro- 
gramming and commercial prac- 
tices which are inimical to the 
public interest; (2) whether FCC 
has failed to provide adequate 
guidance and (3) whether legis- 
lation is needed. 

While the commission has 
moved with unusual speed in 
scheduling a public session, FCC 
Chairman John C. Doerfer indi- 

(Continued on Page 8) 


PER OF MARKETING 


FTC Hits Colgate for 


| gate-Palmolive “protective shield” 


|the agency at which the brother 
|of the airline’s president worked. 
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Gardol ‘Shield’ Claims 


Complaint Based on | 
Therapeutic Claims Is 
FTC’s First Since ‘52 


WASHINGTON, Nov. 20—The Fed- | 


|eral Trade Commission blasted its | 
| way into the $25,000,000 dentifrice | 


advertising field with a complaint | 
this weekend charging that Col- 


ads for Colgate with Gardol in tv, 


Rheinstrom Leaves 
American Airlines 
to Rejoin JWT 


New York, Nov. 19—Charles A. 
Rheinstrom has resigned his $70,- | 
000-a-year exec vp post at Ameri- 
can Airlines to rejoin J. Walter 
Thompson Co. 

His departure, announced earlier 
this week, was followed today by 
a top-level reorganization at 
American. 

Mr. Rheinstrom lasted only a 
year and a half at American. He 
was aboard for the introduction of 
jet service, he brought in a new 
advertising director and he fired 


= The realignment at American 
brings to the top G. Marion Sadler, 
who has been appointed to the new 
post of vp and general manager. | 
Mr. Sadler, formerly vp-sales serv- | 
ices under Mr. Rheinstrom, came | 
up through the field sales force. | 
He began as a ramp agent in Nash- | 
ville in 1941. 

Eight department heads will re- 
port to Mr. Sadler, including R. L. 
Fitzpatrick, formerly regional vp 
in Dallas, who was promoted to 
Mr. Sadler’s old post. 

None of the airline’s advertising 
officials was mentioned in the re- 
organization. American’s ad direc- 
tor is John E. Brady, recruited by 
Mr. Rheinstrom from Donahue &| 
Coe. 


= The $6,000,000 American adver- 
tising account moved on June 1 
from Lennen & Newell to Young & 
Rubicam. C. L. Smith, brother of 
(Continued on Page 129) 


Last Minute News Flashes 
Colgate Enters Ethical Field via Lakeside Buy 


New York, Noy. 20—Colgate-Palmolive has signed an agreement to 


jon new toothpaste 


| that 


company, Drug Research Corp.,| vision can have what no other me- 
and its agency, Kastor, Hilton,|dium ever has had—an industry- 
Chesley, Clifford & Atherton (AA, | wide ‘testing laboratory’ and a 
Nov. 16). # (Continued on Page 129) 


Canada Resumes Its Boom 


Our northern neighbors, the Canadians, are making more 
money—and spending more—than ever before. After a brief set- 


| tions Commission have been invited to sit in as observers. 


back last year, Canada’s long-term boom is on again. Minister of 
Finance Donald M. Fleming is basing his 1959 budget on a gross 
national product of $34.5 billion—up 7% from 1958. Advertising 
is breaking records in nearly all areas. Advertising Age tells the 
story in its annual, detailed report on the state of Canadian ad- 
vertising and marketing, starting on Page 71. 


acquire the $6,000,000 annual ethical drug business of Lakeside Labora- 
tories Inc., Milwaukee, through an exchange of stock. L. W. Frohlich 
& Co. is the Lakeside agency. 


FTC Invites Broadcasters to TV Parley Nov. 30 


WASHINGTON, Nov. 20—The Federal Trade Commission is inviting 
National Assn. of Broadcasters, the networks, the NAB tv code board 
and other industry representatives to a meeting Nov. 30 to discuss a 
cleanup of tv. The Department of Justice and the Federal Communica- 


K&E Loses $1,250,000 Wilson Account 


CuIcaco, Nov. 20.—-Wilson & Co. and Kenyon & Eckhardt have jointly 
terminated a 2l-mionth relationship because of “product conflicts” 
which have developed with some of K&E’s other accounts. K&E has 
handled Wilson hats, bacon, sausage, canned meats and Menu-Pak, 
which have combined billings of about $1,250,000. 


(Additional News Flashes on Page 129) 


magazines and newspapers fool the 
public and hurt competitors. 

The complaint followed by two 
weeks a barrage of statements by 
American Dental Assn. and Health, 
Education & Welfare Secretary Ar- 
thur Flemming to the effect that 
Americans are lulled into bad den- 
tal hygiene by excessive reliance 
ingredients 
(see “In Washington,” Page 32). 

While C-P’s “protective shield” 
tv commercials are prominently 
mentioned in FTC's announcement, 
the complaint is concerned with 
therapeutic claims, rather than tv 
techniques. Since Colgate with 
Gardol is only one of several den- 
tifrices which have been promoting 
miracle ingredients, the commis- 
sion’s announcement of an attack 
on therapeutic claims for Gardol 
may signal an assault on other 
dentifrices also. 


s FTC’s announcement says Col- 
gate with Gardol “does not com- 
pletely protect the user from tooth 
decay or the development of cavi- 
ties by forming a ‘protective 
shield,’ as claimed in the company’s 
advertising.” In addition to mis- 
leading the public, FTC charged, 
the ads “unfairly divert trade from 
competitors and substantially in- 
jure competition, in violation of 
the FTC act.” 

It is FTC’s first foray into the 
dentifrice field since 1943, when it 


|}issued a complaint against claims 


Forhans toothpaste guarded 
against gum disease. FTC took the 
position that the benefit, if any, 
(Continued on Page 129) 


Stock Offer Sped 
Demise of Edsel 


Detroit, Nov. 19—Announce- 
ment of a forthcoming public stock 
offer is credited for Ford Motor 
Co.’s timing in its decision to give 
up on its $250,000,000 baby—the 
Edsel car. 

The strike-caused steel shortage 
was also a factor. Ford abruptly 
terminated production of the Edsel 
today, commenting that Edsel sales 
since introduction of the 1960 mod- 
els have been “disappointing,” and 
the steel can be better used for 
Ford cars more in public demand. 

“Accordingly,” Ford said, “Edsel 
production will be halted and Edsel 
discontinued as a product of Ford 
Motor Co.” 

The announcement followed a 
decision by the Ford Foundation to 
sell an additional 2,000,000 shares 
of Ford stock. The prospectus, giv- 
ing production figures on Ford 
products, listed Edsel as “intro- 
duced in September, ’57, and dis- 
continued in November, ’59.” 

Some of the gap left by the Edsel 
departure will be filled next spring 
when Ford introduces its “luxury” 
compact car, the Comet, to be han- 
died by Mercury and advertised 
through Kenyon & Eckhardt, which 
has the Mercury, Edsel and Lin- 
coln-Continental accounts. How- 
ever, Edsel’s ad budget has not 

(Continued on Page 8) 
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Advertising Age, November 23, 1959 


Tangled Web: Broadcasters Turn Introspective, Seek Remedies in Wake of TV Quiz Probe... 


Nets Must Police TV, Says Brophy; 


Control by Nets Is No Cure: Clyne 7 


Clyne Cites TV Flaws, 
Says British System 
Won’t Work in U.S. 


New York, Nov. 18—The tv 
industry must take corrective ac- 
tion against the Pandora’s box that 
has been opened in tv or there will 
be remedial! legislation, C. Terence 


Clyne, senior vp in charge of tv | 


and radio at McCann-Erickson, 
warned yesterday. 
In a speech before the time 


buying and selling seminar of the 
Radio & Television Executives So- 
ciety, Mr. Clyne called for leader- 
ship from-networks, stations, rep- 
resentatives, advertisers and agen- 
cies “at a time when everybody is 
running scared.” 


outlined 
feels cor- 


@ The agency executive 
several areas where he 
rective action is needed: 
e Number of commercials. “There 
are too many commercials per 
minute of entertainment,” Mr. 
Clyne said. Pointing out that he 
“invented” ID’s for Bulova, he 
suggested that station manage- 
ments should review the practice 
(Continued on Page 130) 


TV's Tricks 


_ ‘American Conscience’ 
| Stirs: Brophy; Motley 
| Warns of ‘Tragic’ Law 


New York, Nov. 17—Thomas 
D’Arcy Brophy said today that the 
television networks have “abdi- 
,cated their responsibilities to ad- 
vertisers and their agencies,” but 
the latter are incompetent to han- 
dle that role and it is the job of 
the networks to police their busi- 
ness. 

And Arthur H. (Red) Motley 
warned that the current tv dilem- 
ma won't be solved by associa- 
tions, laws or codes but by “basic 
individual, decent honesty,” vocal- 
ly expressed. 

The two were luncheon speak- 
ers at the first seminar of the 
Advertising Federation of Amer- 
ica’s new second district, embrac- 
ing adclubs in New York, New 
Jersey, Pennsylvania, Maryland 
and Washington, D.C. 

Mr. Brophy, retired chairman of 


Kenyon & Eckhardt and a former 
chairman of the American Assn. 
of Advertising Agencies, urged 


networks not only to police their 
(Continued on Page 130) 


of Trade 


—Are They Too Tricky? 


Product Demonstrations 
Would Be Drab with No 
Gimmicks Whatsoever 


By Ramona Bechtos 


New York, Nov. 18—How 
you distinguish between legitimate 
dramatic license and misleading 
advertising demonstrations? 

It is difficult to draw the line 
between honest techniques used 
in the production of tv commer- 


cials to make a product look real | 


do 


ated. 
Some time ago copy written for 
an auto maker claimed that a box 


|of matches could be lighted on the | 


hood of the car without marring 
the paint. But when the test was 
tried, marks were left on the hood, 
so the commercial was never pro- 
duced. But the copywriter still 
dreamed. And he came up with a 
similar test that worked. His 
solution: Lighter fluid was placed 
on the hood and ignited without 
leaving a mark on the paint. 


and the deceptive practices which | 


could be employed to make it look 


and perform better than it actual- | 


ly does. 

Is it wrong to show aerated 
shaving cream in place of whipped 
cream? Is it deceptive to drop an 
Alka-Seltzer into a glass of beer 
to make it fizz? Is it fraudulent to 
use mashed potatoes or clay in 
place of ice cream? Most observers 
would say that these practices are 
perfectly legitimate because the 
actual products could not stand up 
under studio conditions. Similar 
adjustments are also commonplace 
in photographic sessions for print 
advertising. 

But it’s anyone’s guess what the 
Federal Trade Commission will 


decide about such practices once | 


it has begun scrutinizing commer- 
cials. 


® Most of the producers of tv 
commercials queried by ADVERTIS- 
ING AGE last week said they knew 
of no cases of deliberate rigging 


of commercials. As one producer | 


put it, agencies are extremely 
careful about their products being 
able to perform as claimed. 

One area which could come 
under scrutiny, however, is where 
commercials make certain boasts 
which, although true, are not sig- 
nificant factors in the product’s 
use. A certain pain killing tablet, 

r example, may dissolve more 

ickly or get to the blood stream 

‘er than others. “But if this 

‘erence can be measured only 

econds, is this an important 
ture?” one producer asked. 
copy claims are 


Occasionally, 
‘itten that can’t be substanti- 


# Another point to consider—how 
good is “Brand X”? Many com- 
(Continued on Page 129) 
—_—— , 


Sweeney Washes 
Radio’s Hands of | 
V Quiz Opprobrium 


| San Francisco, Nov. 18—The | 
latest by-product of the widening 
quiz scandal is a disagreement be- 
tween the heads of the National 
Assn. of Broadcasters and the 
Radio Advertising Bureau. 

The schism—in public stance at| 
least—was made public here today | 
when Kevin B. Sweeney, president | 
\of RAB, addressed the San Fran-| 
|cisco Advertising Club. 


| 
= Mr. Sweeney made it very clear | 
ithat he saw no reason why radio} 
|should be mentioned, even in| 
|passing, in the quiz scandal. He} 
asserted: 
| “Radio has no part of this quiz} 
|scandal, nor of any other scandal. | 
The cries about the practice of| 
| (Continued on Page 130) 
Aubrey Tells CBS 
Moves to Regain — 
g | 


Public Confidence 


TV Billboard Abuse to 
Be Curbed; Other Steps: | 
Tape and Canned Audio 


| 


New York, Nov. 19—CBS Tel- 
evision, which already has cracked | 
down on (1) lavish giveaways, (2) | 
canned laughter and (3) rehearsed 
interview shows, this week indi- 
|cated more specifics of its plans 
| for reestablishing public confidence 
|in tv. 

The steps being taken to im- 
|plement the promised re-appraisal 
\of the network’s “basic operation 
theories and practices” were set 
forth in an intra-company memo 
|from James T. Aubrey Jr., exec vp 
\of the CBS-TV network division. 
|The memo noted that the reex- 
}amination will cover “standards 
|to be set for commercials, pro- 
|gram balance and thorough inves- 
| tigation of payola and plugs,” but 
it did not particularize about 


| changes to be expected in any of 
| 


| (Continued on Page 130) 


Harried Broadcasters 


Rally Around Codes 


Magnuson Letter Warns 
Industry Must Show It 
Backs Self-Rule Machinery 


Los ANGELES, Nov. 17—The 
broadcasting industry, looking into 
the muzzles of Federal Communi- 
cations Commission, Federal Trade 
Commission and congressional in- 
vestigations, started rallying 
around its twin standards of self- 
regulation—the NAB television 
code and the NAB radio standards 
of practice—with new urgency 
this week. 

In a television session of the 
regional meeting of the National 
Assn. of Broadcasters, Donald H. 
McGannon, of Westinghouse 
Broadcasting Co., chairman of 
NAB’s tv code review board, read 
significant and ominous portions 
of a letter to him from Sen. War- 
ren Magnuson, asking pointed 
questions about the self-regulation 
of the industry: 


s “‘Am I to assume that the 
present provisions of the televi- 
sion code are inadequate to meet 
the deception and fraudulent prac- 
tices engaged in on the television 
quiz programs? 

“*What proposals are under 
consideration that would prevent 
such practices from taking place 
in the future? And do you expect 
such proposals to be adopted? As 
I understand it, there are only 270 
of the more than 500 stations in 
the country that are subscribers 
to the industry’s tv code. 

“*Assuming meaningful proce- 
dures concerning self-regulation 
are adopted, how would the tele- 
vision code apply to the stations 
which are not subscribers? How 
then would the non-subscriber be 
regulated? 

“It is my intent to call a meet- 
ing of the Federal Trade Commis- 
sion, the Federal Communications 
Commission and industry repre- 
sentatives as soon as possible after 
the Congress convenes in January. 
I am hopeful that the industry’s 
proposals will have been enacted 
by that time, as I will be guided 
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| accordingly in planning my legis- 
lative program. 


a “‘Over the years I have been a 
staunch advocate of keeping regu- 
lation to the minimum, with the 
hope that self-regulation that is 
industry-fixed would prove to be 
|effective. I need not emphasize 
| that in this most powerful medium 
of communication we must keep 
radio and television free from 
deceit, fraud and dishonesty if we 
are to protect the public interest.’ ”’ 
| As Mr. McGannon spoke, he was 
(Continued on Page 131) 


Make Self-Rule 
Work, McGannon 
Tells All Affiliates 


| 3-Net Closed Circuit 
_ Talk Asks Code Recruiting, 
| Warns of U. S. Moves 


Los ANGELES, Nov. 18—The Na- 
| tional Assn. of Broadcasters’ tele- 
|vision code review board today 
lasked for self-regulation and a 
|consolidated position from broad- 
casters, in a closed circuit broad- 
|cast carried by all three television 
networks to their stations. 

| Donald H. McGannon, Westing- 
house Broadcasting Co., chairman 
of the review board, handled the 
| presentation, which made the fol- 
lowing points: 

| 1. Tv is under investigation by 
{the House legislative oversight 
(Continued on Page 8) 


Give TV Clearer 


Rules, Another 


Chance: Cortney 


Coty Head Lauds Pay TV; 
Says He'll Ask BBDO 
for Account of Quiz Role 


Cuicaco, Nov. 18—Government 
intervention in tv programming 
should wait until the industry “has 
had another chance” to prove it 
can provide better shows, accord- 
ing to Philip Cortney, president of 
Coty Inc., New York. 

Mr. Cortney was in town yester- 
day to make his third major speech 
on his proposal to divorce advertis- 
ing from tv production as the first 
step in raising the level of tv en- 
tertainment (AA, Nov. 2). 

He said at a press conference 
that “ty stations are supposed to 
operate in the public interest; we 
need a clearer definition of the 
words ‘public interest.’ 

“Are the stations and networks 
to serve the public interest, or is 
their main purpose to serve the in- 
terests of selling merchandise?” he 
asked. 

When “public interest” is de- 
fined, he said, the network and sta- 
tions should be given another 
chance to produce better programs. 
If they fail, he indicated, govern- 
ment controls of programming 
should be established. 


= Mr. Cortney said that if govern- 
ment control is found to be needed, 
he would favor a two or three-year 
test of pay tv—with no competing 
commercial tv—to see what the 
(Continued on Page 131) 


aa “hess fe = os "Ve Soe tera ; hing Sie ee : ee wits ae fees val ys ; Prat sens a eat es iw A Ps 
— ss ; : - ‘ Be 2 i ‘ = eae ce Sale Sie i occas ‘eee. | Se hs ‘ 
* : ; ae oe : : ny: ; . ae ‘ & bis. Ss : mn cp. : OIE ssl re are i ae aor ‘ ee ~ 
ee ee 
| eC 
| a 
cf 
et 
ius : 
Ri 
os ; 
; ae ana 
“hs | 
t ee 2 Po 
a es ee { 
a Po | 
ee j 
72 | cubsnincescncianenisits ae 
‘ 74 assesnecrensssacssesssll ae 
DR: siccossvnseimmsnsres, aD 5 
36, 107, 111 . 
«Page 106 pioceccotinenceinimens: Oe 
piebaabsasieseebiciensen ae 4 
~ | seven Page 122 | ammaneneday ‘ 
eee | fesssensssssseverecsennsere 1B 
¥ 
. eg ee : ee Pa ere ar ie $ ain ee ic 3 OF RS ee ee a 
mee = te 


L&M Opens Duke 
National Push at 
End of November 


New York, Nov. 17—Liggett & 
Myers Tobacco Co. today an- 
nounced that it will complete: na- 
tional distribution of its new high- 
filtration Duke cigaret by Nov. 30. 

The brand was introduced late in 
September in Atlanta, Boston and 
Cincinnati. Two weeks later it 
made its debut in metropolitan 
New York, and then in all of New 
England, Chicago and California, 
Cleveland, Philadelphia and Wash- 
ington, D.C. 

It is now on sale in Florida, up- 
state New York and Baltimore, 
where advertising begins this week. 
Next week ads will break in Mil- 
waukee, Texas and the remainder 
of Ohio. 

The heavy advertising in local 
media, already used to launch 
Duke, will be continued. This in- 
cludes page ads in leading news- 
papers, saturation schedules of spot 
announcements on both radio and 
tv, local commercial spot cut-ins 
on some of the company’s network 
tv programs, outdoor and transpor- 
tation advertising and a full line of 
point of sale materials. 


= National advertising will start 
later this month, when Duke tv 
commercials will be seen on 
most of the tv programs spon- 
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gan using a split screen version o 


RAMBLE 


BILLBOARD Cu1-IN—Chicagoland Rambler Dealers Assn. last week be- 


times nightly, sans audio, in the Jack Paar show (NBC-TV), via 

WNBQ, Chicago. The billboard appears against the musical back- 

ground of the show, along with the “Jack will be back” sign. Previ- 

ously the space has been used only to promote station or network 

coming attractions. R. Jack Scott Inc., Chicago, is the agency. The 

show’s network commercials have been sold exclusively to Stude- 
baker Lark, among auto makers. 


Retail Data 


Comparative ‘54, ‘58 
| Sales Figures Are from 
_ Census Bureau Reports 


WASHINGTON, Nov. 18—ADVERTIS- 
ING AGE presents on Pages 40 and 
41 and on following pages a special 
tabulation covering retail sales 
|figures for the nation’s Standard 
| Metropolitan Areas. 

This special tabulation, developed 
in consultation with the Census 
|Bureau, provides in convenient 
| form for market analysis purposes, 
|for the first time, retail sales 
\figures from the 1958 census of 
business, broken into 11 categories. 


R 


f its outdoor and bus posters three 


Ford Exec Says U. S. Cars 
‘Non-Competitive,’ but 
‘Ingenuity’ to Alter This 


(For other news from the East 
Central Four A’s see Page 34.) 

PITTSBURGH, Nov. 18—Lark and 
Rambler had better get ready “to 
move over a bit.” As for foreign 


cars, “They'll feel our strength 
sored by Liggett & Myers. These | too.” 
include “Laramie” (Tuesdays, These were some of the pleasant- 
NBC), “Markham” (Saturdays,|ly-voiced warnings of Big Three 
CBS), “Gunsmoke” (Saturdays, 


CBS), ‘“‘Hotel de Paree’” (Fridays, 
CBS), “Untouchables” (Thursdays, 
ABC), “Black Saddle” (Fridays, 
ABC), “Adventures in Paradise” 
(Mondays, ABC), and “Alaskans” 
(Sundays, ABC). 

Magazine advertising will start 
with the back cover of the Dec. 14 
issue of Life. Look and The Satur- 
day Evening Post will also be used 
when schedules can be arranged. 


East Central 4A’s 


determination to meet small car 
competition head on, issued here by 
Marley F. Copp, assistant chief en- 
gineer, product engineering office, 
Ford division, Ford Motor Co. 


= He also suggested that from now 
on the number of cars owned by a 


McCann-Erickson is the agency. 


family may be much more of a 


‘Ill-Timed,’ ‘Damaging’ and ‘Misinformed’? ... 


More Admen Scold AA 
on TV Editorial Stand 


Urging of Admen | 
to ‘Get Out of Show 
Business’ Draws Ire 


Cuicaco, Nov. 17—For the sec-| 
ond week running, advertisers and lf 
agencies continued to slam _ into|! 
ADVERTISING AGE for its proposal 
that they give up all control of 
television programs to the net-| 
works and stations. 

Many admen were reacting 
with vehement opposition, while 
others showed a “we’re for it, but | 
it won’t work” attitude, and still! 


others rallied to the support of the |" 


proposal. In an editorial (AA, 
Nov. 9), AA suggested that pro- 
gram content be separated from 
the commercials just as editorial 
content and advertising are com- 
pletely separate in the press. 


s Arthur E. Duram, senior vp and 
tv-radio director of Fuller & 
Smith & Ross, New York, termed 
the editorial “not only ill-advised 
and unwarranted, but ill-timed 
and damaging.” He accused AA 
editors of using “considerable mis- 
information” to come to “untested 
conclusions,” and gave these rea- 
sons why he disagreed: 


1. “The events of the past sev- 
eral weeks in reference to the 
scandalous activities of several 
producers of tv quiz programming 


Future Status Symbol: How Many 
Cars, Not What Kind, Copp Tells 4A°s :is:e"buiieins now in’ print. The 


|For most areas, comparable 1954 
| figures are presented, together 
|with percentages of change. 

To achieve fast publication, Ap- 
| VERTISING AcE has utilized 1958 


Census Bureau estimates that for 
“status symbol” than the size or the nation as a whole these figures 
kind of car. are about 2% below the totals 
Mr. Copp was concluding speak- | which will appear in final bulle- 
er at the 1959 annual meeting of|tins, when they become available 
the east central region, American|iN another two to three months. 
Assn. of Advertising Agencies. For some lines of trade in particu- 
Introduced as an authority on|lar communities, the 1958 figures 
compact car development, Mr.|™ay be understated by more than 
Copp predicted that “domestically | 2%. 
produced small cars probably will | 
sell close to 1,000,000 units in the|# No 1954 figures or 1954-58 com- 
1960 model year, if we get the steel| parisons are provided for eight 
strike settled and have a good year|New England standard metropoli- 
(Continued on Page 134) |tan areas. In requesting that AA 


Media Reps Waste Time: Jorgensen; 
Buyers Inexperienced, Kimball Says 


members of the Western States 
Advertising Agencies Assn. last 


Lunchtime Decisions 
Hit from Both Sides 


night. 
: He said, ‘We appreciate and can 
at WSAAA Meeting handle” media hospitality and 
Los ANGELEs, Nov. 17—Agencies cocktails, but need fewer “long 


need the information media repre-|!Unches and alcohol.” 
sentatives can furnish, but “they're | As an agency head, conscious of 
killing us” in terms of time-con- | the value of time, Mr. Jorgensen 
suming presentations, Kai Jorgen- | Said, I would be grateful if media 
sen, Hixson & Jorgensen, told| Presentations were made in our 
| offices, and late in the afternoon.” 
Mr. Jorgensen was one of a 
‘panel of agency and media men 
| who participated in a discussion of 
media-agencies relations, with 
Doug Anderson, Anderson-McCon- 
nell Advertising, as moderator. 


Wile to Use Dailies, 
Ten Magazines in 
(12-Brand Yule Push 


New York, Nov. 18—Julius Wile 


|Sons & Co., importer of wines and 


| s Another panel member, Maurice 


a \ 
F&S&R’s Arthur E. Duram 
“Program control by advertisers is 
a myth.” 


se sss 


have no bearing whatever on most 
all other forms of tv program- 
ming. We directly challenge you 
to prove an interlink between quiz 
and drama, between quiz and va- 
riety programs, between quiz and 
situation comedies. The readiness 
with which newspapers and other 
outsiders have jumped to the con- 
trary conclusion suggests an ob- 
jective other than the protection 
of our good tv viewers. 


2. “Networks today have as 
much control of tv programming 
as is possible. What you do not 

(Continued on Page 125) 


spirits, is launching the largest|Kimball, Maurice Kimball Co., 

advertising campaign in its 82-year | publishers’ representative, decried 

history. |agencies’ putting the expenditure 
Although geared for the Christ-|of large sums of client money in 

mas season, the campaign will be|the hands of unqualified people, 

continued through May. Women | (Continued on Page 28) 

|will appear in the company’s ads | 


AA Publishes Exclusive 


Tabulation 


withhold these comparisons, the 
Census Bureau pointed out that 
substantial redefinition of these 
eight areas since 1954 makes com- 
parisons deceptive. In its own final 
figures the bureau will recompute 
these areas by 1958 standards, so 
that comparisons will become 
available at that time. Four other 
New England areas also were re- 
defined since 1954, but the Census 
Bureau indicated that these 
changes are not sufficiently im- 
portant to require omission of 1954 
comparisons. 

The complete table is copyright- 
ed by Advertising Publications 
Inc. and may not be reproduced or 
reprinted without special permis- 
sion, # 


Browning Urges 
More, Better Data 
on R.0.P. Color 


Color Will Sell Better, 
Quaker Exec Tells Reps 
at Mid-America Meeting 


Cuicaco, Nov. 17—Kenneth 
Browning, merchandising manag- 
er for cereals, Quaker Oats Co., 
today criticized newspaper repre- 
sentatives for failfmg to sell r.o.p. 
color properly to advertisers. 

“Salesmen who call on us just 
don’t sell color,” Mr. Browning 
said in a talk at the Mid-America 
R.O.P. Color Conference. About 
580 persons attended the all-day 
color conference, which was spon- 
sored by Sawyer-Ferguson-Walk- 
er and Lake Shore Electrotype. 

Mr. Browning charged that 
newspaper representatives ‘don’t 

(Continued on Page 131) 


Shift of Eastside to 
K&E Puts All Pabst 


Beers in One Barrel 


Cuicaco, Nov. 18—Pabst Brew- 
ing Co. today assigned another 
$800,000 of beer billings to Kenyon 
& Eckhardt, naming the agency to 
handle its West Coast brand, East- 
side. 

K&E already handles Pabst Blue 
Ribbon and Blatz for the Chicago 
brewer. The addition of Eastside 
brings the agency’s beer billings 
to between $8,000,000 and $9,000,- 
000. 

Young & Rubicam, Los Angeles, 
is the previous agency for Eastside. 
Y&R succeeded Leo Burnett Co. on 
the account in 1957. # 


for the first time. Magazines to be} 


used for a variety of products, Bates Shoe Co.'s 


including the new gift decanter for 


Peter Dawson scotch whisky, in-/ New Print Campaign 


|clude Cue, Esquire, Gourmet, Holi- a y ‘ 
day, Los Angeles Times Home | Humanizes Product 
Magazine, Sports Illustrated, The | 
New York Times Magazine, The | WeEBsTER, Mass., Nov. 17—Bates 
New Yorker, Time and Town &|Shoe Co. will eschew the usual 
|\Country. In addition, newspapers | foot-and-ankle art for more “hu- 
will be used in selected metropoli- | ™anized” shoe ads in a new print 
tan markets. | campaign breaking in the New 
| York Times Magazine Dec. 6. 
® Major products to be promoted| To counter what it calls “Unhu- 
‘include D.O.M. benedictine and|™an and unemotional” shoe ad- 
|b&b, Bollinger brut champagne, | vertising, the company will fill its 
‘Dry Sack sherry, Canasta cream|™en’s shoes not only with ankles 
‘sherry, Pernod, Garnier cordials,,4%4 socks, but with whole models 
|Lemon Hart rum, Deinhard rhine | chosen for “particular facial char- 
‘and moselle wines, Chateau Ste. 2¢teristics.” 
| Roseline and Villa Antinori chianti| In addition to the kick-off ad in 
wine. |\the Times, Bates will run color 
The entire campaign will be | pages through May, 1960, in Es- 
backed by point of sale material | quire, The New Yorker and Sports 
,and mailing pieces on all products. Illustrated. Edward M. Meyers As- 
Anderson & Cairns is the agency.| sociates is the agency. # 


CHAIRMEN—Bates Shoe Co. hopes to 
“humanize” shoe advertising with 
ads like this, to appear in maga- 
zines starting in December. Edward 
M. Meyers Associates is the agency. 
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Outdoor Advertiser, Its Agency Are 
Villains in ‘Mark Trail’ Comics Strip 


New York, Nov. 17—Sharp- 
shooting at the ad industry, espe- 
cially outdoor advertising, is now 
coming from an unsuspected quar- 
ter: a comic strip. 

“Mark Trail” by Ed Dodd, 
strip distributed by Hall 
cate, New York, in late October 
began an episode focusing the 
story on an outdoor ad campaign 
for a mythical Goody-Goos Candy 
Co. The plot has it that Goody- 
Goos is putting up signs around 
scenic spots in out-of-the-way 
places all across the country. 
They’re so out of the way, in fact, 
that Goody-Goos is using a heli- 
copter to get the signs out there. 


a 
Syndi- 


s Our hero, Mark Trail, a roving 
reporter of a hypothetical Woods 
& Wildlife magazine and staunch 
advocate of wildlife conservation, 
is incensed by the scenery-mar- 
ring campaign and has written a 


ce 


lar: 


Puget Sound is your No. 1 
target in Washington State. 
To do the job right you need 
full coverage in Tacoma 
(a Burgoyne Test City). 


story blasting it and the sinister § 


forces behind it. 

The magazine’s editor is willing 
to run the story, but he fears it 
may cost some 
North Star Outboard Motors placed 
by Tripwell & Coulter, an imagi- 
nary New York agency, which also 
handles Goody-Goos. 

The villain turns out to be Mr. 
Tripwell, of Tripwell & Coulter, 
a pudgy and complacent type, who 
quaffs occasionally from a handy 
decanter and says things like 
“Who in blazes gives a rip about 
good taste! The product is sell- 
ing!” (His clean-cut associate, 
Alex Coulter, seems to give a rip.) 

Mr. Tripwell actually wants 


public criticism of the campaign, | 


because “that will make Goody- 
Goos better known.” But when 
Trail goes to the agency’s office to 
try to persuade Mr. Tripwell to 
stop the campaign, he gets the old 


MARK TRAI 


ads for a certain § 


L 


ls GasAt 
Favor, 


heave-ho. 

While readers wait with bated 
| breath for the next episode, Out- 
|door Advertising Assn. of Amer- 
ica, Chicago, has issued a state- 
ment charging that “Mr. Dodd 
does all advertising a disservice by 
portraying the outdoor advertising 
people, agency people and a fic- 
tional national advertiser as dia- 
bolical plotters in a scheme to 


Tue pa 


load out-of-the-way fishing spots, | 


THINK! You miss a lot of sales potential unless Tacoma 
is adequately covered. Metropolitan Tacoma accounts for 
more than $18 million in furniture and appliance sales— 
over 25% of the total in the Puget Sound Circle. And this 
year Tacoma’s retail sales will be close to $350,000,000. 
It’s a market you must cover! 


THINK! You can not cover Tacoma with any outside 
newspaper—or with any combination. More than 68,000 
Tacoma families take the News Tribune exclusively. That 
makes it a “must buy” on every schedule. (Total circula- 
tion now almost 85,000.) 


Ask the man at SAWVER-FERGUSON-WALKER COMPANY, Inc. 


Jew York « Chicago e 


Fhiladeiphia «+ 


Detroit + Atlanta «+ 


Los Angeles + San Francisco 


Mh... 


roadside woodlands or natural 
beauty spots with signs and out- 
door advertising displays.” 


s Frank Blake, OAAA'’s pr direc- 
tor, emphasized that neither out- 
door advertising, agencies or na- 
tional advertisers are interested in 
outdoor ad placements with a 
circulation of about zero, particu- 
larly when they would offend the 
public. 

“In this era, when all segments 
of advertising are striving to have 
the intrinsic value of all types of 
advertising understood by _ the 
American public,” says Mr. Blake, 
“we believe that it is wrong to 
give impressionable youngsters a 
false picture of advertising people. 

“The press has had a Roman 
holiday criticizing the tv indus- 
try for dishonesty in quiz shows,” 
he adds. “Is this portrayal of 
advertisers, agencies and outdoor 
advertising any less dishonest?” 


s Hall Syndicate denies’ that 
either it or Mr. Dodd is anti-any- 
thing. Robert M. Hall, president of 
the syndicate, told ADVERTISING 
AGE that all its creators are free to 
write anything that is not in bad 
taste or libelous. 

Mr. Blake of OAAA is slated to 
talk with Mr. Dodd later this week 
about the series. But since these 
strips are normally done months 
in advance of publication, it ap- 
pears likely that “Mark Trail” will 
continue to contend over the post- 
er at beautiful Sunburst Falls. + 


Shulton Sets 
10-Day Yule Push 


New York, Nov. 17—Shulton 
Inc. will consolidate its Christmas 
advertising in a ten-day push run- 
ning from Dec. 14 through Dec. 23. 
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IT MAKES ME SICK TO 
THINK HOW BEAUTIFUL 
SUNBURST FALLS was ONCE! 


Network and spot tv and radio, 
magazines and newspapers will be 
used. Advertising in all media will 


feature Old Spice toiletries for 
men and Shulton’s two leading 
women’s fragrance lines, Desert 


Flower and Friendship Garden. 

On network tv, the company has 
scheduled participations on 14 eve- 
ning and daytime shows on CBS- 
TV, NBC-TV and ABC-TV. On net- 
work radio, the company plans 
participations on 15 shows on 200 
CBS stations and 199 NBC stations. 
Tv spots will be aired in 50 mar- 
kets, with radio spots planned in 
85 markets. 

The magazine campaign will be- 
gin with a color spread in Life, 
followed by color pages in Cosmo- 
politan, Farm Journal, Ladies’ 
Home Journal, Look, McCall’s, 
Redbook and The Saturday Eve- 
ning Post, plus b&w ads in Chris- 
tian Science Monitor, Family 
Weekly and This Week Magazine. 

The newspaper campaign will 
consist of 1,300-line ads in 115 
newspapers in 96 markets. 

Wesley Associates is the agency. 


Ingersoll Acquires 


‘Elizabeth Journal’ 


ELIZABETH, N. J., Nov. 17—The 
Elizabeth Daily Journal, an after- 
noon daily with circulation of 52,- 
060, was sold today to Ralph In- 
gersoll, publisher of the former 
New York daily, PM, and onetime 
vp and general manager of Time 


| Inc. The price was not disclosed. 


Sale of the daily, which was 
founded as the New Jersey Journal 
in 1799, was announced by its edi- 
tor and publisher, Robert C. Crane, 
whose family has controlled the 
newspaper for three generations. 
Mr. Crane will continue in his 
present post. + 


Would you 
settle for a 
“242% SALES INCREASE 


in 1960? 


That’s what a famous manufacturer achieved —a big 
242% increase in sales to America’s Newest Families 


when he sampled his product through BRIDAL-PAX. 


BRIDAL-PAX is a new idea in sampling. Non-competing 
products are packaged in an attractive kit. They’re pre- 
sented with the manufacturers’ best wishes to more than 
500,000 new brides and grooms just when they are decid- 
ing their brand preferences for a lifetime. 


If you want to increase your sales for years to come, use 


BRIDAL-PAX in 1960! 


An inexpensive Test Program can be 
tailored for your product in any area 
you wish. Phone or write to 


BRIDAL- 


PAX inc. 


Controlled Product Sampling 
225 Lafayette Street, New York 12, N. Y. 


*Fact Finders, Inc. 


WA 5-9996 
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“FLIGHT”? STREAKS ahead. In 12 major first-run markets where it is programmed following 
a weak adjacency, ““FLIGHT’’ has seized the lead from competition with superior lead-ins — 
averaging a 60% audience gain for its time slot. What about second take-off? 

“FLIGHT’’ SOARS on re-runs! Early reports on the first re-run market, Milwaukee, show 
“FLIGHT” delivering a 23.0 ARB rating with the same top 53% share-of-audience scored in 
its first run — outrating a competitive Nielsen Top-Ten network show hy 64%! Furthermore, 
whether it’s first-run or re-run, it’s “first-class” all the way! 

“FLIGHT” PULLS adult audiences — people with “grown-up’’ buying power. This aviation 


adventure series attracts the highest proportion of adult viewers of any syndicated series! 
(Source: U.S. Pulse, reported hy Television Age, Aug--Oct., 1959.) 


NBC Television Films. A Division of CN * California National Praductions, Inc. 
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Reach, McClinton Boosts Robb; McCullough 
Heads Boston Office as Humphrey Retires 


New York, Nov. 17—Reach, Mc- 
Clinton & Co., New York, has re- 
arranged its executive lineup in its 
New York office and at its Boston 
division, Reach, McClinton & 
Humphrey. 

In New York the agency an- 
nounced the promotion of Robert 
W. Robb to exec vp and general 
manager, a new post. Mr. Robb 
has been senior vp and assistant 
to the president at the agency since 
1957. 

In Boston, John H. McCullough, 
formerly a vp, has been elected 
president of Reach, McClinton & | 
Humphrey. He succeeds Richard S. 
Humphrey Sr., who has been pres- 
ident and board chairman since the 
merger in January of H. B. 
Humphrey, Alley & Richards with 
Reach, McClinton. Mr. Humphrey | 
will retire Nov. 30. 

Also in Boston, Joseph T. 


R. W. Robb J. H. McCullough 


named exec vp, a new post. He 
will continue as the Boston agen- 
cy’s creative head. 

Elected vps were Damon Carter, 
Richard Clark and Richard S. 
Humphrey Jr. 


WNTA Names Harris Ad Head 


department a 
World-Telegra 
named to the : 
of advertising 
at WNTA an 


the New York 
& Sun, has been 
w post of director 
nd sales promotion 
WNTA-TV, New 


York. Mr. Harris will divide his 
time between tic station’s office in 
Newark, N. J., and the office of its 


parent compan 
Associates, New York. 


‘Donahue & Coe Adds Two 
Frederick P. Harvey, formerly 
with Fuller & Smith & Ross, has 
joined Donahue & Coe, New York, 
as vp in charge of the agency’s in- 
dustrial and corporate division. 
Donahue & Coe also has named 


William McQuillan, formerly with | 


| William Esty Co., copy chief. 


Weldon Farm to Weightman 

Weldon Farm Products, 
York, maker of Alba instant non- 
fat dry milk, has appointed Weight- 
man Inc., Philadelphia, to handle 
|its advertising. Smith/Greenland 


Robert E. Harris, who was for-|Co., New York, is the previous 
Coenen, creative director, has been merly in the advertising promotion | agency. 


, National Telefilm | 


| Advertising Bureau 
| sors, agencies and producers are} 
going to have to cooperate with 


New | 


Advertising Age, November 23, 1959 


Abuse of Free Speech 


to ‘Hawk Wares’ May 


Lead to U.S. Control of Ads, Doerfer Warns 


Cuicaco, Nov. 20—The chair- 
man of the Federal Communica- 
tions Commission warned today 
that failure to distinguish between 
free speech and “indiscriminate 
hawking of wares over the high- 


ways and airways of the public” | 


has brought the advertising and 
broadcasting industries to the brink 
of strict government controls. 


s Spelling out his recommenda- 
tions for cooperative moves to deal 
with radio-tv programming abuses, 
Chairman John C. Doerfer told the 
annual meeting of the Television 
that spon- 


broadcasters and the commission 


“to the end that this modern mir- | 


acle of television may not be en- 
crusted with such enervating gov- 
ernment controls as to stifle this 
country’s dynamic and creative 


THERE’S A WAY TO GET IT ACROSS 


Take the project you’re working on today. How does your analy- 
sis of the situation suggest dramatizing the message, explaining 
the development, establishing that package design? If there is 
visualization involved—and there is bound to be—we can help. 


MOTION PICTURES e 


CALL NEW YORK, JUdsen 2.4060 


DRAMATIZATIONS e 


Jam Handy motion pictures, animated commercials, and visual 
promotion aids are custom made to help you tell your story. Our 
business is producing your impact. If you haven't seen the type 
of work we do we'd appreciate the opportunity to show you. 


Ze YAM HANDY Ovenjetior 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


PRESENTATIONS 


HOLLYWOOD, Hollywood 3-2321 


e VISUALIZATIONS e 


DETROIT, TRinity 5-2450 


SLIDEFILMS 


DAYTON, ENterprise 6289 


PITTSBURGH, ZEnith 0143 


TRAINING ASSISTANCE 


CHICAGO, STate 2-6757 


forces. 

“Not only should the advertis- 
ers cooperate with the broadcast- 
ers to cull out all forms of exag- 
gerated claims and half truths 
which assault common sense,” he 
said, “but they should modify 
those attitudes which regard the 
public as so many impersonalized 
digits. 


s “I refer to frenzied advertising 
which will attempt most anything 
as long as it works—even for a 
short time. The public interest lies 
well within the legal limits of de- 
ception and the gray area of poor 
taste.” 

He predicted that when the 
commission’s new study of its re- 
sponsibilities in the programming 
and advertising field are over 
that “pious affirmations of re- 
| sponsibility” will not be enough to 
|assure license renewals automat- 
| ically. 


# One of the matters which will 

be explored, he noted, is the ex- 

tent of FCC’s power over those 
|advertising practices which lie in 
|the gray area between the illegal 
|and unsuitable—“unsuitable, that 
|is, for family or mixed social 
|groups as well as other aspects 
| which are contrary to the public 
| interest.” 

In this respect, he expressed a 
belief that FCC could find no more 
appropriate criteria than the code 
of the National Assn. of Broadcast- 
ers. “The basic premise of the 
code, especially the one respecting 
the advertising practices, is re- 
alistic and should be recognized 
by all components of the broadcast 
industry,” he declared. 

Broadcasting, he said, must be 
| distinguished from printed media. 
The very mechanics of the printed 
page induce an unobtrusive confi- 
dential relationship between au- 
thor and reader. But tv is a family 
medium viewed and heard by 
mixed groups at the same time. 

“I don’t imply by this that one 
must always program to the level 
of acceptable children’s stand- 
| ards,” he said. 


s He expressed dismay that some 
tv stations preferred to give up 
their NAB code seals rather than 
abide by the code board’s report 
on personal products. 

Terming the report “a most 
commendable job,” he said if 
their sole reason for continuing to 
carry objectionable commercials 
was that they have not received 
many complaints, “in my opinion 
they were ill-advised. 


s “A cumulative record of callous- 
ness to such standards may jeop- 
ardize a license renewal—and 
must certainly be considered a de- 
merit in any contest for new or 
additional grants,” he continued. 

In his remarks, Mr. Doerfer 
emphasized that the fact that 
broadcasters are licensed—or that 
publishers get second class per- 
mits from the Post Office—is not 
conditional on surrender of First 
/Amendment freedom. But he add- 
‘ed that courts have ruled adver- 
tising is not entitled to the same 
| protection. 

He said that in the future, a 
| tendency to carry questionable ad- 
vertising will be taking on greater 
importance, and FCC’s interest 
| will not stop with those commer- 
cials which have been branded 
|misleading by the Federal Trade 
| Commission. 


|@ “Advertising practices may also 
‘be reviewed by the FCC in its 
|general duty of considering the 
|over-all programming record of a 
| licensee,’’ Mr. Doerfer said, “and it 
|/is more vulnerable because it is 
/not entitled to the previously men- 
' tioned constitutional protection.” # 
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Prudent 
Man 


is a lonely man 


You don’t often think of the Board Chairman or President of a 
large corporation as being a lonely man. But there are times when the 
very nature of his position... the fact that so many decisions rest with 
himalone . . . forces loneliness upon him. 

Such decisions may involve heavy investment in personnel... in 
product development... in plant expansion, In every case, the special 
ists ‘have their say. Then “The Prudent Man”—alone— must decide. 

For example, the Prudent Man is attending a meeting about adver- 
using — one of the largest and most crucial investments his company 
makes. An investment that requires all the prudence, discretion, and 
intelligence he can bring to bear. 

Perhaps he is listening to pleas for a big television show. Personally, 
such an investment appeals to him for several reasons, He's thinking 
of the prestige it could give his company. And, because he is human, 
he’s also thinking of the pride that he personally might have in a show 
thar, in a sense, 1s “his.” 

The meeting over, he is left alone with his responsibilities. ‘To sift 

and weigh what he has heard. 
The Prudent Man is mindful of the great opportunities in televi- 
sion. But he is mindful, too, that television is “show business,” and that 
public opinion will work to close a show on television just as surely as 
it does on Broadway. He remembers, in fact, that 37 new TV shows 
started the 1958-1959 season. Before the season was over, 20 of them 
had gone off the air. 

Sitting alone with his thoughts, the Prudent Man must certainly 
ask himself: Should so much of his company’s advertising investment be 
in television? Should more ef it be in print? 

\t this point the Prudent Man invokes the cardinal principle of all 
myvestment—the principle of diversification. He may decide on the tele- 
vision show or not. But he will always insist upon balancing the more 
speculative risks in television with the stability of print. 


The Prudent Man will know... 
. that print is the most stable of all advertising investments. 
. that leading magazines and newspapers are the “blue chips” of print. 
. that with THIS WEEK Magazine asa basic investment, his company’s 


advertising portfolio is soundly structured with the biggest “blue 
chip” of all. 


“The Prudent Man’”’ 1830-1959 


29 Vears ago, ina famous court decision,” the principles of “ The Prudent 


! 
\lan ere first defined—the obligations of the trustee of other people s 


mone he 1s to observe how men of prudence, discretion, and intelli 
gence manage their own affairs not in regard to speculation, but con 


sidering the probable income as well as the probable safety of the capital 
to be invested.” 
*JOHN MeCLEAN VS. FRANCES AMORY, Trustee 
Supreme Judicial Court of Massaclnisetts, 18 40 
loday, there is no better guide for The Prudent Man in reviewing his 
firms portfolio of advertising investment 


— the Biggest Blue Chip of all- 
This Week ~ 
MAGAZINE circulation more than 13,000,000 


The Keystone of Prudent Advertising Investment 
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‘It Can’t Miss’... 


Carr Named President of Million 
Market Newspapers; Ruthrauff VP 


Podvey Joins as 
Promotion Head; 
5 Offices Planned 


New York, Nov. 18—Million 


ported that Mr. Ruthrauff was join- 
ing Million Market Newspapers, | 
the onetime R&R (and EWRR) | 
exec had not been in the news| 


| since it was announced (AA, June | 


Market Newspapers, a joint selling | 


unit formed in August by five ma- 
jor daily newspapers, got ready to 
roll today with announcements 
that William B. Carr, former ad 
boss of McCall's, will be president 
of MMN; that F. Bourne Ruth- 
rauff, onetime executive of Er- 
win Wasey, Ruthrauff & Ryan, 
will be vp; and that David M. 
Podvey, assistant to the general 
manager of Hearst Newspapers, 
will be promotion director. 

The new national space selling 
group—launched by the Boston 
Globe, Milwaukee Journal, Phila- 
delphia Bulletin, St. Louis Post- 
Dispatch and Washington Star— 
will have headquarters at 
Fifth Ave. here, and branches at 
333 N. Michigan Ave., 
and in Detroit, San Francisco and 
Los Angeles. The offices will be 
staffed by about 50 people on the 
first business day, next Jan. 1. 


e Mr. Carr’s appointment as head 
of Million Market Newspapers 


came as a surprise, since he re- 


W. B. Carr F. B. Ruthrauff 
signed as vp and ad boss of Mc- 
Call’s 12 months ago and had joined 
N. W. Ayer & Son in Chicago last 
January. Only a few weeks ago, 
Mr. Carr pulled a coup for Ayer in 
landing the $1,000,000 Crane Co. 
account. (Mr. Carr, who handled 
midwest business for Ayer, com- 
peted against J. Walter Thompson 
Co., Compton, EWRR and Waldie & 
Briggs to land Crane’s plumbing, 
heating and valve business.) 

Crane was the first major ac- 
count acquired by Ayer since the 
agency strengthened its Chicago 
office this year by tripling its cre- 
ative staff (AA, April 13). Several 
weeks ago, Ayer named Thomas G. 
Watson, one of its top account su- 
pervisors, as head of the Chicago 
office, succeeding Allen R. Mem- 
hard Jr., who resigned after 25 
years with the agency. 


8 Mr. Carr, in an interview here, 
said he went to Ayer in Chicago 
ten months ago “thinking I'd live 
there the rest of my life.” How- 
ever, the lure of “this new, very 
exciting idea” represented by Mil- 
lion Market Newspapers was too 
much to resist. 

“Basically,” he said, “this con- 
cept of selling is only a refinement 
of what I'd been doing at McCall’s 
and Time.” He spent 17 years 
with Time, and served as western 
manager in Chicago between 1934 
and 1943. 

He quit McCall’s last November, 
in the wake of the resignation of 
Otis Wiese, who had been editor 
and publisher. 


s The appointment of Mr. Ruth- 
rauff as vp of Million Market 
Newspapers also came as a sur- 
prise to many people. Up until last 
week, when ADVERTISING AGE re- 


529 | 


Chicago, | 


8) that he would be president of | 
the newly formed Newspaper Color | 
Advertising Inc. This is a sales 
organization formed to promote 
and sell newspaper r.o.p. color. 
The latter group had been dis-| 
cussed since the fall of 1958, and 
was finally incorporated by four | 
newspaper representatives—Peter | 
Benziger, president of Ridder-| 
Johns; Frank McFadden, head of | 
the George McDevitt Co.; J. Rufus 
Doig, boss of O’Mara & Ormsbee; 
and J. L. Ferguson, president of 
Sawyer-Ferguson-Walker. 


s Yesterday, Mr. Benziger told 
ADVERTISING AGE that Newspaper 
Color Advertising was shaping up 
well and that with a little more 
newspaper support it would get 
off the ground. 

However, talk at the color con- 
ference in Chicago this week in- 
dicated that Newspaper Color 
backers had raised about $120,000 
toward a goal of $150,000 when 
the Million Market Newspapers 
group was formed. When that 
happened, it was said, some news- 
papers and representatives who 
had pledged money decided to 
await developments. 


s Early in August, Sawyer-Fer- 
guson-Walker announced that the 
George A. McDevitt Co. would be 
merged into it on Sept. 1, and 
simultaneously, Mr. Ferguson said 
he had resigned from Newspaper 
Color Advertising because ‘a cou- 
ple of the newspapers we repre- 
sent felt the project was at odds 
with what the Bureau of Adver- 
tising has been trying to do.” 

Meanwhile, according to Mr. 
Benziger, the color selling group 
is still seeking some top personnel, 
including a replacement for Mr. 
Ruthrauff as president. It was 
learned that two or three candi- 
dates were under consideration for 
the spot. 

Mr. Ruthrauff, who will work 
mostly in marketing and planning 
for MMN, resigned from EWRR in 
December, 1957, at the same time 
as F. K. Beirn, senior vp of EWRR 
and previously president of Ruth- 
rauff & Ryan. The son of the 
founder of R&R, Bourne Ruth- 
rauff had spent 25 years in the 
shop. 


= Mr. Podvey rejoined Hearst in 
1957, after serving as general 
manager of the Philadelphia Daily 
News, a post he filled from Sept. 
15, 1955. Earlier, he had been 
business manager of the Philadel- 
phia Inquirer. 

In Mr. Carr’s view, the MMN— 
which he said would likely oper- 
ate on a $1,000,000 budget—‘‘can’t 
miss; I don’t think we can fail, it’s 
just a question of how much suc- 
cess we will have.’ He added that 
he expected other newspapers 
would band into selling groups like 
the MMN. 


= Mr. Carr said any trend to 
selling groups of newspapers 
would “never weaken the Bureau 
of Advertising; there should al- 
ways be an organization like that 
at the top.” 

The five-paper group will offer 
no combination rates nor group 
discounts. It plans to sell ‘some 
or all of the five newspapers and 
make other appropriate recom- 
mendations for newspaper cover- 
age as dictated by advertisers’ 
needs.” No single-billing setup has 


been arranged, + 


t 


Advertising Age, November 23, 1959 


‘New Yorker,’ Not 
‘Catalog,’ Cuts “60 
Page Quota to 5,000 


New York, Nov. 20—Prosperity 
is plaguing The New Yorker. 

The weekly, which will carry 
some 5,350 pages this year (about 
500 more than in 1958), “doesn’t 
want the damn thing to get to be 
a catalog.” So it has started giving 


“Write it better and use less | 
space.” Target for 1960 is to carry | 
not more than 5,000 pages of ad- 
vertising. 


Make Self-Rule 
Work, McGannon 
Tells All Affiliates 


(Continued from Page 2) 
committee, which will continue 
with an investigation of other 


|advertisers some startling advice: |industry practices; the Federal 


Trade Commission and Federal 
Communications Commission have 
announced studies; the district at- 
torney of New York City, Frank 
Hogan, has said perjury indict- 


|= Old advertisers in the book will| ments may follow quiz revelations; 
TOP TEA—‘“‘Boston is the No. 1 hoes get first call next year. As for new | several congressmen have an- 


drinking city in America. And Sa- 
lada is the No. 1 tea in Boston,” 
according to this newspaper ad | 
running in 24 dailies, eight inde-| 
pendent supplements and the First | 
Three Markets Group. It is the first | 


its new agency, Doyle Dane Bern-| 
| 


bach Inc. 


FCC Will Probe 
Need for Control — 
of Broadcasting 


(Continued from Page 1) 
cated today that the hearings 
which are to take place in Decem- 
ber are just a first step. 

During testimony before a Sen- 
ate judiciary subcommittee which 
has been studying procedures at 
FCC and other agencies, he said 
the sessions which are to be held 
in December are preliminaries. 

In all probability, he said, they 
will lead to the drafting of pro- 
posals for a formal rule-making 
procedure which would be neces- 
sary before any new procedures 
or regulations are adopted by the 
commission. 


= In itself, the procedure which 
FCC has adopted for the industry 
re-appraisal is novel. It has an- 
nounced that anyone interested in 


making suggestions is welcome to 
register with the commission’s 
secretary and indicate in general | 
the nature and extent of the ma- 
terial they desire to present. A/| 
Nov. 25 deadline was set for regis- 
tration. 

In its notice, FCC avoided the 
term “investigation” or “hearing” 
to describe the procedure. It says, 
“The commission will meet at 10 
a.m., hear individuals and organi- 
zations interested in offering com- 
ments and suggestions which will 
be helpful to the commission in 
its extended inquiry into network 
tv and radio programming and 
commercial practices, and its re- 
view of commission relationships 
and authority in these areas.” 


s There were also hints that the 
Senate commerce committee will 
reopen its investigation of tv rat- 
ings services. In a speech before 
the Sales Executives Club here, 
Robert F. Hurleigh, president of 
Mutual, said he has been reliably 
informed the committee has 
amassed a great amount of infor- 
mation showing possible broadcast 
circulation misrepresentations and 
inconsistencies on national, region- 
al and local levels. 

Two years ago the committee 
heard heads of all rating services 
describe their operating methods. 
Subsequently it collected addi- 
tional information about ratings 
and their use, but the committee 
failed to go through with hearings 
tentatively set for early 1959. No 
confirmation that the committee 


has important information which 
will lead to hearings in the near 
future was available at this time. 


advertisers, ‘each one will be ex- | 
amined as it comes up.” The New | 
“chasing longtime blue-chip target | 
accounts. 

“We've just landed a 13-page) 


nounced intentions to introduce 
legislation to increase control over 


|Yorker, however, plans to go on|tv; the President has twice called 


for action by the Department of 
Justice. 


2. He read a letter from Sen. 


schedule for next year from an| Warren G. Magnuson (D., Wash.), 
ad for Salada-Shirriff-Horsey by|important bank,” said a spokes-|chairman of the Senate interstate 


man. “If you work on an account 


and foreign commerce committee 


for four or five years, and you get| (see story on Page 2). 


him, you can’t very well tell him 
to go away.” 


es Two agencies using 15 pages 
each this year have been urged to| 
cut back to 13 pages next year, | 
“and devote the saved dollars to| 
better artwork and copy.’ One 
salesman for the book spent an 
hour and a half last week building 
a media list for a liquor adver- 
tiser “whose copy we can’t take 
next year.” 

Basic reason behind the maga- 
zine’s efforts to chop down its 
linage is its inability to obtain 
more editorial material “of the 
quality we’re used to.” # 


Stock Offer Sped 
Demise of Edsel 


(Continued from Page 1) 
been transferred to Comet, 
company said. 

Ford said all the 1,468 dealers 
who handled Edsel (only a few 
exclusively) have been offered 
other Ford lines, and all but two 
have accepted. 

Ford is also offering rebates of 
varying sums to both dealers and 
customers who purchased new Ed- 
sels or have them on hand. 


the 


# Although the Edsel had a short 
life span—it was introduced in 
September, 1957—it was actually 
conceived about 10 years ago, when 
Ford Motor Co. decided it needed 
another middle-price car to com- 
pete more successfully with Gen- 
eral Motors and Chrysler Corp. 

Its marketing operations began 
to take shape in February, 1956, 
when Foote, Cone & Belding was 
named as agency. 

And when Edsel hit the market 
in 1957, Ford said it had been 
backed by $250,000,000 of research 
and planning. 

But it ran head on into a shrink- 
ing medium-price car market, fol- 
lowed by a recession and a con- 
sumer swing to smaller cars. Edsel 
sold 50,393 units (0.8% of the mar- 
ket) during the final months of 
1957; 28,953 cars (0.7% of the 
market) in 1958. About 30,000 cars 
have been built this year, including 
approximately 2,800 of the 1960 
models. 


= In December, 1958, Edsel was 
“repositioned” into the low-price 
field and the advertising account 
was moved to Kenyon & Eckhardt 
(AA, Dec. 8, ’58). Foote, Cone & 
Belding was given the Lincoln and 
Continental accounts in return, but 
recently lost that Ford business to 
K&E also (AA, Oct. 26). 

By July of this year, all the top 
marketing men who had worked to 
bring the Edsel to the market had 


left their posts. + 


3. He asserted that the time for 
recriminations is past, that sta- 
tions couldn’t pass responsibility 
to networks since “a considerable 
amount of the corrective action 
must be undertaken and accom- 
plished at the local station level.” 

4. He urged the importance of 
self-regulation, and said the tele- 
vision code has failed to find sup- 
port, with 271 television stations 
and three networks subscribing, a 
little more than half the total 
U.S. tv stations. “Fortunately, the 
facilities of these 271 stations 


;reach about 75% of the American 


viewing population.” He called for 
“unity and determination to live 
up to our own self-promulgated 
standards.” 

5. He said congressmen and 
heads of regulatory bodies have 
repeatedly indicated their prefer- 
ence for self-regulation. 

6. He reiterated that tv must 
police itself—‘Either we do it or 
it’s going to be done for us.’ He 
said new legislation would affect 
all stations, and to defend itself 
against such imposition, ““we must 
have self-made rules that will 
apply to all of us, or certainly to 
virtually all of us.” 

7. He said the members of the 
board intended no reflection upon 
stations which are now non-sub- 
scribers—“‘Some of them have 
economic problems; a few of them 
have differed philosophically with 
the code board, as in the case of 
the interpretation on certain ad- 
vertising recently, and still others 
really have never been given 
enough persuasive reasons that 
belonging is important. We now 
have the persuasive reasons.” 

8. He asked for wires announc- 
ing support and compliance with 
the code, to help in “forestalling 
an authoritarian onslaught that 
could be nothing short of tragic” 
to the industry and public. He 
called on the business to clean its 
own houses, where needed, and 
demonstrate the integrity ‘“de- 
manded of us.” 


s Then Mr. McGannon turned to 
advertising, calling it a qualita- 
tive, quantitative and subjective 
problem. “It’s a comparative prob- 
lem as well. What may be accept- 
able in the print media, in the 
personal product categories, for 
example, can be wholly repugnant 
on television.” 

He said broadcasters must nur- 
ture the strength that makes tv 
different, although it means “hard 
decisions, impelling us in some 
instances to say ‘no,’ in full knowl- 
edge that we are foregoing signifi- 
cant advertising appropriations.” 
But this would be better than 
trying to justify policies under 
legislation or regulation invading 
the “very essence of our opera- 
tions and our right of self-deter- 
mination.” # 
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Post circulation shows a steady, 


natural, dynamic growth. 


In the first half of this year, 
we gained 8 times more 
than the other guy. 


But the other 
big weekly... 


LIFE CIRCULATION MINUS , ARREARS 


758 Arreors | 


6,500,000 


CIRCULATION RATE BASE | 


6,000,000 


nares Be eee casas 1s" 6 MOS. 


poasen 


it try 
to be as 


brief as 
possible. 


~? in paid-for, hard-money \ 


culation (no arrears), 


_ the Post is the 
umber-one general — 


weekly! (Check your | 


*ABC Publishers’ Statements, June 30, 1959 


You know, it's a funny thing about our 
subscribers — they insist on paying us! 


\ 
POST CIRCULATION. MINUSNARREARS 
6,000,000 
READER PAID FOR 
CIRCULATION 
L (MINUS ARREARS) 
5,500,000 
P ee 
CIRCULATION 
RATE 
7500,000 
a 
. 1956 1967 1058 1959 = JAN'60 


Thank you. 
Now how do 
| get out of 
this place? 


a CURTIO MAGAZINE 


Sell the 
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CAPITAL CITY 
of 8 


Ihe <hahus southoest 


Charlotte, biggest market in the Carolinas, 
has more than ever to offer 


newspaper advertisers. 


The Charlotte Observer and 

The Charlotte News now provide, 

through one media buy, 

a market seven times the EBD 

size of Metropolitan 

Charlotte itself. All told, 

their Zone of Influence* 

includes 39 Carolina anh 
AMM OORT PS 


counties with close — @“oe¥eo7y 
CHER xy 


Borsyee 
to two million (es '¥) 
population and |) 
better than a 
billion-and-a-half 4? ais} 
dollars in annual Ni a 


retail salest. 


90% of U. S. production is 
mined in the Fabulous South- 
west. Annual payroll $25 mil- 


lion for 5,000 employees. 


The Zl Paso Times 


Morning and Sunday 


E] Paso Herald-Post 
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|'Beckman Appoints Two 
Beckman Instruments, Fullerton, 
Cal., has appointed George M. 
Wolfe to its corporate advertising 
department, and has named Ed- 
ward L. Hilts sales promotion 


POTASH 


has served as a tv feature editor 
with National Broadcasting Co. 
and Columbia Broadcasting Sys- 
tem. Mr. Hilts formerly was mana- 
|ger of publicity and editorial for 
the Outboard Industry Assn., Chi- 
| cago. 


Jordan, Sieber Adds Account 

Eaton Laboratories, Norwich, 
N. Y., manufacturer of ethical 
pharmaceuticals, has assigned the 
production of its three house organs 
to Jordan, Sieber & Corbett, medi- 
cal agency with offices in New 
York and Chicago. The three pub- 
lications, all monthlies, are “Medi- 
cal Director’s Notebook,” “Tricho- 
monas Bulletin” and “International 
Urologic News Bulletin.” 


Evening 


Just as Charlotte is the biggest 
market in the Carolinas, 

so The Charlotte Observer 
and News are the biggest 
newspaper buy in the Carolinas 
—and then some! 


There are, in fact, only 43 citie; 
in the entire U.S. where you can buy 


more circulation. 


* Contiguous counties where Observer — News daily circula- 
tion (3/31/59 ABC) is equal to at least 20% of total county 
households (1959 Sales Management) or 20% of house- 
holds in one or more principal cities in the county. 


71959 Sales Management Survey of Buying Power. 


THE CHARLOTTE OBSERVER 


THE CHARLOTTE NEWS en 


will get you 


Charlotte, N.C. + Daily Circulation over 222,000 


Represented by 
The Katz Agency, Inc. 


ne f 


Newspaper Division 


writer for its scientific and process |& 
instruments division. Mr. Wolfe | 


| 


Surprise 7. 


THIS is A 
TY ANTENNA 


JERROLD TV RECEPTOR + ? 


A 
~ 


BRIGHTER PICTURE—This b&w page in 
the Nov. 16 Life kicked off Jerrold 
Electronics Corp.’s drive for its new 
indoor tv antenna, the TV-Recep- 
tor. Pages in Good Housekeeping 
and The Saturday Evening Post 
|will follow. Lavenson Bureau of 
Advertising, Philadelphia, is the 
agency. 


Corporate Copy O.K. 
but Won't Supplant 


Product Ad: Bernstein 


NEw York, Nov. 17—Corporate 
image advertising makes sense, but 


}it will never replace product ad- 


vertising, according to Sidney R. 
Bernstein, editorial director of 


| ADVERTISING AGE, Industrial Mar- 


|keting and Advertising Require- 
ments. 

He told the Eastern tf Club yes- 
terday, “The strongest possible 
corporate image is the image of a 
| product, not a company.” Corporate 
|image advertising, he added, “is 
not enough to make the sale when 
a competitor has created an image 
of a superior competitive product.” 

Mr. Bernstein also cautioned 
against readership scores as the to- 
tal measure of advertising effec- 
tiveness. ‘Readership scores are 
| fine,” he said, “if we use them in- 
telligently and sensibly, and if we 
|don’t let other people misuse them 
|to prove a point they were never 
|designed to prove. Readership 
|scores do not necessarily equate 
|with advertising effectiveness or 
impact, and we should never forget 
this point.” 


s He urged business paper sales- 
men to help cut down the barriers 
between their publications and ad- 
vertising agencies. ‘“‘Maybe if each 
of us resolved to get in one con- 
structive call a week on some agen- 
cy man—a call in which we really 
worked hard to clearly delineate 
the importance of business papers 
and their role in the American 
economy—we might make a slight 
dent,” he said. # 


Newman, Lynde Names Scheu 
President, Lynde Chairman 

William E. Scheu has been elect- 
ed president of Newman, Lynde & 
Associates, Jacksonville, Fla., and 
Hunter Lynde has been named 
chairman of the board. 

Mr. Scheu for- 
merly was pres- 
ident of Distrib- 
utors Inc., Co- 
lumbia Records 
distributor for 
Florida, and a 
client of the 
agency. Mr. 
Lynde has been 
president of the 
agency many 
years. Other of- 
ficers of New- 
man, Lynde 
continue in their present positions. 


Irving-Cloud Moves Offices 
The Cleveland branch office of 

Irving-Cloud Publishing Co., Chi- 

cago, has moved into new offices 


William E. Scheu 


in the East Ohio Bldg. 
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America’s 9 million teen-age girls—like Midas—are always making wishes, always reaching for something. And whatever they reach 
for turns to gold — for those who deliver the goods. Why are teen-age girls such “gold-getters”? Because they spend $4" billion a 


year to satisfy their longings for new belongings. (And that’s not counting the family purchases they influence or the costly gifts 
and checks they receive!) A golden opportunity to win a share of this big-spending, fast-growing market is yours in SEVENTEEN 
Magazine. Every second teen-age girl in the U.S. reads an average issue. And when she reads it she’s in another world—a world 
that’s all hers. Reach her there and she’s all yours. For SEVENTEEN is the magazine she believes in, lives by and buys from. 
Devoted exclusively to teen interests, teen needs — and teen desires, it creates a “Midas mood” that produces amazing buying 

action. (More than 60° of the girls who read an average issue of SEVENTEEN have actually bought merchandise from 

its pages!) No wonder advertisers place more linage in SEVENTEEN than in any other monthly magazine for women! 


NEW ADVERTISING GAINS (INCREASES OVER 1958) 


IE ND is ea ecsaieas Up 18 Pages! 
September issue........... Up 11 Pages! 
CRE BBs aoc cds ineccs Up 33 Pages! 


The MIDAS MOOD Produces Buying Action! 


it’s easier to START a habit than to STOP one! ier hel _ Mees ACTA HA 


’ wacanine FOR VOUNG women. NOOR 
SEVENTEEN MAGAZINE, 488 Madison Avenue, New Y ork 22 + PLaza 9-8100 att 


D fe) U B L E E X PO S U R E F @) R YO U R A DV E RT | S | N re : SEVENTEEN-at-School-—only magazine of its kind —offers your educational materials to high school home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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The Editorial Viewpoint... 


One More Word on Television 


Comments printed this week (see Page 3) and last indicate that the 
majority of advertisers and agencies do not agree with ADVERTISING 
Acr’s position that it would be to the ultimate benefit of advertisers to 
have programming and advertising in television and radio completely 
divorced. 

This does not surprise us. Over the several years in which we have 
advocated acceptance of the so-called magazine concept for broad- 
casting, we have recognized that it represented change, and that those 
advertisers which have ‘built up valuable program properties would 
not be foolish enough to want to surrender them. 

We are nevertheless a little surprised at some of the comments— 
not because they disagree with our position, but because they state 
a position with regard to advertising and broadcasting which we can- 
not accept, even though we are wholly devoted to advertising. We can- 
not accept the position that broadcasting is a function or a lackey of 
advertising, or that it exists primarily to serve advertisers; and it 
shocks us that any advertiser should harbor such a delusion. 

The airwaves and broadcasting belong to the people. Advertisers 
do not own them and should not control them. In a very real sense, 
advertisers use them by sufferance, and it would be wise to recognize 
this reality before someone stuffs it unpleasantly down our throats. 

In connection with our original advocacy of the divorce of advertis- 
ing and programming, one or two misconceptions seem to have arisen 
which also call for clarification. For example, we have been accused 
of blaming too many of the ills of broadcasting on advertisers. This is 
not our position. We do not believe that, by and large, advertisers or 
sponsors are responsible for the faults of television. We believe only 
that advertisers get more than their rightful share of blame for tele- 
vision’s ills, and we say that a clear cut divorce would enable adver- 
tisers and agencies to get out from under these unfair accusations. 

Also, it has been argued that advertiser divorcement from program- 
ming might very easily result in worse, rather than better programs 
coming into the American home. We do not debate this; the point 
again is that responsibility can be clearly pinpointed, and there will be 
no excuse for blaming advertisers for the quality of programming. 

As for the assertion that advertisers must have control in order 
to make certain that their sales messages are connected with “proper 
programs,” this seems to us something that is already more honored 
in the breach than in the observance. The sponsorship of most—not 
all—programs seems to depend far more upon the rating report than 
upon the content or type of program. And under the magazine con- 
cept, we assume it would be a relatively simple matter to have chil- 
dren’s products advertised in proximity to children’s programs, etc. 
And again—there is a very considerable volume of spot advertising 
already; this is essentially “magazine format” advertising, placed with 
little or no connection with programming. 


Bitter Cranberry Sauce 


After trying assiduously for more than a week to find out whether 
cranberries sprayed with whatchamaycallit are in fact dangerous to 
human beings if eaten in normal quantities, we have decided to give 
up. No one seems to know, although the general reaction seems to be 
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Gladys the beautiful receptionist 


—Jim Osgood, Chicago office, Farm Journal. 


“Have you seen the new General Foods house organ? It’s called ‘The 
Saturday Evening Postum’.” 


Rough Proofs 


that the case against the weed spray is a long way from proven. 

What has been proven beyond all doubt is that a government agency 
can really mess up a marketing situation, and that great restraint must 
be exercised in the use of public power—the kind that rests in direc- 
tives and edicts, that is, rather than the kind transmitted through 
lines. 

A cranberry crop worth something like $100,000,000, and a $3,000,- 
000 advertising campaign have been completely ruined by the Secre- 
tary of Health’s action. Furthermore, it is likely that his action will 
hurt cranberry sales for many years to come, regardless of the ulti- 
mate scientific outcome. 

No one wants dangerous foods on the market for human consump- 
tion, of course. But in this instance it looks a little bit as though the 
government action was ill advised and not carefully thought out. 


Co-op in the Grocery Field 


We doubt that calling co-op advertising allowances “cooperative 
merchandising agreements” will end all the problems of co-op ad- 
vertising in the grocery field, but we are glad to see the Grocery 
Manufacturers of America adopting trade practice recommendations 
in this area which agree with similar trade practice codes adopted by 
retailers. 

Joint agreement on a code of ethics and practices in connection with 
cooperative advertising funds is in the right direction, and we hope 
everyone tries seriously to live up to them. Maybe then Paul Willis’ 
hope that “it should go a long way to restoring advertising and pro- 


motion payments to the originally intended purpose” can actually be 
realized. 


a a # 


What They're Saying... 


Tomorrow's Homemaking Buyer 

In an effort to combat their ter- 
rifying, steady loss of listeners, 
network stations have adopted a 
number of highly dubious sales 
techniques. Most of these consist of 
derision and abuse of independent 
competitors. First, it was an attack 
on independents as being stations 
for teen agers. That lamentable at- 
tack failed when time buyers dis- 
covered that the real fact stood out 
like a martini at a temperance 


meeting: to wit, that in any inde- 
pendent station the audience from 
10 to 19 years of age is just about 
the same as that age group’s per- 
centage of the total population. For 
all radio stations, the audience is 
heavily adult. And time buyers 
found also that even if it weren’t 
so, today’s teen ager is tomorrow’s 
sound, homemaking buyer. 

—John F. Box Jr., executive vp and 

managing director, The Balaban Sta- 


tions, speaking before the 1959 con- 
vention, Texas Assn. of Broadcasters, 


After Secretary Flemming threw 
that bombshell into the cranberry 
holiday festival, friends of Santa 
Claus expressed the hope that he 
won’t accuse Donner and Blitzen of 
having hoof and mouth disease. 


The test of a Presidential candi- 
date’s ability to win the farm vote 
seems now to be his willingness to 
continue the tradition of eating his 
turkey with the proper amount of 
cranberry sauce or jelly on his 
plate. 

* 


The editors of This Week Maga- 
zine, not anticipating the Washing- 
ton crisis, presented readers of 
their Nov. 15 issue with a colorful 
spread showing a lot of new and 
delectable ways in which to serve 
cranberries. 

* 


“Advertising allowances,” ob- 
jected to by practically everybody 
except their recipients, will now 
be called by another name under 
the Grocery Manufacturers of 
America’s new code on “coopera- 
tive merchandising agreements.” 


“$3,000,000 Mars account shifts 
to Needham, Louis,” headlines the 
world’s greatest advertising jour- 
nal. 

And to the man who landed the 
account, another box of Milky Way 
candy bars from Dr. I. Q. 


There never was a breath of 
scandal connected with Dr. I. Q., 
whose quiz show in the halcyon 
days of radio broadcasting put sil- 
ver dollars back in circulation. 


Len Truesdell, Zenith’s market- 
ing man of the year, knows how to 
give his advertising people some- 
thing new and exciting to talk 
about. He spends a third of his 
time working on new features and 
improvements with his product de- 
velopment department. 


Like the fellow who put up a 
sign which said, “Fresh Fish for 
Sale Here,” the makers of Carter’s 
Little Liver Pills may find that the 
product sells just as well with a 
few unimportant words edited out. 


Chevrolet will have another good 
advertising manager when Bill 
Power retires Jan. 1, but it will 
never again have the same kind of 
rip-snorting spellbinder who can 
rouse a dealer meeting to such a 
state of hollering enthusiasm. 


NBC is developing a new idea in 
its Medical Radio System, which 
will beam news and ads right into 
doctors’ offices. All the m.d.’s will 
need is just a few more hours in 
every day. 

* 


“Sport brings out the best in 
people,” Sports Illustrated insists, 
even after it had to chastise Mike 
McKeever with an article which 
urged the Southern Cal football 
star to “lay those elbows down.” 

e 


Jerry Giesler’s Post story of Hol- 
lywood’s court battles should pro- 
vide movie makers with all the sin 
and sex they need for another box 
office smash. 


in Fort Worth. 
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In the Washington, D. C. metropolitan area 


Sixty-seven per cent 


| of all families in the $6,000 and over 
income group read 
: The Washington Post. 
More upper income families read 
| The Washington Post 
than read both other 


newspapers combined. 


Se a 


Publication Research Service 
: of Chicago, March, 1959 


ae Ee ISS OS 


. For More Than 20 Years Washington's R.O.P. Color Newspaper 


n a Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
: Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida 

Hotel and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, 
" ' New York and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck, The Comic Weekly. 
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Just the facts, — 


The 60 highest-rated shows 
im the nation’s 37th market 
are all on WJIM-TV! 


LANSING NIELSEN, JULY, 1959 


WUJIM.-TV 


Strategically located to exclusively serve 
LANSING.... . JACKSON 


Here 60 


Capital improvements of $107,116,581 during 
the first six months of 1959 exceed any similar 
period in Oklahoma City history as the fast 
growing city sets the stage for the 1960’s. 

This report comes on top of a record year in 
1958, when in a full 12 months $195,015,976 was 
committed for construction and expansion in the 
State’s leading city. 

The report covers outlays for new manufac- 
turers, expansion of established industries, re- 
tail and wholesale distributors, educational 
facilities, churches, recreation facilities, petro- 
leum industry, aviation and service industries. 


the entire nation. 
growth, 
nation were lagging. 


growth in your sales with a 
paign in newspapers set for 


ing Circulation 


hows 
959 Publishers Statement s' 


270,063 » ‘8 
3 up 5s 572 


March a, 3 


tal daily 
to circul Jation 


Published by The Oklahoma Publishing Company 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Advertising Age, November 23, 1959 


| Keyco Products Forms Unit; 
Names Andrews Exec VP 

John A. Andrews Jr. has joined 
|Keyco Products, Wrightsville, Pa., 
| as exec wp. Mr. Andrews was 
formerly manager of national ac- 
counts for Landers, Frary & Clark. 

At the same time, Keyco Prod- 
|}ucts has formed a new company, 
Keyco Associates, with headquar- 
ters in Farmington, Conn., to 
handle the exclusive sales of Key- 
stone brand products for both do- 
mestic and export sale. 


| 

_Norman, Craig Names Three 

| Norman, Craig & Kummel, New 
| York, has appointed James Rankin 
|creative supervisor of tv, Irving 
W. Holcomb an account executive 
and Alvin R. Porte a merchandis- 
ing executive in the marketing 
services department. Mr. Rankin 
formerly was associate creative di- 
rector of J. M. Mathes Inc. Mr. 
Holcomb previously was with Vick 
Chemical Co. Mr. Porte formerly 
was with Grey Advertising Agen- 
cy. 


Penn Square, new multi-million dollar suburban shopping center, takes shape in Oklahoma City. 
stores will be located including Montgomery Ward's largest store in the nation, 


Record Oklahoma City Expansion 
Is Setting the Stage for the 60's 


Each year for nine years this report has shown 
an increase—evidence of Oklahoma City’s steady 
growth trend that has earned it the reputation 
of being one of the five fastest growing cities in 


Sales have kept pace with Oklahoma City’s 
trending continually upward, 
through recent years when other parts of the 


even 


Are your sales sharing in this climb? Get 


solid selling cam- 
the sixties — The 


Daily Oklahoman and Oklahoma City Times. 


Represented by The Katz Agency 


Mass Distribution 
Is Understressed 
Abroad, Says Hoving 


CAMBRIDGE, Mass., Nov. 17—The 
principles of mass production are 
now well accepted outside the U. S. 
However, there is no comparable 
recognition of the importance of 
mass distribution. 

Walter Hoving warned last week 
that the world is headed for “a 
highly crucial mass production 
jam” unless more attention is paid 
to mass distribution. Mr. Hoving is 
president of the Hoving Corp. and 
Bonwit Teller as well as board 
chairman of Tiffany & Co. 

Speaking at the Tobe lecture se- 
ries on retail distribution at the 
Harvard graduate school of busi- 
ness, Mr. Hoving said the following 
distribution principles need better 
understanding overseas: 


|@ Self-consumption: “The Ameri- 
|can discovery that the man who 
|makes the product must be one of 
|its major consumers is an idea 
| contrary to all past history and not 
practiced in most of the world to- 
day. In most places factory hands 
just don’t make enough to consume 
the products they make.” 


e Compulsory competition: “We 
are the only country that insists on 
competition by law. It’s one of the 
strengths of the American econ- 
omy.” 


e A free and competitive press: 
“In many countries they fix ad- 
vertising rates so high that few 
stores can afford to advertise fre- 
quently. Frequently overseas news- 
papers lobby vigorously against 
commercial television or radio that 
will carry advertising, because they 
feel that’s competition. Without a 
free and competitive press you can- 
not get mass distribution.” 


e Consumer conditioning: ‘You 
condition a consumer first of all by 


advertising. Many foreign business 
men don’t believe in it whole- 
heartedly.” 


e Post-consumption saving: ‘Now, 
that means saving your money 
after you’ve spent it—instalment 
buying. People are so made that 
they find it very difficult to save 
money beforehand.” 

“There has always been a great 
hue and cry against instalment 
credit. Some say it’s terrible. In 
my view, there’s nothing wrong 
with instalment credit. The con- 
sumer has been remarkably far- 
seeing as to how much he can 
spend. In the depths of the depres- 
sion in the ’30s, repossession of 
goods never exceeded 2%.” # 

' 


Crown Cork Names Hanlon 
Ad, Sales Promotion Head 


Joseph T. Hanlon has been ap- 
pointed manager of advertising 
and sales pro- 
motion of 
Crown Cork & 
Seal Co., Phila- 
delphia. Mr. 
Hanlon, who 
has been en- 
gaged in 
Crown’s adver- 
tising and sales 
promotion for 
20 years, joined 
the company in 
Baltimore 
in 1938. 

He was division advertising man- 
ager in Baltimore before being 
named sales promotion manager for 
the entire company in June, 1958. 
At that time he was transferred to 
the company’s new general offices 
in Philadelphia. 


Joseph T. Hanlon 


Robinson Joins Meredith 

Bud Robinson, formerly in the 
media department of Procter & 
Gamble Co., Cincinnati, has joined 
the San Francisco sales staff of 
Meredith Publishing Co., Des 
Moines. 
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In the race for audience ratings, your broadcast programs may be ’way out in front. But if they fail to carry effective selling commercials, 


you’re out of the money. ... Moral: Look to the agency that looks upon broadcasting as a selling business, not just show business. Ayer 


clients have found that this way of looking at broadcasting pays off where it counts—in sales and profits. N.W. AYER & SON, INC. 


| 1 The commercial is the payoff 
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Oe Magazine readers again lead more 


Starch Report classifications 
than the readers of any other men’s 
magazine surveyed, 


Elks lead in income and occupational 


REASONS WHY y status... travel and apparel... auto 
ois ARE A TOP and home ownership. This leadership 


X means a top opportunity to sell 
MEN'S MARKET / LY\ products for business, home and 
¢ y personal use. 
_ 


c> C\ LAAY : 
* SSNEN 4 To reach Elks, advertise in their own 
darts ative (2 magazine—it’s the best way to sell the 
oS , Nee #1* men’s market. 
Y v *1959 Starch Report ...ask 


your local ELKS Representative 
to show you a copy. 


MAGAZINE 


New York, 386 Fourth Ave. 
Chicago, 360 N. Michigan Ave. 
Los Angeles, 1709 W. 8th St. 


YOU MAY NEVER SKI JUMP 316 FEET"_ 


BUT ... You'll Go Farther With WKZO Radio In 
Kalamazoo-Battle Creek And Greater Western Michigan! 


WKZO Radio is the first choice of leading 
advertisers for effective coverage of the 
Kalamazoo-Battle Creek market. 


Pulse (see left) points to WKZO Radio as 
7-COUNTY PULSE REPORT the area’s leadership station, with a total 
KALAMAZOO-BATTLE CREEK AREA—MARCH-APRIL 1959 audience 32% arger than that of any other. 

SHARE OF AUDIENCE — MONDAY-FRIDAY First-class Fetzer and CBS programming 
has paid off—morning, afternoon and even- 
ing—in the highest ratings for 345 of 360 
quarter-hours surveyed (Monday-Friday, 6 
a.m.-midnight). 


Ask Avery-Knodel to strap WKZO Radio 

to your schedule for a record jump into 

- Kalamazoo-Battle Creek and Greater Western 
Michigan. 


WKZO | Station “B" | Station “Cc” 
6 A.M, - 12 NOON 30 21 WW 
12 NOON - 6 P.M, 27 22 10 
6 P.M, - 12 MIDNIGHT 29 22 10 


*Ansten Samuelstuen holds American ski jump record of 316 feet set in 1951 at Steamboat Springs, Colorado. 


WJEF-FM — GRAND RAPIDS. | 
so KALAMAZOO CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
KOUN TV —. LINCOLN, NEBRASKA AND GREATER WESTERN MICHIGAN 
“ with 


, Revationd : G , Avery-Knodel, Inc., Exclusive National Representatives 
WMBD.TV — PEORIA, ILLINOIS 


Advertising Age, November 23, 1959 


Getting Personal 


John Owen, promotion chief of Avery-Knodel, New York, and 
his wife, Penny, were featured in the Douglaston Community Thea- 
ter’s production of “Bell, Book & Candle” in Little Neck last week... 

Richard M. Ketchum, associate editor of “American Heritage” and 
head of its book division, has a new book of his own coming out: a 
biography of the Revolutionary War general, Henry Knox, to be pub- 
lished by Henry Holt. Son of George Ketchum, president of Ketchum, 
MacLeod & Grove, Pittsburgh, Dick had his own ad agency in Man- 
chester, Va., for five years, and also ran a small mail order business 
for Vermont products before turning to publishing... 

Louise Rosenthal, wife of Donahue & Coe’s marketing vp, Jack 
Rosenthal, is having her first New York art show at the Bodley 
Gallery from Nov. 16 to 28. An abstract expressionist, Mrs. Rosen- 
thal was also among the artists exhibiting at the Newport Art Assn. 
show this year... 


Richard Simon, tv account man (‘Zane Grey Theater’) at Ogilvy, 
Benson & Mather, has an illustrious past: in the original Broadway 
production of “Life with Father” he played the Days’ second son, 
John; later took over the role of Clarence Jr. He was the only nat- 
ural redhead of the original four; says he could “step on stage right 
now as Father’... 


+ 


oq 


R | 


b> 


RIO-BOUND—William H. Freitsch Jr. (right), media director of the 

Ralph H. Jones Agency, Cincinnati, looks appropriately jubilant as 

he is awarded a trip to Rio de Janeiro by Patrick E. O’Rourke (left), 

ad director of Family Weekly, and Roy Husbands, Cleveland manag- 

er of the magazine. Mr. Freitsch was top prize-winner in Family 
Weekly’s recent contest for ad execs. 


It’s a son, Bob Jr., for Bob Pigott, sales manager of the Wightman 
Corp., New York, commercial film producer . .. Another boy, Marc, 
was born Oct. 30 to Murray Firestone, exec vp and head of the Phil- 
adelphia office of W. B. Doner & Co., and his wife, Carol. It’s their 
first child .. . The new addition in the family of David Nazionale, 
art director and vp at Weightman Inc., Philadelphia, is a daughter, 
Nina... 

Jim Fitzgerald, director of pr, and employe and trade relations for 
Pharmaceuticals Inc., New York, is back at work after a spinal 
operation . .. The lyrics and music for the current pop tune, “Just 
Ask Your Heart,” were written by Diane De Nota, a receptionist for 
Weightman Inc., Philadelphia... 

Charlie Green, major domo of the Advertising Club of New York, 
will be presented with a new Chevrolet by club members to mark 
his 20th anniversary with the club. . . Wilfred A. Pascoe, vp of the 
McCarty Co., is in Osaka, Japan, representing the Seattle mayor’s 
committee on industrial development at the fifth biennial Pacific- 
Orient conference of mayors and chamber of commerce officials .. . 


John H. Gannett, vp of the Guy Gannett Publishing Co. and direc- 
tor of the Gannett Broadcasting Services, Portland, Me., has been 
elected president of the Yankee Post, American Ordnance Assn., 
promoting “armament preparedness and industrial readiness as the 
strongest guarantee of peace.”’. . 


Lloyd E. Yoder, NBC vp and general manager of WNBQ and 
WMAQ, is serving as vice-chairman of the National Retarded Chil- 
dren’s Week committee in Chicago, Nov. 15-26. He’s aided by Ken- 
neth Murison, vp of Edward H. Weiss & Co., who has his hands full 
serving as west suburban chairman for a door-to-door fund drive 
in nine communities ... Samuel Scheff of the Publishers Distributing 
Corp., New York, has accepted chairmanship of the magazine pub- 
lishers & distributors division of the Federation of Jewish Philan- 
thropies... Philip M. White of The Buchen Co. is Chicago’s chair- 
man for the mass communications drive for the Christmas Seal cam- 
peign... 

Backstage romance at Don Fedderson Productions was revealed 
last week when Joanne San Antonio in the research group for “Who 
Do You Trust?” and Edward Hoppe, production supervisor of the 
“Trust” show and “Charley Weaver Show” (both ABC-TV) disclosed 
they have been married since last May—to the complete surprise of 
the entire staff ...In Drexel Hill, Pa., on Nov. 14, Jane Ann McCloy 
was married to C. Carson Morris, son of Carson J. Morris, plans- 
marketing supervisor of N. W. Ayer & Son, Philadelphia... Off on a 
Canadian honeymoon are Larry Steinberg, director of information 
services at Associated Business Publications, New York, and Nancy 
Rummel, who were married Nov. 22... Morton Hock, theatrical ac- 
count exec at Blaine-Thompson Co., New York, wed Anita Zagerman 
Nov. 8; honeymooned in the Virgin Islands... 
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Sunday drivers on First Street in Los Angeles can 
go seven directions at once 


Better still, they can go straight to the destination 
that will do them the most good — and by-pass all 
the rest. 

It’s the seven separate zone sections added each 
Sunday to the full issue of the Los Angeles Times that 
does it. The Times is the only metropolitan newspaper 
in the city whose suburban sections are each written and 
edited by a local staff. Just like a local newspaper, each 


First in the nation's No. 2 market 


carries news and features tailored to the reader interests 
of that particular area. Thus, an advertiser in the 
Sunday Times can add local interest to his message 
and list dealer locatigns in the vicinity. You choose only 
those regions you wish. 

And the rates? Well, you’ll find them more favor- 
able on First Street — home of the Times — than in 
suburban newspapers. 


Los Angeles Times 


Represented by Cresmer and Woodward, Inc., New York, 
Chicago, Detroit, Atlanta and San Francisco 
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only ONE MAGAZINE... 


me Nation's 


gives concentrated communication 


with BUYERS 


IT IS SIGNIFICANT that the only magazine ever published exclusively for 
BUYERS (administrators and administrative staff members) in the public 
school market has been commandingly in first place among school admin- 
istrative magazines for sixteen consecutive years. 


THE NATION’S SCHOOLS is WANTED by more public school administra- 
tors and its fully paid circulation among this group is now at an all-time high. 
Because THe Nation's ScHoots is WANTED by more BUYERS it is 
WANTED by MORE SELLERS. In the first 11 months of 1959, Tue Nation’s 
ScHooLs carried more advertising pages than the second and third magazines 
combined—and the second magazine is to be abandoned at the end of this 
year and replaced by another kind of educational magazine. THe Nation's 
ScHoo ts led the second magazine by 599 pages, carried 832 pages more than 


the third. 


Schools 


ELEVEN MONTH ADVERTISING PAGES, 1958 AND 1959: 


1958 1959 
THE NATION’S SCHOOLS............ 1189 1398 +209 
The School Executive— 
Educational Business............... 1031 799 ~ 232 
School Management................... 329 566 +237 
American School Board Journal........... 414 361 - § 


By every standard of comparison—economy of reaching BUYERS, advertising 
effectiveness, wantedness by buyers, advertising pages, exclusive advertising 
pages, advertising revbenue—Tue Nation’s ScHoo.s is your first magazine in 
the public school market. 


in today’s multi-billion college market — 


to SELL you must tell the BUYERS 


Most OF THE PROBLEMS of formal education at the college 


ss 1 Lik Seal ne 2 


ee ene 


business 


and university level are identifiably unique and distin- 
guishable from problems in all other sectors and echelons 
of education. The BUYERS in higher education are the 


business officials and their business staff executives— 


purchasing agents, superintendents of buildings and 
the ONLY magazine 


that serves BUYERS 
in the college market 


I 


grounds, directors of housing, food service, and student 
centers. Only CoLLEGE AND UNIVERSITY BusiINEss serves 
these interests with a highly concentrated, demonstrably 


effective editorial program. 


The Nation's Schools and College and University Business are published by 
The Modern Hospital Publishing Co., Inc., 919 North Michigan Avenue, Chicago 11, Ill. 
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ROLL OUT THE BARREL—A new-style 


Parthum Opens Own Offices: 
Bucyrus Names House, Harris 

Charles Parthum has resigned 
from Bucyrus-Erie Co., South Mil- 
waukee, as manager of public re- 
lations and sales promotion, to 
form Charles F. Parthum & As- 
sociates, management consultant. 
Offices will be at 1415 Victoria 
Circle, Elm Grove, Wis. 

Replacing Mr. Parthum at Bucy- 
rus-Erie will be D. W. Harris, 
formerly in charge of industrial 


relations at the company, and 
Frank House, a member of the 
sales staff. Mr. Harris has been 


named manager of public relations 
and Mr. House will be in charge 
of sales promotion. 


beer keg—a moisture proof corru- Judson Joins Abel Corp. 


gated cooler that holds cans of beer 

with ice—has been developed by 

Stone Container Corp. It is called 
Kold Keg and is reusable. 


Creative Plan to Be 
No. 1 Agency Product 
in ‘60s, Watson Says 


MONTREAL, Nov. 17—The com- 
ing decade will see a trend toward 
unification in advertising, Winsor 
Watson Jr., creative director of G 
M. Basford Co., New York, told 
the Industrial Advertising Assn. 
of Montreal last week. 

The 1950s were strenuous 
growth years for independent com- 
munications techniques, as well as 
for package design, marketing re- 
search, visual aids and other spe- 
cialties, Mr. Watson said, and the 
trend to unify and coordinate these 
| functions is now under way. 

“The creative plan will become 
the principal agency product. The 
problem for agency people,” he 
said, “will be to discover how to 
unify, correlate and use all the 
|new techniques. This coordinating 
| function is primarily creative. The 
word creative in the years ahead 
will come more and more to mean, 
|not ads or commercials alone, but 
|the total creative plan to meet 
| marketing needs. 


“today bears the twin names of 
‘corporate image’ and ‘marketing.’ 
Eventually both will lose their 
|identity in a larger concept, just 
las instrumentation, data process- 
| ing, telemetry, etc., are surren- 
dering their independence to sys- 
tems engineering.” 

One important result of this 
|unification, Mr. Watson said, will 
be that “plans, campaigns 
|}ideas will precede media _ selec- 
| tions and budgets. The latter will 
| become a function of the former.” + 


William Diener, Leo Burnett 
VP, Director, Retires 


| rector of Leo Burnett Co., Chicago, 
will resign from the agency and 
will move his home to Southern 
California, ef- 
fective Jan. 1, 
- 1960. Mr. Die- 
\ ner joined Bur- 
| 3 nett in May, 
- 1944. He most 
‘ Ay recently has 
—- * been 
—— @ charge of client 
service on the 
“on Green Giant 
at —_ 
William L. Diener 


Kist Foods ac- 
counts, and also 
has had responsibilities for busi- 
ness development. 

Dewitt Jones, vp, will succeed 
Mr. Diener in duties for business 
development. 


|Van Campen Joins Goodman 
James Van Campen has joined 
the staff of Goodman Organization, 


|Los Angeles. He formerly was vp 


of Jack Packard Co., Advertising. 


|@ “This trend to unify,” he said, 


and | 


William L. Diener, vp and a di- | 


vp in| 


Cnrysler| 
Corp. and Star-| 


Henry R. Judson has _ joined 
Abel Corp., Columbus, O., in the 
new post of director of publicity 
and sales promotion. Mr. Judson 
was formerly sales promotion 
manager of Allied Stores, Colum- 
bus unit of Morehouse-Fashion. 
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SWEET SUCCESS 
adds the measurement of 
success that helps you 
get low cost-per-thousand 
sales...a unique format 
that provides the ideal 
climate for your 

sales message. 


Created and produced by 


Jack Douglas, three-time 
Emmy Award winner. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 MADISON AVE. + N.Y. 22 » PL 5-2100 
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pinpoint magazine coverage 
in your marketi(s) with. 


gcally edited gravure i 


F 


The Birmingham News 


monthly o 


in Birmingham...in any Region 
or throughout the Nation! 


The nation’s 52 locally edited gravure magazines are your tactical ad 
force.in 39 major markets. 
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Advertisers get more 


managerial coverage 
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MORE MANAGERIAL COVERAGE PER DOLLAR 


Number of managerial people covered 
158,000 for each $1,000 of advertising 
for each $1,000 136,000 
for each $1,000 


92,000 86,000 


for each $1,000 for each $1,000 


“USN&WR"’ NEWSWEEK BUSINESS WEEK TIME 


Source: Based on each publisher's own audience information and current rate cards 
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Four out of five ‘““U.S.News & World Report” 
subscribers hold managerial positions. Reflec- 
ting these positions of responsibilities, their 
incomes average $15,009—highest of the news magazines, highest of all 
magazines with more than 1,000,000 circulation. 


“U.S.News & World Report” is the one magazine that concentrates ex- 
clusively on the news that managerial people need and use—the news of 
national and international developments that affect business plans and 
decisions. It prints more of this news than any other news magazine, 
much of it printed nowhere else. | 


This helps explain why advertising dollars in “U.S.News & World 
Report’? buy more coverage of high-income managerial people than in any 
other news or management weekly. The relative values, based on latest 
information from each magazine, are charted on the opposite page. 


These people are leaders in business and in the community. 87% of all 
subscribers receive their copies of “U.S.News & World Report’’ at home 
and research shows that 97% of all copies are read in the home. In 78% 
of “U.S.News & World Report” families the wife reads it, too. 


Voluntary circulation is another measure of thorough readership. 
“U.S.News & World Report” ranks first among the news and manage- 
ment magazines in circulation obtained by mail to publisher. It uses no 
premiums, no door-to-door salesmen. Thorough readership, front to back, 
is confirmed by case histories of advertising response. 


Fa 


LE ae Bi TT 


T S N ews THE : More pages of advertising directed to important people in business and 
sis COMPLETE : industry appear in ““U.S.News & World Report’ than in any other 
& World Report NEWS MAGAZINE : news magazine. Your agency has the facts as they relate to your 


America’s Class News Magazine 


‘Los Angeles, San Francisco, Washington and London. 


markets. Or ask any of the advertising offices listed below. 


U.S.NEWS & WORLD REPORT 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other offices 
in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, 
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A NEW MORNING 
NEWSPAPER 


in Columbus, Ohio 


The Citizen-Journal has replaeed the Ohio State Journal and the 
Columbus Citizen in Columbus and central Ohio. This new morning 
newspaper is a Scripps-Howard publication, but all advertising sales 
and other business affairs will be handled by the Dispatch Printing 
Company 

General advertising rates for the new Citizen-Journal are as follows: 
We for the Citizen-Journal alone, or 74c on the optional combination 
with the Columbus Evening Dispatch, and &3c on the optional com- 
bination with the Sunday Dispatch 

Contact your O'Mara & Ormsbee man, or write or call Ralph G. Hem- 
ming, Manager, general advertising, 34S. 3rd St., Columbus 16, Ohio. 
Kepresented nationally by: O'Mara & Ormsbee, Ine., New York, 
Chicago, Detroit, San Francisco, Los Angeles. 


Columbus CitizenJournal: ¥ 


i 
| be 


Advertising Age, November 23, 1959 


Canada P.O. Eyes 
Growing Volume of 
‘Householder’ Mail 


Ortawa, Nov. 17—The Canadi- 
an Post Office Department is seek- 
ing a cure for one of its biggest 
and most persistent headaches— 
bulk mail advertising. 

A departmental study has been 
launched into the operation of the 
so-called “householder mailing” 
service, under which advertisers 
can place unaddressed material in 


| the mail at low rates. 


Officials said that with adver- 
tisers making increased use of the 


| service—especially in the metro- 


politan areas—the Post Office is 


| getting complaints from all sides. 


Under the householder mailing 
service, advertisers can contract 
with the Post Office for distribu- 
tion of unaddressed material by 
the letter carriers. 

Normally, such material would 
addressed and stamped, and 


GROUP. 
3 


announces the 
appointment of the 


BRANHAM 
COMPANY 


as national sales 
representative for 


KGLO-TV + MASON CITY 


WMTV - MADISON 
KHQA-TV + HANNIBAL- 
WTAD - QUINCY 
KGLO - MASOP CIT 


would cost the advertiser 2¢ for 
the first ounce, plus 1¢ for each 
additional ounce. 

However, with the material un- 
addressed and not bearing postage, 
the Post Office doesn’t have to do 
any sorting. The result is that the 
charge for the first ounce is re- 
duced to 1%&¢. 


s It is unlikely that the current 
Ottawa study will mean the end 
of the Canadian service, the Post 
Office said, since it now earns for 
the Post Office close to $5,000,000 
a year. 

A possible outcome is that the 
Post Office will declare a uniform 
size or weight—or both—for such 
material. Or it may decide to in- 
crease the distribution rate in an 
attempt to reduce the advertising 
volume. # 


Bates Elects Bradley, Drake 
Senior VPs, Names 2 Others 
Ted Bates & Co., New York, has 
elected Ronald C. Bradley and 
Herbert G. Drake senior vps. 
Both joined the agency in 1956 as 
vps and account executives. Mr. 
Bradley formerly was an officer 


Ronald C. Bradley 


Herbert G. Drake 


of Doherty, Clifford, Steers & 
Shenfield. Mr. Drake has been a 
vp of J. Walter Thompson Co. 
Bates also has named Donald 
Anderson, formerly vp in charge 
of marketing. of Fletcher Rich- 
ards, Calkins & Holden, a vp and 
account supervisor, and Thomas 
M. Lufkin, formerly a free lance 
producer and director, a radio-tv 
supervisor in its Hollywood office. 


Electric Sign Sponsors 


_Annua! Sign Design Contest 


A total of $1,000 in prizes will 
be awarded to winners of the 14th 
annual competition sponsored by 
the National Electric Sign Assn., 
11 S. LaSalle St., Chicago. This 
year’s contest, which closes Jan. 
31, 1960, is for the best design of 
an identification sign for a shop- 


| ping center. Judging will be based 
;on the 


| velopment of sign design, adver- 


contribution to the de- 


tising and identification value, 
impact and readability as well as 
practicability. 


Harding Joins Southwestern 


Jack Harding has joined South- 
western Drug Corp., Dallas, as 
manager of retail marketing. Mr. 
Harding was formerly president of 
a chain of 13 Bantam supermar- 
kets in Florida. 


memo: rn) 


100% Coverage 


Motor hotels are 
the fastest growing 
part of the 
hotel market — 
You cover EVERY 
motor hotel in the U.S. 
with 

THE 


HOTEL MONTHLY 


105 W. Adams St. 
Chicago 3, Ill. 


a Clissold Businesspaper 
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| Polaroid clicks in LIFE 


The company’s 60-second camera, virtually unknown 
| five years ago, is today owned by millions 


Click? It’s more like a BOOM! 


In 1953, with annual sales of $17 million, Polaroid used 
four pages in LIFE, or about 22% of its magazine budg- 
et. Last year Polaroid ran 14 pages in LIFE, or 99.1% 
of its magazine budget! 


Obviously LIFE helped Polaroid sell cameras.Somany, 
that today Polaroid is second only to Eastman Kodak 
in the industry—sales last year were $65 million. And 


ee ee 


i a 


i 
| 
i 
i you’ve got to take a month off to find a camera outlet 
i that doesn’t sell Polaroid Land Cameras. .. or a person 
who doesn’t know about the 60-second Land process. JEWELRY, OPTICAL GOODS, CAMERAS 
f Polaroid’s management says: ‘“‘We believe in concen- MAGAZINE ADV. REVENUE 
; tration and the effectiveness of it in LIFE. That’s why LIPE..........0....... 6. She 
we increased our LIFE frequency for 1959.” Saturday Evening Post...... 1,591,460 
j : : BL ck osa.ckanaes iowa veean 777,208 
f Now, you don’t have to be selling Polaroid cameras Reader’s Digest 478.000 
| F to click in LIFE. You just have to know your product, Nat. Geographic ee" 369989 
} know your market, and match them with a medium that Source: PIB (Jan.-Sept., 1959) ; 
fits. For most everything sold today, you'll find LIFE : 
. most fitting. 
f, 
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Need to Analyze 


Your Public Relations? 


Press Clippings can keep you fully 
informed on the results of your public 
relations program. You can see how many 
of your releases are published. . . what 
coverage is given to events you stage... 
what the editors of the nation are think- 
ing. This knowledge will heip you plan 
and develop more effective public rela- 
tions programs. interested in learning 
how we can serve you? 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArciay 7-5371 
1868 Columbia Rd, NW, Wash. 9, 0.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. COurt 1-5371 
14 E. Jackson Bivd., Enicago 4, tl.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


PRSA Chapter Elects Hedge 
Frank S. Hedge, vp and general 
manager of Communications 
Counselors, Detroit, has been 
elected president of the Michigan 
chapter of the Public Relations So- 
ciety of America. Other officers 
elected are John D. Williams, ex- 
ecutive director of the Wayne)! 
County Republican Committee, | 
vp; Paul S. Penfield, director of ad- | 
vertising, Detroit Edison Co., sec- | 
retary, and Dana Rose, assistant | 
vp, Michigan Bell Telephone Co., 
treasurer. } 


Stroyke Joins Wells 

Edward D. Stroyke has joined | 
William Wells Inc., Detroit, as an 
account executive. Mr. Stroyke 
was formerly with Chrysler Corp..| 
R. L. Polk & Co., and Brooke, | 
Smith, French & Dorrance. 


how can a magazine 
change a market? 


How can a magazine create a program that changes the 
building industry? Build 760,000 homes a year? Put cus- 
tom remodeling on a mass production basis? Create a new 
retail industry? American Lumberman and Building Prod- 
ucts Merchandiser did manage these formidable accom- 
plishments with a program, DSC—Dealers Sales Control. 
How? 26 issues a year for 14 years by an awarJ-winning 
editorial staff with a single purpose, dealer workshop 
clinics to sharpen management skills, store design and 


Deoler 


sles Control 


layout service to design new retail stores, a consumer 


mension 


on the Building Market 


magazine for dealers to use in selling new homes, home 


ss 


improvements. Details on DSC and the new market it has 
created are available. 


“Am eri c a 
Lum ber 


ae 


Advertising Age, November 23, 1959 


_ How well do you know the nine vacation regions of Florida? 


Florida 


YEAR-AROUND—The Florida Development Commission will promote its 
“Year Around Land of Good Living” theme with color ads like this 


through June 1960. 


$760,000 Ad Drive 
Set to Attract 


Tourists to Florida 


TALLAHASSEE, Nov. 17—Maga- 
zines and newspapers are being 
used for the $760,000 tourist ad 
campaign in the 1959-60 season by 
the Florida Development Commis- 
sion. 

Color magazine ads began in Au- 
gust and will run monthly through 
June, 1960, in Better Homes & 
Gardens, Holiday and The Satur- 
day Evening Post. 


® Resort and travel pages of 97 
newspapers will carry 170-line ads 
for Florida on varying schedules. 

For advertising purposes, the 
state is divided into nine vaca- 
tion regions, with each receiving 
special promotion. George Evans 
Co., Fort Lauderdale, is the agen- 
cy. # 


Cowden Named PR 
Head of CBS-TV 


New York, Nov. 17—CBES Tele- 
vision’s long search for a new high 


level public relations executive 
ended last week. The network 
found its man in the CBS-TV 


stations division. He is John Cow- 
den, who moves over from the post 
of vp in charge of advertising and 
sales promotion for the stations 
division to vp in charge of infor- 
mation services for the network. 

His duties in 
the stations div- 
ision will be 
taken over by 
Thomas Means, 
director of ad- 
vertising and 
sales promotion. 

In his new 
assignment Mr. 
Cowden will be 
responsible for 
three major de- 
partments: ad- 
vertising and 
sales promotion, research and press 
information. Mr. Cowden assumes 
the title formerly held by Charles 
S. Steinberg, though Mr. Stein- 
berg’s duties were less encompass- 
ing. 

Mr. Steinberg, who heads the 
network’s press operation, has been 
given the title of vp in charge of 
public information. + 


John Cowden 


Bireley’s Launches Campaign 

Bireley’s Inc., Chicago, has 
launched an institutional adver- 
tising campaign to introduce its 
new management. The two-color 
ads, which will appear in five 
beverage trade magazines, spaced 
from October through April, give 
some background of Krim-Ko 
Corp., the dairy firm which ac- 
quired Bireley’s from General 
Foods in August. 
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National Live Stock Pro- 
ducer Farmers Own: 


* 562,000 Tractors 

* 296,500 Trucks 

* 378,750 Automobiles 
* 162,250 Combines 


* 69,000 Forage 
Harvesters 


MM. Conway's Market Analysis 


*¢ How Master Hog Raisers Do It 


@ Live Stock vs. Feed Supplies 
@ Cull Your Bovine Cheaters 


=k 


NATIONAL LIVE 


A continuing record of “up lineage” in NATIONAL LIVE STOCK 
PRODUCER! Increased lineage from regular advertisers plus still 
more lineage from new advertisers ... an upbeat picture of progress. 


Reason? Advertisers get their money’s worth in the pages of 
STOCK PRODUCER... because it delivers 
AMERICA’S RICHEST FARM MARKET... the market that buys 
more of everything ... THE $10 BILLION DOLLAR LIVE STOCK 
MARKET! 


That's only the beginning... this is a growing, expanding market 
in need of constant replacement of agricultural machinery and 
"supplies... and it buys, buys, buys! Compare the actual and poten- 
tial buying power of NATIONAL LIVE STOCK PRODUCER 
subscribers. You'll see why it pays to do business with this farmer’s 
market! Reach it and sell it in 


NATIONAL LIVE STOCK PRODUCER 


139 N. Clark Street 


Chicago 2, Illinois 
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the 3 Decision Makers ; 


Swiftly advancing technologies are putting great pressure on 
engineers’ reading time. There’s more to keep pace with, less time 
to do it! Result is greater selectivity in technical reading. More 
time with useful magazines...less, or none, with the rest. That’s 
why advertisers must look beyond numbers to the magazine itself. 
Take a good look at ELECTRICAL MANUFACTURING, for example. 
Note the series of inserts on Basic Science principles—each month 
an important contribution to engineering knowledge! Check the 
depth treatment of the practical application articles. Yes, 
ELECTRICAL MANUFACTURING is selected by design engineers 
because it’s their most useful magazine. They spend more 

time with it and the advertising in it. 


A CONOVER-MAST PUBLICATION 
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Bring down sales resistance 
by using SPORTS AF{ELD! 
Here you reach a selective 
audience of more than 
1,000,000 sportsmen who 
enjoy the great outdoors... 
and who read their favorite 
magazine edited exclusively 
for them. 


To sell the cream of this 
leisure time growth market 
for all their many needs, 
you reach them best in 
SPORTS AFIELD... for 
cars, beverages, insurance, 
tobacco, apparel... you 
name it! 


Sharpen your media tools 
through the advertising 


tad " pages of SPORTS AFIELD, 
revenue has quadrupled in the the champion growth mag- 
post-war period, circulation has 


more than doubled . . . 4th quarter of azine* that will help you 
1959 average circulation in excess of sell over 1,000,000 select 


prospects more for your ad- 


1 51 ete) * ooo ales vertising dollar. 


SPORTS AFIELD °* A Hearst Key Magazine 


* 959 Eighth Avenue *« New York 19, N. Y. 
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**Publisher’s estimate 
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| Off-The-Street Club Picks 


| The Off-The-Street Club, spon- 


Advertising Age, November 23, 1959 


MANY OF THE BEST ADS YOU'VE SEEN... “id f the Year Media Reps Waste Time: Jorgensen; 


the prize winners, the ads with that extra pull for attention, readership, |sored by the Chicago Federated B I S d Ki b ll S 

sales power, were first shown and discussed in Art Direction. Every month |Advertising Club, has picked uyers nexperience v7 Im a ays 
this creative magazine spots the best visual advertising and promotion. eight-year old Joseph +o" Jr. ‘ 

Subscribe to advertising's most alert, best designed magazine. $6.00 for as its “Kid of the Year. te and (Continued from Page 3) 


12 monthly issues; $10.50 for 24 issues. White Sox President Bill Veeck | “who do not understand or know 


will be guests at the club’s benefit | how to read Standard Rate & Data 


subscribe ART DIRECTION | lunch and party at the Conrad| Service, or BPA or ABC state- 


| Hilton Hotel Dec. 10. Proceeds will | ments.” 
A21 19 W. 44th St., New York 36,N.Y. | support recreational and camp; The result is, he declared, that 
| programs. ‘media decisions are often based on 


how to dig an oul well 


Drill down a single inch. Then another inch and 
another and another. ‘Then you'll have an oil well 
... @ continuity of inches. You need continuity for 
successful advertising, too. IVs particularly effective 
with newspapers. Newspapers go into the same homes 
day after day, week after week. To tell, to sell, to keep sold. 
Because we believe so strongly in the value of 
continuity in advertising, we have pioneered a new 
frequency-volume discount plan to encourage 
advertisers to take advantage of the impact of continuity. 
It offers discounts with no increase in existing rates. 
The Continuity-Impact-Discount plan makes possible the 
most effective use of newspapers. Let your 
Branham representative show you how C-I-D will get 


increased advertising impact for you in the Louisville market. 


The Courier-Zournal 
THE LOUISVILLE TIMES 


|judgment as to whether the lunch 
jat one restaurant was better than 
at another. It is unfortunate, he 
said, that often the only difference 
between a media buyer and a 
media director is a matter of $125 
a month in salary. Mr. Kimball 
said he doubts if there are more 
than four or five qualified media 
buyers in Los Angeles agencies. 


= William J. Boylhart, Boylhart, 
Lovett & Dean, announced a new 
association project to be called, 
“WSAAA 5 Year Agency-Media 
Forecast.” He called for new co- 
operation between media and agen- 
| cies to explore areas which would 
llead to the development of im- 
| proved techniques, new efficiency, 
|and a more adequate financial re- 
iturn to both media and agencies. 
|Tto accomplish this, he proposed 
an immediate meeting between 
media association representatives 
and the WSAAA media relations 
committee to activate plans. 

He said such action is necessary 
because changes of the past 10 
years have brought more maga- 
|zines, with more advertisers, more 
| editions, and higher rates. Yet de- 
| Spite these changes, he said, media 
|relations with agencies have not 
| grown to encompass them, + 


poonpeg Fe Wins 


“Modern Railroads’ 
‘Golden Freight Car 


(Picture on Page 108) 

Cuicaco, Nov. 18—The Santa 
|Fe Railway is winner of Modern 
| Railroads’ 1959 Golden Freight Car 
|award for “outstanding work in 
promoting freight sales.” 

Four other railroads were given 
|}awards of merit for their promo- 
| tion of railway freight, it was an- 
| nounced in the November issue of 
the publication. They are the At- 
lantic Coast Line Railroad, Ches- 
apeake & Ohio Railway, New 
York Central System and South- 
ern Railway System. 

Awards were presented at a 
| luncheon here yesterday by David 
R. Watson, president, and Frank 
| Richter, publisher, of Modern Rail- 
roads. 
| Santa Fe’s winning entry de- 
|secribed the railroad’s campaign 
among its own salesmen on the 
theme, “The three K’s of trans- 
portation salesmanship’”—know 
your company, know your compe- 
tition, know your customers. + 


Compton Names Four 

James S. MacVickar, formerly 
with Curtis Publishing Co., has 
joined Compton Advertising, New 
York, as an account executive on 
Chesebrough-Pond’s. Compton also 
has promoted Emil Tacovsky from 
head space buyer to account ex- 
ecutive on Mobil Oil. Succeeding 
him as head space buyer is Ray 
LaBonne, space buyer. Richard V. 
Berry, formerly a media buyer 
with Kenyon & Eckhardt, has 
joined Compton as a space buyer. 


Attention Admen! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 
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PLAN NOW FOR THESE EXCLUSIVE 
JPN Features at 1960 IASI Show 


The 1960 International Automotive Service Industries Show will be held February 10, 11, 12, and 13 
at the New York Coliseum following the Automotive Service Industry Association Convention 


©} COLISEUM - NEW YORK CITY 
ee, 
TIT 7 


1—Again—Three Issues—Bigger and Better than ever— 4—Again—Big Pre-Show 
The popular and newsy Jobber Product News Show Daily ._ february JPN Issue 


— a 
February JPN ee Wows 
The same newspaper format. Newsy reporting of the _issue in 1960 will Protest 
ASIA convention, preceding the Show plus convention bring into sharp |: 
ee. Stories and pictures at the Show. Every ex- focus the New 
ibitor at the Show will (1) have a writeup about his York automotive 
booth and his products in the first issue (2) in the sec- tiviti ana 
ond or third issue have a picture of his booth. Everyone activities anc 


ee eee 
tor Exbiba Award Wienere 


"Ey IASI Show Daily BD issionta 
=o Y ; 


| MSP, EWA Maret» Rel 


tater NOPA MEW A Members Apprees Serger 


>» - —<—_—— 
| j= | : to be included. Twenty photographers will do the pic- stimulate inter- B ory 
| §.- 9 | \ ture taking—at one time. The contents of the three ¢@St of readers a M a 
> = =a dailies already blue-printed. Many added features all the country over ~ eee tae 
| toe om pertaining to show—and ASIA convention. Each issue inthe ASIA con- y 
ds. ls to be 24 pages or more. Added feature—color. Issues to vention as well } “ 
Show Mom romeo 


carry advertising. Complete details on 1960 Show Daily —_ag the New York 
and ad rates sent upon request. IASI Show. Is- 
The total circulation of the three JPN Show Dailies ail ‘ 


will exceed 35,000 copies. Distribution will be at the SUC will have ex- a aa 
rr entrance to the Exhibit Hall. Also from the four JPN ‘tra distribution Sao = 
Re booths at the Show. As in Chicago, copies will be on the 4t the show. 

| vores nen re a -- — floors and in the lobbies of the “key” hotels. 


s « 
The 1960 Jobber Product News Show Daily will carry advertising. Write for 1960 Show Daily Details 5—Merchandising Easels 


Whatever ad size fits JPN monthly issue will also fit into Daily. See Write toda : : ‘ : 

‘ : P y for complete details on the three big JPN advertisers appreciated the large 

Sie Rael os te all came al yt gy ee eS Ss er eee ee —_— ed a planned ¥ the age) | aa newspaper size easels calling attention . 
The 1960 JPN Show Daily will carry color. Write today for your copy OP, sree Cote Se sper: Sapees OS Ze their sales messages in JPN. Feature is to 


- OR Ata Rte : ruary and March 1960 JPN monthly issues. De- : : acta A 
6 tee viene ial hak aa and complete details as to tails on 1960 JPN Directory and Buyer’s Guide be repeated in New York, with innovations. 


also available to be published January, 1960. 


2—Again—Exhihitor Guide : ce §=63—free Shines oe, wn Booths Job- 


ON ae ‘ ber Product News And the JPN Show Daily. 
me 8, lh ag Bhonn Fae ep meee The peer of JPN’s free Each a focal point of activity. News guther- 
i" D , at uaF. shoe shines at 1959 Chicago  jng, News disseminating. Truly a record 
Over 15,000 copies distributed. Gives IASI Show assures continued ‘ Bree S see 
show visitor—floor plan with name of ex- increased booth traffic and ac- re , for any publisher at any 
hibitor adjacent to booth space. To be re- tivity. Provides visitors with eve 
peated and expanded at 1960 IASI Show. gt tay ame in ang “ 
This exhibitor guide provides show vis- S CHARCS tO FRE Weary 109 
itors with unique service, with name and pat Page mo us vera urprises! 
Yhicago show four 


number of booth imprinted on floor plan. 


This. enables show visitors to identify the shoe shine boys were kept busy Things not done before. Either at Chicago 
booths location-wise in logical sequence as “every show hour.” The JPN IASI Show or other shows. Part of JPN’s 
one tours the show. booth was a popular place. policy of “pace-setting” and leadership. 


Now in 1960—I.A.S.1. Show Joint Operating Committee Exhibitor Awards 


The I.A.S.I. Show Joint Operating Committee will give Exhibitor Joint Operating Committee of the 1960 1.A.S.1. Show 
Awards for the first time at the 1960 I.A.S.I. Show. This is a fine move 


and the I.A.S.I. Show Joint Operating Committee is to be complimented. Pid D Monsfactuing Gon ne Roybeste Divttn 0 A Thor Power Tool Co. 
ong Island City, N. Y. aybestos-Manhattan, Inc. LaGrange Park. III. 

In view of these I.A.S.I. Show Joint Operating Committee Exhibitor nett ete, ek See G.H ne 

Awards, JOBBER PRODUCT NEWS agreed to drop its Show Exhibitor —_ franklin Supply Company Gee Krscnstve Sensi Ge. Hen Tae Oo 

Awards which were instituted at the 1959 I.A.S.I. Show in Chicago. & wieei ees ’ Chottoncoge, Tennessee s. rs ‘fee 7 
At JOBBER PRODUCTS NEWS, we want to back up the LA.S.I. _[renklin Auto Supply Co. Inc. itll. Battery Rapublic Gear Co., 

Show Joint Operating Committee on every possible occasion. Their job ies 8 ye: sao agora Howerd 6. Rebinsen 

is a difficult one, time consuming, and many times thankless. The _ Beor Manufacturing Co. eg ay on Fram Corp., 

JOBBER PRODUCT NEWS staff will do everything possible to publi-  *** "!an4 Mlinois Ann Arbor, Michigan Nate signe 

cize the I.A.S.I. Show Joint Operating Committee Exhibitor Awards for freee anit" borts, inc eater S. Vostere 

the 1960 I.A.S.I. Show—through the JOBBER PRODUCT NEWS NewYork Nev. pimburgh, pa? Eawipment Co. 

SHOW DAILY and JOBBER PRODUCT NEWS Monthly, and we will Harry &. ta Towsky Don H. Testor 

lend every assist in making these awards as successful as possible. Waskae Oaanee cies ja wee 
Benton H. Rosen The Show management firm handling the 1.A.S.1. Show is: A. B. Coffman & Associates, Chicago, Illinois operated by Hubbard H. Erickson, Jr., and Ruth Hall. W. H. Teeters 


C. H. Beckford Victor B. Day J. B. Dempsey G. H. Goehrig % Chester A. Klein H.R. Lat 


Wm. A. Raftery H. E. Robinson Virgil C. Smith 


The Program Outlined Here is an Expansion Over AS! 1959 JPN Show Activities Your 3 Best Buys in 1960 


For sales effectiveness in 1960, here are your 
three best advertising buys in the automotive job- 
ber industry. Ask for complete details on: Jobber 
Product News, JPN Show Daily, and the JPN Di- 


rectory and Buyers’ Guide. 
A STANLEY PUBLICATION & Jobber News 
431 S. Dearborn Street, Chicago 5, Illinois, Phone WAbash 2-0636 


Stanley Publishing Publications—Jobber Product News & Jobber News; Transportation Supply News; Fleet Product News; Transportation 
Business Gift News; Jobber Product News Show Daily; Jobber Product News Directory & Buyers’ Guide; Fleet Directory & TSN Buyers’ Guide 
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Meet our 
movie 
reviewer 
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If you think this chap has nothing to do, you are perfectly correct. 


The explanation is very simple. Business Week is written for management men only. 
And it has but one editorial goal: to be of use to management. This is an enormous 


job, and it takes all the time, ability and page space we have. Non-business news 
just doesn’t stand a chance. 


Reporting nothing but business news—fresh, accurate, and complete — Business 
Week has gained respect as management’s ‘‘most useful’’ magazine. This is why 
it continues to offer advertisers more management readership per dollar than any 
other general, general-business, or news magazine. 


A McGRAW-HILL MAGAZINE 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 
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This Week in Washington 


Advertising Age, November 23, 1959 


ner was only general counsel at|had in recent years. His diligence 


Weak in Research Facilities, FTC 
Aims to Get Evidence Where It Can 


By Stanley E. Cohen 
Washington Editor 


WasHINGTON, Nov. 19—At the 
same press conference which ush- 
ered in the cranberry episode, Sec- 
retary of Health, Education & Wel- 
fare Arthur S. Flemming issued a 
statement associating himself with 
the American Dental Assn.’s attack 
on toothpaste advertising. 

Now he is being invited by Fed- 
eral Trade Commission Chairman 
Earl Kintner to convert talk into 
action by providing FTC with any 
evidence he may have that tooth- 
pastes aren’t what their makers 
say they are. 

If Secretary Flemming obliges, 
this will be a significant develop- 
ment. 


FTC, a House investigating sub-| and skill in bar associations and in 
committee under Rep. John Blatnik | public office have marked him as a 
(D., Minn.) asked about claims for | dedicated student of law and a 
miracle ingredients in toothpaste.| champion of law enforcement. His 
Commission witnesses shrugged| keen sense of public relations un- 
their shoulders and explained they | doubtedly tells him that thanks to 
can’t buy research challenging | tv scandals, more people are 
toothpaste advertising as fast as the| watching the Federal Trade Com- 


Over the years, FTC and the! industry buys research to support| mission now than at any time since 
Food & Drug Administration (con- | j¢. it was founded. 


trolled by Health, Education & Wel- No Federal Trade Commissioner 
fare) have maintained—put polite- | the past three decades has 
ly—arm’s length relationships. Like moved to posts of higher responsi- 


Macy and Gimbel. sonality. With the toothpaste) bility and honor in government. If 
FTC, starved for evidence in| controversy in the open once again, | any man defies this jinx, he could 

cases involving therapeutic claims|the poor sister casts pride aside | be the man, and these might be the 

for drugs and cosmetics, has no | and proposes to solicit help from | times. 

laboratories of its own, and must| the rich sister. In writing Secretary Flemming, 

buy research at retail prices, so 7 It is possible, of course, that the | Earl Kintner makes it clear that 

speak, from Health, Education or! poor sister will be snubbed, and | during his chairmanship no poten- 


'from the Commerce Department's | tial scandal will be swept under the 


| that the alliance will not material- 
Bureau of Standards. Down the| ize. Even so, the episode suggests | rug for future discovery by investi- 
street, Mr. Flemming luxuriates in 


that something really new is hap-| gating congressmen. 
the vast research resources of the! pening at the Federal Trade Com-| By the same token, he demon- 
U.S. Public Health Service and the | mission. strates that those who plan to cas- 
s At 47, Earl Kintner is the young-| problems they profess to know 
est chairman the commission has| about should be prepared to put 


Now, however, under the chair- 
manship of Ear] Kintner, the com-| in 
mission is displaying a new per- 


s Two years ago, when Earl Kint- 
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I love to- spond, 
/ 


..-.-and so does everyone 
in FLINT! 


Flint people make money . . . a lot of money! They buy the 
things they need like everyone else; they maintain a steady 
increase in savings . . . but above this, there is enough income 
for plenty of PLUS buying! 


INVEST YOUR MONEY IN THIS 


“PLUS BUYING” MARKET 


Bi oS eae 


4 


co gtr a ta ac ee $119,884,000 

Sate aie cae hata elaairk 6 baie oo:hdS &.05 0'p0:6- 5 
Abide tide dws tha ckden $ 40,075,000 
ee a a dig Ghd $ 30,055,000 
ee icc cbsbestsavscvases $ 40,297,000 
ee i ee ad $123,944,000 
ac see banunbavaewwint $ 44,835,000 


Source: SRDS Consumer Market Data, May 1959 


COMPLETE AND ECONOMICAL COVERAGE IN FLINT’S ONLY DAILY NEWSPAPER 


THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


A Booth Michigan Newspaper 
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their evidence on the line. 


Hard-boiled 
Industry Aid in members of the 
Mail Filth Effort Mail Order Club 

of Washington 
were visibly shaken yesterday 
when L. Rohe Walter, public re- 
lations assistant to Postmaster 
General Arthur Summerfield, ap- 
peared at their weekly luncheon 
with a no-holds-barred discussion 
of the “mail order obscenity rack- 
et.” 

At the pre-luncheon cocktail 
hour, skepticism seemed to pre- 
vail. “It can’t be that bad, and it 
certainly can’t involve legitimate 
people like us,” was a common at- 
titude. 

But it is that bad, according to 
Mr. Walter. More than 70,000 peo- 
ple, mostly indignant parents, sat 
down during the past year to send 
Mr. Summerfield samples of filthy 
material addressed to their chil- 
den. Pornography, Mr. Walter 
says, is a $500,000,000 mail order 
business. According to the depart- 
ment’s inspectors, mails were used 
last year to offer dirty pictures and 
similar sewage to as many as 1,- 
000,000 teen age children. 


a Speaking as former president 
(1939-43) of Direct Mail Adver- 
tising Assn., Mr. Walter said one 
area where help is needed is in 
controlling mailing lists. Investi- 
gators find that legitimate mailing 
lists—such as those which are com- 
piled when children write in for 
cereal premiums—sometimes get 
into the hands of brokers, who may 
inadvertently make them available 
to people who make them available 
to filth peddlers. 

One of the refreshing aspects of 
the talk was the moderation which 
Mr. Walter displayed. Asked about 
ads which appear in some maga- 
zines offering sexy booklets, Mr. 
Walter emphasized this is a sepa- 
rate, “gray area” problem. “These 
ads are addressed to adults,” he 
said, “and in any event, they are 
not going into the mailbox unsolic- 
ited.” 

His prepared speech plugged 
hard for the Granahan bill, which 
permits the Postmaster General to 
seize obscene material for 45 days, 
pending a hearing. But under ques- 
tioning, he conceded this bill may 
go too far. 


s One problem, raised by Harry 
Maginnis, executive manager, As- 
sociated Third Class Mail Users, is 
that the -Granahan bill gives iron- 
clad pre-hearing seizure authority 
to the Postmaster General for fraud 
as well as obscenity. 

“List brokers supported the bill 
when it applied only to obscenity,” 
Mr. Maginnis said. “Now we are 
embarrassed to find the Postmaster 
General would get this drastic pow- 
er in a more controversial area, 
like false advertising.” 

Even in the obscenity field, Mr. 
Walter agreed, the seizure sections 
of the Granahan bill might be too 
broad. “There is a difference be- 
tween this filthy stuff, and cases 
like ‘Lady Chatterley’s Lover’ or 
‘The Naked Maja’,” he said. “I 
would be the last to want any Post- 
master General, this one or any 
other, to have so much power as to 
endanger freedom of speech.” # 


AMERICAN 
JUDGING AGENCY 


would like an opportunity to 
discuss handling your next contest. 


Post Office Box 12443 
Houston 17, Texas 
Telephone 
Mission 4-4371 
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Knoll Associates advertisement prepared by The Liowe Company 


“The influence of this New Yorker campaign is strongly felt 
in every Knoll showroom throughout the United States. . .” 


~S Mb ; Kul President, Knoll Associates, Inc. NEW YORKER, 


MAGAZINE 
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in Minois 


(Outsiqaparee) 


* AWARD x 
DAILY INLAND PRESS 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Advertising Age, November 23, 1959 


TV Quiz Doubts 
Threaten All Ads, 
Deems Tells 4A‘s 


Avoid Weasel Words; 
Skepticism Works 7-Day 
Week, Hearst Exec Says 


PittsBurRGH, Nov. 17—The cur- 
rent television quiz controversy 
has not only placed other media 
under suspicion, it has also in- 
creased consumers’ 
strained credibility quotient in 


already 


East Central 4A’s 


relation to advertising generally, 
Richard E. Deems, 
Hearst Magazines, said today. 

In a talk before the eastern cen- 


elph ‘2 


By plctio 
—— 


In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


Apvertisinc Orrices: Philadelphia * New York * Chicago 
REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 


Shes 


FLoriwa Resorts: The Leonard Company * Miami Beach 


exec vp of 


tral regional meeting of the Amer- 
ican Assn. of Advertising Agen- 
cies here, Mr. Deems said that 
advertising was “vulnerable” long 
before the television quizzes were 
exposed. He added still another 
voice to a rising chorus of admen 
who urge a general purge of sus- 
pect practices and methods in the 
ad business. 

“Actually, what we are vitally 
interested in is just how much 
the advertising business has been 
affected by all this sound and 
fury,” said Mr. Deems. “After all, 
television viewers are consumers, 
and disbelief is a disease that 
spreads rapidly. And _ already 
there is evidence that the taint 
attached to the entertainment 
phase of television has begun to 
contaminate advertising in all 
media.” 


s Mr. Deems said that in view of 
“increased consumer skepticism” 
towards advertising, those in the 
business should get together to 
work out ways of combating the 
consumer’s poor opinion of adver- 
tising. 

“I think we should start by ad- 
mitting to ourselves that adver- 
tising was vulnerable long before 
the situation reached its pres- 
ent acute stage and if these condi- 
tions [existed] before the public’s 
credibility was jolted by the quiz 
exposes, we can be sure that con- 
sumer sales resistance has in- 
creased substantially since Dotto 
went blotto and Mr. Van Doren 
decided to appear on ‘To Tell the 
Truth’,” he said. 

“I think it’s vitally important 
that agencies, advertisers and pub- 
lishers alike realize that there 
has been a change in the public’s 
state of mind and that the vending 
of goods in the public market- 
place has become more difficult, 
irrespective of the product you 
have to sell or the medium you 
decide to use. It’s always harder 
to sell in a climate of disbelief, 
and when skepticism is rampant, 
it works a seven-day week. 


es “And although 
we are the innocent victims of 
this change in the consumer’s 
credibility quotient, nevertheless 
the success or failure of the ads 
you prepare from here on in will 
be in direct ratio to ability to cope 
with these changed conditions.” 

Mr. Deems said that one way to 
reinstate consumer confidence in 
advertising is for agencies and ad- 
vertisers to avoid “the weasels, 
the unnecessary exaggerations, 
the double meanings, the sugar 
coatings, the crutch words and 
phrases and the innumerable oth- 
er innocent deceptions that in the 
past we have always felt were 
dependable tools of our profes- 
sion. 

“Can this be done? Are there 
certain products that because of 
their very nature demand the use 
of these devices to attain volume 
sales? My personal opinion is that 
there isn’t a product or service in 
existence that can’t be advertised 
successfully without resorting to 
the use of gimmicks, provided it 
has merit and is competitive.” 


in most cases 


a If advertising is to meet the 
economic challenge of the future, 
Mr. Deems continued, it must first 
“eliminate the petty misdemeanors 
that have subjected us to criti- 
cism. We must answer to com- 
plaints voiced by the FTC by 
teaching the offenders to stimu- 
late instead of exaggerate, cap- 
tivate instead of irritate, fascinate 
instead of nauseate.” # 


Corning Names DeMaio 
Corning Glass Works, Corning, 
N.Y., has named Joseph S. DeMaio 
advertising and sales promotion 
manager of its electrical products 
division. He formerly was with 
National Gypsum Co., Buffalo, and 
Carborundum Co., Niagara Falls. 
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THIS IS THE NEW CHICAGO-WHERE GREAT THINGS ARE HAPPENING! 


Other cities, like Chicago, are the home of millions. But how many boast a front yard like Chicago's? How 


— 


many come complete with an attached garage? 


Chicago's underground garage is a cave of wonders, not the least of which is the way it hides from view. 
\ Across its rooftop flowers grow...shoppers stroll...brass bands pass in review. Who would dream that, 


down below, some 5000 cars a day are moving in and out—just minutes away from stores and offices? 


Great things happen in Chicago! 


In terms of physical change, more has happened in the last few years than in the previous twenty. But Chi- 


cago’s greatest change is one of spirit. This new Chicago is youthful, eager, driving; this is the ‘‘go-go"’ town! 
t 
7 It takes a new kind of newspaper to capture this spirit— precisely why fhe Chicago Sun-Times has caught on 
as quickly as it has. Like Chicago itself, the Sun-Times sees through youthful eyes: not content to look back, 
but looking to a Chicago where still greater things will happen. 
> 


One result: today the young families of Chicago prefer the Sun-Times to any other newspaper. 


“SUR: 9ho¥ sont Posie 60 Ot)...” aa 


THIS IS THE NEW SUN-TIMES-WHERE GREAT THINGS ARE HAPPENING 
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*Greater Tucson Population Estimate 
Tucson Gas, Electric Light & Power Co. 


Advertising Age, November 23, 1959 


JAMES F. MANN 

Rog, Ga., Nov. 17—James Far- 
rell Mann Sr., 51, vp and general 
| manager of the Rome News-Trib- 
june, died Nov. 15 in Floyd Hospi- 
|tal. He had been ill for several 
months but had remained active 
|until he entered the hospital Nov. 
q. 

After he was graduated from 
Auburn University, Mr. Mann 
|joined the advertising staff of the 
Times, Gadsden, Ala. When his 
stepfather, the late B. H. Mooney 
Sr., acquired sole ownership of the 


af 
POPULATION a8 ired. so 
| News-Tribune in 1943, Mr. Mann 
|came here as vp and chief execu- 
N Oo W | tive of the newspaper. He was also 
5 vp of Rome Printing Co. He was 
eee 


a former state chairman of the 
Georgia Associated Press. 


4th Largest Population Center in the Eight Rocky Mountain States 


If you want to cover Arizona 


P P . — i |MALCOLM K. WRIGHT 
Ghe Arizona Dailp Star Tucson Daily Citizen | te Star and Citizen are a must 


Morning and Sunday Evening 


PHILADELPHIA, Nov. 17—Malcolm 
K. Wright, 70, who until his retire- 


2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. ment five years ago was adver- 


tising manager of Baldwin-Lima- 
Hamilton Corp., locomotive 


to the “morning” 
solid Kiincinnat 


TOTAL ADVERTISING TOTAL RETAIL ADVERTISING TOTAL CLASSIFIED ADVERTISING 
(per cent of total linage) (per cent of total linage) (per cent of total linage) 

% % T % 

80 80 80 

70 70 70 

POst-Time, 
oo Post-Times. 5-Star 
60 oa Ster 60 60 Post-Times-Ster - 
— 4 ad | of - a . 
50 > of 50 - 50 . +e. F oe 
prQUIReR_--7 ” , aoe _ 
DA Y=" gravike —— adel te 

- — a7 * | oka v= ag 40 DAILY ENQUIR —" 
30 sof 30 

20 20 20 

10 10 10 


1954 «1955 1956) 1957) 1958 )=—-1959* 1954 1955 1956 1957 1958 


The year-by-year records leave no doubt about it: retailers 
and national advertisers are relying more and more on the 
morning Enquirer in this great metropolitan area. Reason: 
it’s the proven way to reach the solid market-that-matters ... 
the have-more, live-better, spend-more people it pays to be in 
solid with. (Fact in point: The Daily Enquirer home audience 
has a median income $600 higher than the median for the 19- 
county, 3-state Cincinnati market.) The new 1959 Top Ten 
Brands Survey is now available with many additional facts 
you'll want. Write, wire or phone The Enquirer’s Research 
Department. 

Represented by Moloney, Regan &9 Schmitt, Inc. 


1959° 


1954 1955 1956 1957 1958 1959° 
SOURCE: Media Records, inc. *First six months 


Solid Cincinnati 
reads the 
Cincinnati 


Enquirer 


manufacturer, died Nov. 9 at his 
home in nearby Drexel Hill. Mr. 
Wright had been with Baldwin for 
45 years. He was a former presi- 
dent of the Eastern Industrial Ad- 
vertisers and was well known as an 
amateur magician. 


GERALD L. SEAMAN 


MILWAUKEE, Nov. 17—Gerald L. 
Seaman, 47, radio-tv director of 
Bert S. Gittins Advertising, died of 
a heart attack Nov. 8 while raking 
leaves at his home in suburban 
Shorewood. 

Mr. Seaman had been producer 
of NBC’s “National Farm & Home 
Hour” radio show since joining the 
Gittins agency 14 years ago. Last 
month, he received an honorary 
American Farmer degree at the na- 
tional convention of the Future 
Farmers of America at Kansas 
City. 

Born on a farm near Redfield, 
Ia., Mr. Seaman received a mas- 
ter’s degree at Iowa State College. 
He was a field editor for New Jer- 
sey Farm & Garden and was a 
space salesman for Daily Drovers 
Journal. 


s He also taught journalism at 
North Dakota Agricultural College, 
Fargo, N. D., where he served on 
the staff of WDAY. He was press 
and radio chief for the U. S. Soil 
Conservation Service, Milwaukee, 
before joining Gittins. 


JOHN F. FALICKI 

ONAMIA, MINN., Nov. 17—John 
F. Falicki, 38, publishing director 
of Modern Office Procedures, a 
publication of Industrial Publish- 
ing Corp., Cleveland, died last week 
in a hunting accident near here. 
Mr. Falicki had gone out in a canoe 
to retrieve a duck about 600 yards 
from the shore of a lake, and rough 
water overturned the canoe. 


a Mr. Falicki had been associated 
with Industrial Publishing Corp. 
during most of his business career, 
and headed Modern Office Proce- 
dures since its inception in 1956. 
He was graduated from Western 
Reserve University and served as a 
combat engineer in the Army dur- 
ing World War II. He is survived 
by his widow and four children. 


ARTHUR JUDSON BREWSTER 

Syracuse, Nov. 17—Arthur Jud- 
son Brewster, 83, advertising ex- 
ecutive, died Nov. 9 in Syracuse 
General Hospital. He was former 
advertising manager for Smith- 
Corona-Marchant Inc. 

For 25 years he was a chairman 
of the advertising department of 
the college of business administra- 
tion, Syracuse University. 

Mr. Brewster was author of sev- 
eral textbooks on advertising. Born 
in North Syracuse, he was gradu- 
ated from Yale University in 1897. 


# A reporter for the Syracuse Post 
Standard for 15 years, Mr. Brew- 
ster was advertising manager for 
L. C. Smith Typewriter Co. from 
1912 to 1946. Following his retire- 
ment from the university in 1944, 
Mr. Brewster was honored by the 
Syracuse Advertising & Sales Club 
with the establishment of the Ar- 
thur J. Brewster Scholarship, an 
annual $100 grant to the outstand- 
ing junior in advertising. 


PATRICIA BLONDAL 

MOonTREAL, Nov. 17—Mrs. Patri- 
cia Blondal, 32, long associated 
with leading advertising agencies 
here and outstanding for her radio 
and television scripts, died here 
Nov. 6. One of Canada’s most 
promising novelists, her latest 
book, “From Heaven With a 
Shout,” is under option to Simon & 
Shuster, New York publisher. 
Another, “A Candle to Light the 
Sun,” is scheduled for spring pub- 
licatiom by McLelland & Stewart, 
Toronto. 
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Newsweek had more new 


advertisers in the first 
10 months of 1959 than any 


other newsweekly, as it did 


for the full year, 1958. 


: | Ask your agency. 


The different newsweekly 


i . for communicative people 
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TOLEDO 


you know 
where you're 
going with 


WSPD 


radio 


(NBC NETWORK) 


Blow the whistle if your sales 

are lagging in booming Toledo... 
More audience around the 

clock than the next two 

stations combined! 

Ist in Toledo for 38 years— 
WSPD, the habit station. 

Call Katz for fast action. 


STORER 


station 


National Sales Offices: 
625 Madison Ave., N.Y. 22 
230 N. Michigan Ave., Chicago 1 
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am 


DEL MONTE 
JUICE DRINKS 


re. 


juicy—Del Monte is running ads 
like this for its fruit drinks for the 
next four months in Everywom- 
an’s Family Circle, Look, Parents’ 


; Magazine, Saturday Evening Post, 


Seventeen and Woman’s Day. 


are *1,479,071,000! 


‘ 
. 
. 
. 
. 
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are °4,208, 783,000! 


Dallas’ other newspaper! 


The News’ circulation exceeds the other paper’s by 357.7%! 


and The News as their big newspaper. 


Market Dallas! 


Metropolitan Dallas’ 


sales 


MARKET DALLAS’ sales 


In the three counties recently added to the Dallas Stand- 
ard Metropolitan Area The Dallas News has 60.1% larger circulation than 


In the Market Dallas counties surrounding Metropolitan Dallas 


Of Metropolitan Dallas’ retail sales, 21.5% are traceable to customers 
from the surrounding market area who look to Dallas as their big city — 


Only through The News’ larger circulation does advertising accom- 
plish its full potential in both Metropolitan Dallas and larger, richer 


SM, May 10, 1959 


CRESMER & WOODWARD, INC. * National Representative * New York * Chicago 
Detroit +» Atlanta * Los Argeles * San Francisco 


pa 


‘Gas Saver’ Gadget 
Promoters Arraigned 
on Mail Fraud Count 


Detroit, Nov. 17—Four New 
York residents indicted on mail 
|fraud charges by a federal grand 
| jury here were arraigned in feder- 
al court last week and pleaded not 
guilty. They were placed under 
bond of $5,000 each by federal 
| Judge Clifford O’Sullivan. 
Terms of the bonding will per- 
| mit the four to return to New York 
in the time between now and trial, 
date of which has not been set. All 
are said to be associated there with 
| other advertising activities, not in- 


| volved in the alleged fraud. 


|@ The four are named in a ten- 
| count indictment charging they got 
| $300,000 from customers respond- 
| ing to newspaper and magazine ads 
offering an automotive device, 
}called the Turbo-Jet Converter, 
| purported to cut automobile gaso- 
|line consumption in half. 
Charged are David L. Ratke, 
| Hartsdale, N. Y., said to be head of 
| the operation; Monroe Caine, 
| Scarsdale, N. Y.; Louis F. Wolf, 
| Levittown, N. Y., and Abraham 
| Wolf, New Rochelle, N. Y., a cousin 
of Louis. 
| Address given in the advertising, 
according to Robert E. De Mascio, 
| assistant U. S. Attorney, was the 
|Douglas Mfg. Co., 2591 E. Grand 
Blvd., Detroit. The address actually 
is that of a secretarial service 
| which accepted mail containing or- 
ders and money and forwarded it 
|to New York. Mr. De Mascio said 
he believed the Detroit address 
| was used because the city is known 
las the hub of the automobile in- 
\dustry, adding status to the adver- 
| tising. 


# Ronald B. Beaton, chief postal 
inspector in Detroit, said the oper- 
ation had been watched for a year 
or more, and said previous activi- 
ties of the four defendants also 
have been investigated in recent 
years. 

The government charges the ads 
made false claims on gasoline sav- 
ings. Mr. De Mascio said the con- 
verter named is a small anodized 
aluminum tube which is to be 
slipped on top of a car distributor 
| and wired to spark plugs. It is de- 
|scribed as costing 18¢ to produce, 
|to have been purchased by the op- 
|erators named for 50¢ and resold to 
| customers for $3.98. Mr. De Mascio 
said the government will endeavor 
to prove the device is worthless 
and that statements in advertising 
saying it had been tested and run 
on automobiles with resulting op- 
eration on “half gas and half air” 
|are false. He also said statements 
|attributed to U. S. government 
| “scientists” reporting fuel savings 
on Army cars, trucks, tanks, jeeps 
and even airplanes also will be 
proven false. 


a Mr. De Mascio said Mr. Ratke 
appeared to be.the head of the 
group and is known as a promoter 
of mail order enterprises in the 
East. He said he and Mr. Caine 
now are under indictment by a 
New York grand jury citing false 
and misleading information in the 
advertising of a pocket radio. + 


Parrish Opens Display Division 

Amos Parrish & Co., New York, 
retailing and marketing consult- 
ant, has opened a display service 
division under the direction of 
Robert Leyden, formerly with the 
stores promotion division of the 
company. The new division will 
provide both syndicated display 
service and custom work for stores. 
The service will be sold exclusively 
to one store in each city, and a cat- 
alog of available material will be 
issued about four times each year. 
The current catalog covers January 
White Goods events, January clear- 
ances, Valentine’s Day, Spring sales 
and Easter. 
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IN 
DETROIT 


30000 


families read 
no other 
daily newspaper ! 


*Fifth Quinquennial 
Survey of the 
Detroit Market 


DETROIT is a compact, six-county market. In this area, 
factory workers earn the highest average weekly wage of any 
major market in the nation. Here, stores do a retail business of 
5 billion dollars annually. Here, The Detroit News has, by far, 
the largest weekday and Sunday circulation—including 300,000 
families who read no other daily Detroit newspaper! Here, 
The News is the dominant advertising medium, carrying more 
than 50% of the 3 newspapers’ total linage. 


DETROIT MEANS BUSINESS. Business means The News. 
To do more business in Detroit tomorrow, use The Detroit 
News today. 


The Detroit News 


475,873 weekdays .. . 596,884 Sunday ABC 3-31-59 


New York Office: Suite 1237, 60 E. 42nd St. «Chicago Office: 435 N. Michigan Ave., Tribune Tower 
Pacific Office: 785 Market St., San Francisco » Miami Beach: The Leonard Co., 311 Lincoln Road 
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Advertising Age, November 23, 1959 
> Fi Retail Sal 
” 
by Metropolitan Areas, 1954-] 
f 
(000 omitted) 
! 
Furniture Lobr., bldg. Drug 
Eating General Apparel af Auto- Gasoline sj ol Other 
Area Total Food drinking merchan- acces- hone motive service Watis., hdwe.,| pro retail Sonstore 
group 1 a t furnishings, ent etations farm equip. prietary otewes retailers 
onaees ise _— appliances ow dealers stores as 
AKRON, OHIO 
a 583,575 158,189 47,675 93,858 24 ,838 21,255 101,999 42,578 36,036 19,412 28,297 9,438 
WD ccccccccscccccccseccccccccccccce| 525,639 129,124 42,963 78,229 23,005 25,146 98,103 |, 31,780 42,187 16,283 26,742 12,077 
Percent GRANGE sccccccccccccccccceccs +11 + 23 +11 + 20 +8 - 15 +4 + 3% - 15 +19 +6 - 22 
*ALBANY -SCHENECTADY -TROY, N.Y. ‘ 
SMlEnsssaddaedkbstecéecvdeerce 815,925 || 222,089 68,485 65,409 57,983 38,364 | 123,056 45,656 34,995 23,123 82,743 54,022 
WW ccoccvccvcccescesccccccccccccccce| 731,655 162,351 59,002 61,165 62,083 36,112 111,923 36,510 36,913 17,578 73,807 54,211 
POPOSES GHENT cccccccccccccccecocccs +12 + 22 +16 +7 -7 +6 +10 + 25 +5 + 32 +12 fe) 
ALBUQUERQUE, N.M. 
oe ehh 298,791 63,986 20,801 33,542 17,242 20,530 59,891 23, 363 19,875 12,209 23,050 4, 302 
WPPaccccccessccvcescossccccccssccce| 218,139 45,408 16,118 27, 325 13, 383 13,234 45,023 16,643 13,976 7,427 16,620 2,962 
POTORRE CREEP ccccccccccccoceccecece + 37 +41 + 29 + 23 + 29 + 55 + 33 + 4O +42 + 64 + 39 + 45 
ALLENTOWN -BETHLEHEM-EASTON, PA, 
Se Na 527,274 128 ,027 39,499 75,023 30,661 32,247 77,572 33,443 31,494 15,248 51,533 12,527 
WHR rcccccccsccccccccccccccccccccece| 476,407 109,759 33,860 56,479 32,622 27 443 76,555 27,407 32,241 11,989 47,831 20,221 
PROPOSES CRORES. cccrcccceccccececcece +11 +17 +17 + 33 - +18 $i + 22 -2 + 27 +8 - 3% 
ALTOONA, PA, 
a sveose eoee| 128,363 31,848 9,016 15,743 10,736 8,413 21,896 8,802 6,216 3,715 8,945 3,033 
IGP cccccccveccvecccccccccccccoosces| 119,528 32,797 6,993 13,679 7,109 7,299 22, 388 7,811 6,695 2,850 8,519 3, 378 
POPGGRE CHORE se ccccccccccccccccccece +7 - 3 + 29 +15 + 51 + 15 -2 + 13 a + 30 +5 - 10 
AMARILLO, TEXAS 
a 202,131 35,084 12,012 21,205 16, 327 10,210 43,359 15,618 14,607 8,064 17,629 8,016 
PP ese eebnccsercccsesoocsccccccccse| U7%,543 29 , 286 9,809 13,737 14, B44 8,073 41,834 13,080 13,259 5,954 17,598 7,069 
PD GUID icndcnecssessoces ones + 16 + 20 + 22 + 54 + 10 + 26 +4 +19 + 10 + 35 fe) + 13 
*ANDERSON, IND. 
oe ee 131,421 36,793 8,797 12,539 6,596 6,558 19,058 8,996 12,966 5 ,608 10,880 2,630 
SUPP ROPSSscceosenceecoscoccocesesoe] 181,860 28 434 7,796 412,323 8,399 6,658 2h , 382 8,199 10,598 4,497 10,560 630 
Percent Change. ccccccccccccccccccces +6 + 29 + 13 + 13 - 21 -2 - 22 + 10 + 22 + 25 +3 + 317 
*ANN ARBOR, MICH, 
19 Po 177,130 41,225 11,258 14,057 13,632 11,634 29,422 15,038 16,051 7,913 15, 32< 1,578 
SR ASbebbEsoebaseeneéncivcoscesens 159,963 38,315 12,175 12,185 12,197 7,133 33,506 11,793 12, 396 6,698 11,810 1,755 
PEON GENER. ca céccccceccece errs + 11 + - 8 + 15 + 12 + 63 - 12 + 28 + 29 + 18 + 30 - 10 
ASHEVILLE, N.C. 
hE 136,847 31,557 8,410 19,914 7,746 7,068 21, 348 11,750 4 ,806 4,013 17, 753 2,462 
UM cccccccsesccvccsccereccccccccce| 119,293 26,118 5,628 19 ,826 6,116 5,621 16,538 8,747 8,291 3,356 17,570 1,482 
PUBCSES GRANEDs cc cccsccccscccccceses +15 + 21 +49 fe) + 27 + 26 + 29 + 34 - 42 20 S| + 67 
*ATLANTA, GA, 
0 Oe 1,211,163 256,795 66, 364 189 , 444 71,620 47,459 198,512 83,083 64, 356 40,149 94 , 398 98 983 
WGhsccccccccscccccccecccssccessees| 997,999 202,120 53,219 152,267 (D) (D) 172,705 58,047 61,657 33,07 83,275 84,288 
PEROT GUND co ccccceccccecscccesecs +e + 27 + 25 + 2h NA NA + 15 + 43 +h + 21 + 13 ae 
ATLANTIC CITY, N.J. 
WB. ceccccesccccccsccccccsccccsecess| 220,526 56,203 40,419 12,033 21,249 10,112 20,115 12,896 9,931 7,767 31,657 6,144 
UDSbceccccccevcccevesccsesesesesees| 219,485 4g ,2k3 40,894 11,228 18,430 9,900 24 , 206 10,014 10,172 7,211 31,230 6,957 
Pee CUNO 5 0.6:00-046006cceerresocs +h +14 eZ +7 +15 +2 - 17 + 29 -2 +3 +1 Ne 
AUGUSTA, GA. 
ERENT ee 187,199 47,628 9,752 23,983 13,157 9,331 32,957 14,518 11,852 6,339 16,480 1,202 
195 ceccscccccccccccsccsssesesssees| 195,579 51,829 12,706 2h , 640 11,948 10,229 39,076 14,445 »720 5 847 14,236 1,903 
PONG GOONER o.0605060csecccceenees -4 - 8 - 23 - 3 + 10 -9 - 16 #2 + 36 + 8 + 16 - 37 
AUSTIN, TEXAS 
Sa d00005600 005680006000 ccccccccee| 213,935 4g 123 16,739 19,274 19,880 12,111 34,255 17,963 17,145 7,856 16,001 3,588 
LGR vcveccves sak b$eebeeeeenen seen esee| 184,623 38,727 15,041 17, 354 15,859 10,625 31,323 12,523 15,588 6,032 15,654 5909 
POPCGRE CRON ecccccccccccoccces sone + 16 + 27 +11 +11 + 25 +14 +9 + 43 + 10 + 30 +2 - 39 
*BAKERSFIELD, CALIF. 
1958 .ssecececcecececcccccccecscecses| 365,931 83,771 28,409 34,263 20,156 22,260 60,002 36,250 34,889 11,041 27,632 7,258 
L954 scccccccecccevevcccscccsesscsse| 294,620 72,665 23,708 32,685 12,819 15, 367 47,456 26,908 29,022 8,469 22,720 2,801 
FOCONNe CHM sc cnvccecevcccscccaces + 2h +15 + 20 +5 + 57 + 45 + 26 + 35 + 20 + 30 + 22 + 159 
*BALTIMORE, MD, 
LIB sesseseeecesseceseceeecssssseees (1,901,256 |] 475,822 | 190,435 | 222,897 | 117,147 87,585 | 265,510 | 115,383 82,245 83,624 | 159,442 101,167 
MP siercenéne. tec eeeeeesesecesceees (1,621,331 || 390,533 | 171,975 | 210,867 (D) (D) 231,493 85,139 79,245 (D) 134 Ue) 1,657 
Pues GNOME: 5 6xn000000000dh00060 + .17 + 22 + li + 6 NA NA +15 + 36 +4 NA + 19 + 2k 
BATON ROUGE, LA. 
1958. ..00. Sere vidaen eater seke coo| 272,397 57,591 15,324 33,866 19,251 15,402 53,215 21,993 22,448 11,267 16, 313 55527 
tt Suatdusaveviedsekes sone coscens| 197,700 38, 780 12,064 23, 328 15,799 12, 337 40,003 14,292 16,939 7,520 12,117 4,581 
PEROORY SRN 6 6.540000ssevrcecseceve + 38 + 49 + 27 + 45 + 22 + 25 + 33 + 54 + 33 + 50 + 35 + 21 
BAY CITY, MICH. 
OES kctcens cannes biskavesen cooces| 120,052 30,953 8,019 11,358 7,321 7,256 16,213 8,296 9,470 4,264 99995 1,307 
Me istdsbescecs seuaex ceceecrcccseve| MR STE 24 , 376 7,510 10,661 6,072 8,776 18, 353 7,066 9,159 3,758 4,814 1,626 
Percent change........ Ccerecccccvoce +8 ae if ah i +7 + 21 -17 - 12 + iT +3 + 13 + 16 - 20 
*BEAUMONT-PORT ARTHUR, TEXAS 
~ Bereta seeevesccccscccscccecce| 389,398 93,225 17,634 35,005 22,450 16,517 52,610 27,397 23, 324 12,260 2k ,960 3,956 
IG ccvcccvcscece seeceeecccececcseee| 205,146 73,776 16,253 29,716 19,675 15,784 53,198 21,249 20,178 8,945 22,508 3,864 
Percent change...... Creeoevecroseses +15 + +8 + 18 +14 +5 oi + 29 + 16 + 37 +s +2 
BINGHAMTON, N.Y. 
SPP 08006 060008008 etevece eecccccccce| 247,651 58,927 19,793 30,854 15,582 12,739 44 969 14,530 13,508 7153 19,918 9,078 
ae cebeseKiestes vevsceces| S80s008 52,655 18,853 26,180 13,985 10,634 39,144 13, 383 12,995 6,342 22,211 4 2k3 
Serene, SUMED « cocvecsnesicereccioces + 12 +12 +5 + 18 + 23 + 20 +15 +9 +4 + 22 - 10 + 114 
BIRMINGHAM, ALA, 
1958. sseeesereres tteeeeceseseeeseees| 669,418 || 157,175 35,706 96,039 48,936 36,306 | 119,528 42,737 33,258 25,236 60,428 14,069 
OOP snhivbaces hiaeead seveveceeceeee| 533,422 I] 130,238 29 433 73,513 40,637 25,416 | 113,325 28 , 641 21,652 15,204 45,655 9,708 
Percent change..... ere reer ou eee + 25 + 21 + 21 + 31 + 20 + 43 +5 + 49 + 54 + 66 + 32 + 45 
BOSTON, MASS 
ae bans seaeeees teeeeeeeeeeeees|3,296,89% || 810,684 | 291,450 | 425,498 | 237,357 143,428 | 403,124 | 156,253 125,148 | 110,478 | 398,101 195,373 
Percent "Gee Rei ier debi + 10 +5 +18 + 18 +5 + 2 -7 +3 - 10 +18 +17 + 26 
BRIDGEPORT, CONN. 
Perarrrttiistettseeeeseeeeseeeeennees 382,939 || 104,612 28 ,889 40,875 28 445 19,326 57,000 22,963 20,744 15,243 35,688 9,154 
POPOGRE CHANGE. cccccccccccscccccece +18 + 22 +17 + 2 + 20 + 8 +14 + ko 2% + 2h +18 +12 
BROCKTON, MASS, 
SEER rrttetttttetesesosesssesesens 154 , 623. 39,609 10,565 17,656 10,521 7,496 24,074 9,362 6,384 3,859 19,837 5,260 
Percent Change.ccccccccccccccccccecs s +2 +6 + 73 -4 + 33 +1 se | - 40 - 29 - 10 - 233 
BUFFALO, N.Y, 
1958 .seeseeersesseeseesersesseeeeees 1,476,060 || 383,957 | 133,650 | 192,522 | 100,938 79,841 | 235,430 88,610 84, 564 55,202 95,872 25,474 
LD vscsvecerveccccececeevesecssees (Ly 362,921 340,720 | 131,956 | 160,372 | 112,018 67,451 | 222,041 72,706 95,492 39, Oly 92,186 28 , 335 
Percent change...cccccccccccccscccce +8 + 13 +1 _* 20 - 10 +18 +6 + 22 -ll + 39 +4 - 10 
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(000 omitted) 
1 vurniture Lor., bldg. | Drug 
Food Eating General | Apparel, . Auto- Gasoline ° ° Other ' 
Area Total group drinking merchan- acces- a... an motive service oe Bn Bre ary retail a. 
} , + 
places dise | sories appliances group stations dealers stores stores 
Ty 
CANTON, OHIO 
PR vessnscenscietssececseeneetsset, Ieee 98,075 26,961 48,295 21,862 21,581 | 58,460 26,233 28 ,006 12,617 26,916 5,211 
PeRiksecedsannebane0eeoevonsseoseet 331,014 86,234 24 404 33,558 22,111 21,572 61,098 21,070 2h, Tht 8,862 24 ,823 2,538 
Percent CHANGZ™ . cecccccccsesccccccccs +13 + 14 + 10 + 4h -1 1¢) -4 + 25 +13 + 42 + + 105 
CEDAR RAPIDS, IOWA | | 
1958. .crccccccccccccccccoccccccccccce| 276,003 41, 363 11,129 17,809 15,168 13,164 29,588 13,338 13,364 6,333 12,769 1,978 
TD cchacakevsecesessenseseesasecess| WO0s008 27,893 9,619 16,031 11,355 11,817 | 25,699 8,598 15,465 5,217 16,385 2,096 
Percent CHANBE. cocccccccccccsccscece +17 + 48 + 16 +11 + +11 +15 + 55 - 14 +21 - 22 a 
*CHAMPAIGN-URBANA, ILL. 
NN ed hn ae ie eee ce ie awes 139,283 30,597 11,060 18,547 7,501 5,936 23,151 10,600 14,707 4,573 10,593 2,018 
Rc casbkeunssidedvassveceeiconssal “Weaanle 23,535 9,223 17,037 5,941 4,969 21,697 8,974 13,596 4,035 10,403 1,762 
Percent Change. ccocccccccccceccccces +15 + 30 + 20 +9 + 26 +19 +7 +18 +8 +13 +2 +15 
CHARLESTON, S.C. 
rere Revere Tre Me 44 124 11,785 23,142 13,424 11,501 26,585 12,423 10,497 6,773 13,671 1,440 
ee nt) ee 38,722 8,484 17,917 13,107 11,131 26,223 10,876 13,596 5,575 11,506 1,486 
Percent ChAN@e..ccccccccccccccsccccs * i +14 + 39 + 29 “2 +3 +1 +14 - 23 + 21 +19 - 3 
*CHARLESTON, W.VA. 
Di vccnsessencedseccesesecocesecss |) S7R,519 72,172 14,877 45 473 15,695 14,533 | 40,079 19,526 12,868 11,113 22,782 3, 381 
DU s su abdaseteceatesessoscssevensasel BOTsaet 63,156 14,538 37,547 15,747 12,254 | 49,081 14,974 13,960 7,210 16,057 2,683 
Percent change...coccccccccccccccccs + 10 +14 +2 + 21 fe) +19 - 18 + 30 - 8 + 54 + ke + 26 
CHARLOTTE, N.C. , 
SN caabicnieskabexeurkesephecesesel. Sehimee 76,746 21,416 49,784 22,437 16,813 58,849 24 747 19,619 20,059 33,967 13,375 
PP cvikiiesvecbecosaadeconcensess |, COnanee 43,601 16,783 38,109 17,261 11,606 43,790 20,182 15,684 14 ,895 34,056 8,291 
PASCONS CHORE soo cccccesssversseeses + 35 + 76 + 28 + 31 + 30 + 45 + 34 + 23 + 25 + 35 te) + 61 
CHATTANOOGA, TENN. 
| SIP TeTTT Terr TTT scxezan| SOL,am 85,125 15,748 43,108 17,804 20,510 | 49,968 25,115 20,712 9,908 29,447 3,659 
SUN csi caiiasncsiveccsececncereese| ‘Cnskae ; 15,906 33,169 18,923 15,208 | 43,817 20,120 18, 316 7, Sloe 27,581 3,548 
Percent Change.sccccccesecees cheeses + 19 + 31 -1 + 30 - 6 + 35 + 14 + 25 + 13 + 31 +7 +3 
*CHICAGO, ILL. 
1958.. prasad ceeciuwandesonsseensen tRiRaeiaa: Eee tee 767 533 929,183 611,732 399,912 |1,077,789 462,716 418,112 301,229 725,714 TT4,138 
SiG sss ba kone 006e0eenbieenesees tj te RIeee Ipeeeioes 695 , 484 778,273 567, 336 330,539 |1,062,685 326,172 353,133 31,075 615,526 629, 395 
POPCORE. CHONEC coccccccececcvessonse + 18 + 25 + 10 +19 +8 + 21 +1 + he +18 + 30 + 18 + 23 
CINCINNATI, OHIO 
ey b000seeers éeeetensserecedenceeeaeertes 317,210 117,975 172,718 T1457 61,545 175,195 70,674 55,872 43,528 92,733 42,174 
IDEN Li caccseboaedacneateectagkenees [hgkets see 279 , 482 111,633 151, 304 73,823 58,214 196, 305 59,737 67,291 37,419 83,909 32,266 
Percent change. ccccccccccccccccccces 7 * 33 + 6 + 1h +5 +6 - ll + 18 - 17 + 16 me i + 31 
CLEVELAND, OHIO 
rer errr CTT rer rrr Eres re 570,706 192,182 361,919 121,866 115,731 324,977 136,469 119,079 87, 321 153,645 38 ,969 
BON es 5cne0enassde0desesonsseeeare anemone 482,792 165 ,872 296,779 114,509 100, 311 334,160 106,632 113,156 12, 2h2 137,009 43,091 
Percent Change.ccccccccccccccceccocs + 13 + 18 + 16 + 22 + 6 +15 - 3 + 28 + 5 + 21 + 12 - 10 
*COLUMBIA, S.C, 
ct rer iieeseetseebeeseoriaesee| Seeeoe 2, 388 11,699 31,697 18,926 11,461 46,781 21,015 15,786 7,072 21,508 3,799 
Bcc bsccsacccensccaconcsssocsences) 393,003 40,358 10,003 20,355 14,213 14,671 40,124 16,392 12,199 5,385 16,146 3,197 
PRECONE CHOBE: 0 00006 caveeceseeveces + 25 + 30 > 57 + 56 + 33 - 22 wes + 28 + 29 + 31 + 33 +19 
COLUMBUS, GA. 
A ere ee 174,530 41,946 8,834 26,947 12, 323 11,558 27, 881 13,488 8,624 5,010 14,293 3,626 
BOG ic c50akahonncs6opeenssssbsseneest “aatsree 36,821 9,968 20, 366 (D) 9,606 28 ,062 11,502 4,953 4,825 13,640 (D) 
Percent change..ccccccccccsccccccece + 13 + 14 = ot + 32 NA + 20 » > eS + 74 +4 +5 NA 
COLUMBUS, OHIO 
LOGD Ace benseanesspecveesees seeensee| Sees 185 ,607 71,281 128,554 52, 366 42,173 143,682 57,505 52,872 31,210 53,692 16,009 
IOGR. 2 cas cianessasseessvercocneeese | TANsees 161,203 60 , 363 110,264 49,559 31,899 121,439 44,88) 4g ,010 2k , 946 51,521 14,775 
Percent Change...cccccocecces <neenne + 16 + 15 + 18 + 17 +6 + 32 + 18 + 26 + 8 + 25 +4 + 
CORPUS CHRISTI, TEXAS 
IOSD, .isceees peas Weweeee ee ebeas coos | 240,266 61,290 13,529 30,549 13,286 12,212 45,864 16,703 18,749 7,961 16,753 3, 370 
1954. wees SMEEELdkd SD SAaM DESC IREGLES LT OER 51,541 15,679 25 ,863 11,150 9, 344 4h, 229 15,908 23,277 6,706 17,509 3,569 
Percent ChANZe.cccccecccccccccccvene + 7 + 19 + 14 + 18 + 19 + 31 +h +§ - 19 + 19 -4 - 6 
*DALLAS, TEXAS 
1958 ..0006 seeeeeeee ecccccccccccceees (1,408,013 |] 309,670 83,095 | 144,550 | 116,595 62,011 | 263,182 g's ,B40 72,260 53,645 | 116,666 89,499 
Peis ccieusesvnsscenesssoneeens he lepeeeeeee 243,843 70,420 152,807 74,152 45,067 272,750 68,219 78,981 37,172 90,001 69,173 
Percent GHANEC...60500seveeeredecsves + 17 + 27 + 18 -4 + 57 + 38 - 4 + 39 -9 + by + 32 + 29 
DAVENPORT, IOWA-ROCK ISLAND-MOLINE, ILL. 
OSB. ci c5e0sceasosdeaeerareouenas| “Stas 71,175 31,559 39,052 17,710 20 ,600 46,001 23,703 23,418 11,645 22,684 8,379 
1954 cece Sovhedecsasaeensesseoevees “Seeseee 64,219 28 , 371 34,945 15,959 13,401 51, 304 18,862 21, 385 9,571 26,598 6, 340 
Percent Change. cccccccccccccscccsccce +9 th + ll + 12 + 1l + 54 - 10 + 26 + 10 + 22 - 15 + 32 
*DAYTON, OHIO - 
eer reereremccresrT Crs Mn ore) 184 ,034 63,359 108 ,866 42,271 38 ,098 123, 388 54,790 49 943 2k , 358 49,669 10,175 
cits stb baaagnsacesvaeieatel Saree 159,187 54 433 92,804 40,526 36,637 127 ,867 41, 360 42,164 21,984 91,511 9, 
Percent ChAange..cccccccccccccccccecs + 10 + 16 + 16 + 17 +4 +4 -4 + 32 + 18 +11 -4 ie 
DECATUR, ILL. ; ; , 
1958. Neg SRERESECSSAUSSSVESNSDRRERER TL REeeETS 35,413 12,376 21,590 8,171 8,036 28 ,080 11,690 10,587 2,918 11,100 2,612 
SUD . cc ccwebassceeseeeekesoeaseoes| Sasemae 28 , 789 11,478 18, 390 7,481 6,696 27,241 8,912 8,592 2,828 10,891 1,952 
Percent change.ccccccccccccccccccece +15 + 23 + 8 + 37 +9 + 20 +3 + 31 + 23 +3 +2 + 
*DENVER, COLO. 
SAMA. cscvsnsceresoncsssvcesccessncs tte & TT) ee) Bee 53,797 59,557 | 215,254 | 76,455 74,563 | 54,878 | 73,658 59 226 
MED. cccskecdeodsnensbesorracesceoss| SEL E Seepee 67,502 | 113,960 47,772 51,599 | 184,913 57,335 60,122 45,542 65, 4ou 40,596 
See MUR nneenecserscesenensved + 21 + 17 + 23 + 33 + 13 +15 + 16 + 33 + 2 + 20 + 13 + 46 
DES MOINES, IOWA 
ore Erere rer) me 86,572 24,013 51,560 24,580 21,954 67,005 26 ,613 36,251 12,769 32,149 T,9Lt 
in cnectesneedsesncesscceccescesse| Soper 61,545 20,756 41,882 19,418 15,512 66,858 21,446 20,490 10,893 25,144 6,010 
Percent CHANZE.cccccccesccccccccoses + + 41 + 16 + 23 + 27 + 4e O + 2h +77 +17 + + 32 
DETROIT, MICH. 
iad k land sxaueenein 4,352,350 ||1,113,128 334, 393 601,249 271,243 224 ,035 749,220 311,594 216,871 189,731 248 ,468 92,418 
She cécansecsedsesenscssceseuccnser Meeerenre ' 327 , O44 509,129 273, 354 211,521 888 , 164 260,718 245,985 173,970 237,133 109,045 
Percent Change..ssccsccccccccccccces + 3 +14 + 2 + 18 -1 + 6 - 16 + 20 - 12 +9 +5 - 15 
DUBUQUE, IOWA 
Dh cctckjuisnesedekssaseeevensins 95,400 20,502 6,846 15,234 3,834 5,132 13,915 5,983 9, 324 3,013 10,862 155 
OM MorrrerT ieee Yi rt 87,613 17,797 7,095 13,347 3,861 4,094 12,779 5,426 8,586 3,021 10,539 1,068 
Percent ChAnge...csecececcesscecsers +9 + 35 - +14 -1 + 25 +9 +10 +9 10) +3 - 2 
DULUTH, MINN.-SUPERIOR, WIS. 
Bsn cle er cs pnagageseseancienss 304,214 79,202 23,287 36,958 21,091 12,758 47,051 22,903 18,134 10,927 21,516 10, 387 
Tcnccaseecevcesesessensesccceases] SUPEee 70,956 f 32,122 19, 336 13,860 48,498 16,937 15,900 7,981 | - 23,112 8,599 
Percent Change..ccccccsccccccccccess +9 + 12 +3 + + - 8 -3 + 35 + 1s + 37 2% + 2 
DURHAM, N.C. 
ere | me 5,483 | 16,941 6,681 6,296 | 17,461 7,463 7,217 3,967 | 10,590 1,087 
WB iccroccccccccecccccscsscossseses| OB EEE 21,333 5,328 13,740 7,161 7,062 19,317 7,304 7,977 2,773 ’ 1,304 
Percent Change...csccccccescescseses +7 + 2h + 3 + 23 a » il - 10 +2 - 10 + 43 + 18 - 17 


Notes: *—1954 line-of-trade data adjusted to conform with 1958 coverage specifications. ¥y—1954 data 
omitted because of non-comparable coverage. (]—1954 and 1958 data cover somewhat different areas, 


able. 


but the figures are roughly comparable. (D) figures withheld to avoid disclosure. NA—information not avail- 
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Advertising Age, November 23, 1959 


Census Figures on Retail Sales 
by Metropolitan Areas, 1954-1958 


(000 omitted) 
Furniture | tor., bldg. Drug 
Food Eating, General Apparel, | none 4 Auto- Gasoline Latis., have, sro- Other ee 
Area Total drinking | merchan- acces- | motive service retail 
niet laces dis sories | furnishings, ‘ou! stations fare equip. greeters stores retailers 
P | - | appliances group dealers stores 4 

EL PASO, TEXAS | 

TD. cccbecsesescrcedecececcoccccccs 309,674 || 71,412 | 17,825 49 , 360 ah ,422 21,837 59,473 15,739 17,053 9,937 | 19,199 3,417 

Wd. cccccvcccccccscccccccccossccces| 205,803 I 56,091 16,048 38, 18 ,028 15,095 4h gl 13,953 15,835 7,498 15,72h- 3,773 a 

Percent Change..ccccccccccccseccoees + 26 + 27 | + 11 + 28 + 35 +45 | + 32 + 13 +8 | + 33 + 22 =9 
ERIE, PA. | | 

1958. ccccccccccccccccccccccccscceces 263,991 63,718 18,417 38,514 14,572 12,940 44 ,O1L 18,508 20,400 | 7,762 19,922 5,227 

Wb. cccccccccccccccccsccccccccccscs| 252,102 60,293 17,013 29, 383 15,814 13,357 50,72) 14,068 19,629 | 6,2k1 19,157 7,026 

Percent CHANG. ..seceeeeeeseseeseees +4 + 6 + 8 + 31 - =3 - 13 + 32 +4 | + 2 +4 - 26 
*EVANSVILLE, IND. | 

TB ccccsaecesosoee janewekapavessae 233,863 57,406 18,941 24,727 22,397 13,261 37,532 17,069 12,468 9,919 12,213 7,930 

1954. ccccces saavnsesseneeneies coccee| 214,589 || 50,231 17,987 22,978 20,780 (D) 32,700 15,675 13,959 | 7,727 14,995 (D) 

Percent GRANGE. cocsccccccccces keehaa +9 | + 1h +5 +8 + 8 NA +15 +9 - ll + 28 - 19 NA 
FALL RIVER, MASS. 

eee baseeobane ca oaeaneeer 136,517 41,691 10,520 10,299 13,695 10,569 15,089 6,463 6,777 4,818 14 ,930 1,646 

SAUL, cncancorceverocesoce sunsabaness 135,948 35,431 9,497 10,134 13,420 9,992 18,076 7,191 8,678 443 17,352 1,743 

Percent CHANGE. .cereeseseees eseanes 0 + 18 + 11 +2 * 2 + 6 - 17 - 10 - 22 +9 - 1h - 
*FITCHBURG-LEOMINSTER, MASS. 

1958...006 osebicoeses ere TS os 91,301 25,178 6,242 8,004 6,925 4,405 11,607 6,163 6,531 3,051 12,257 938 

Th. cocoedocvececees ebeneeesuavers NA NA NA NA NA | NA NA NA NA NA NA NA 

Percent Chan@e..sccccceeesccscessees NA | NA NA NA NA NA NA NA NA NA NA NA 
FLINT, MICH. | 

1958. cescccceeerencveseeeeereers vee{ 423,378 || 101,077 | 23,013 | 38,862 | 25,962 25,240 | 87,583 | 33,378 33,571 17,460 | 18,219 8,994 4] 

WER cscceenvesroese Sevbesneses eoece| 420,649 94 248 26,524 35,149 27,761 28,747 97,601 30,245 38,001 16,228 19,202 6,943 4 

Percent ChAnge..cccccccccccccccccces -2 | * 7 - 13 + 11 - 6 - 12 - 10 + 10 - 12 +8 - 5 + 30 | a 
FORT SMITH, ARK. | ' 

1958. occccccce eer rerrr TTT TT 92 443 18 ,262 4,937 10,588 | 7,553 4,959 19,615 6,802 8,595 2,877 6,974 1,281 

IG. coccccere S eeaveckbieeeeneseers 85,748 || 17,345 5,577 10,476 5,765 3,761 | 19,927 5 5259 7,617 2,470 6,279 1,272 

PerOERt GRENGE..cecrceccccccsceveens + 8| +5 - 1 +1 + 31 + 32 | -2 + 29 + 13 + 16 +1 +1 | 
FORT WAYNE, IND. | | 

195B. cccccccccccccccccsoecsccese eoee| 289,968 69,235 22,571 | 44,491 | 16,009 12,361 | 50,482 20,115 | 16,374 8,941 23,105 6,284 

Rs cscesstesee sheabecesessnevaerss 239,671 39,998 19,220 | 39,694 15 , O44 12,680 | 47,970 | 15,401 14,871 | 7, 2k 19,401 7,348 

Percent ChANZE...cccsceseceeeeeees oe| + 21 | + 73 + 17 | + 12 | +1 -3 | + 5 + 31 + 10 + 23 + 19 - 14 
*FORT WORTH, TEXAS 

WOR vsadicsreccese ivewecesiscece, Gitioee 168,583 38,298 90,217 26,767 2k , 316 133,022 49,643 46,255 26,938 44 , 365 41,146 

LOSN coccovesocese Saasokeure saveaeye 588,890 || 132,221 | 32,950 84,661 27,226 21,046 125,426 34,689 37,483 22,288 4O,421 30,479 

Percent Change..cccccscecseeece canee e237 + 28 + 16 +7 2 + 16 + 6 + 43 + 23 + 21 + 10 + 35 
FRESNO, CALIF. | | 

1958. .cccevccsces sancaeue essen! Se We 32,046 4b ,o4g | 27,126 22,657 79,069 35,496 43,2h2 16,467 46,928 | 12,472 

1954. scccses pheednceeeee nv eeened ie 369 ,863 96, 392 26,729 28 ,890 22,895 27, O41 50,046 25,313 35,373 12,482 39 , B46 4,856 

Percent change..... ci oe baereeseeeoes + 26 + 10 + 20 + 52 | + 18 - 16 + 58 + 40 + 22 + 32 + 18 + 157 
GADSDEN, ALA. 

TB coctescccecesesveceooocees a ¥en 78,162 20 ,686 2,793 pe I By 6,438 4 843 14,457 5 ,807 5, 304 2,720 3,510 372 

1954. ccccccccsccees vieveene shunennes 72,005 || 20,236 2,523 8,640 4,946 4, 394 14,138 5,472 5,279 2,178 3,783 416 

Percent changesscsceress chase Tees + 9 + 2 + ll + 29 + 30 + 10 + 2 + 6 +2 + 25 -17 - ll 
GALVESTON, TEXAS j 

1958. .ceceeee covcce dsevcccccee sveeee 145 , 348 4k 773 12, 360 13,801 6,814 7,588 18 ,687 12,247 9,364 6,545 11,699 1,470 

WORE vccccccecscoce pekaeeseeerees secel, 220,450 32,151 13,909 | 11,634 9,979 6,681 15,659 | 9,415 9,871 5,085 11,538 528 

Percent change.....eseees érkanensev es + 15 + 39 - ll + 19 | - 32 +14 + 19 + 30 - 5 + 29 +1 + 178 
*GARY-HAMMOND-EAST CHICAGO, IND. | 

LOS. cccccccccccscccccccvccccosccoees 612,367 || 170,807 49,533 72,322 | 43,459 31,035 83,667 48 ,839 38,915 20,978 40,206 12,606 

TOR, occvcdrcececcsseceresosecessooes 514,705 || 129,179 42,461 54,973 | 33,430 25,879 87,930 35,800 41,076 15,191 36,692 12,094 

eee MRED Lecscebadeteseestesess + 19 | + 32 +17 | + 33 + 30 + 20 ag + 36 os + 38 + 10 +h 
GRAND RAPIDS, MICH. | 

WEG. ccccccsesccece (geese nvenneeeees 412,186 || 105,930 23,460 47,351 | 23,467 25,013 69,714 34,629 31,120 19,233 24 , 314 7,955 

0 a cooes| 393,926 89 ,826 22,481 52, 363 23,505 19,361 70,000 26,944 33,661 18,678 27,477 9,630 

Percent change....... G eauticmeke coon +5 + 18 +h - 10 0) + 29 (0) + 29 - 8 +3 - 12 ear 
GREEN BAY, WIS. 

NORD cs cuguneesyeeee i ee ce Seale 36, B44 12,308 19,405 9,932 9,104 23, 383 9,179 10,723 4, 329 16,377 1,930 

GSR se cccscesvecsece ccosesees ccomeneel  aepseee 31,400 11,376 16,428 8443 7,041 19,283 5,940 9,692 3,024 14,466 2,110 

Percent Change...sseeees Scares wanat + 19 + 17 +8 + 18 + 18 + 29 + 21 + 55 +11 + 43 + 13 -9 
GREENSBORO-HIGH POINT, N.C. ‘ 

bc sstevcteers i Aieeenes ecere e+] 303,003 59,266 14,535 34,634 18,724 12,665 43,739 19, 303 16,464 9,252 25,442 48,979 

NE cee tyaebkes Koocresateeess anes) Seep 48 , 381 9,922 26 ,083 (D) 11,935 39, 397 15,193 14,341 6,011 22,458 | (D) 

Percent change.....+s. avewes eenneees + 23 + 22 + 6 * 35 NA + 6 +z + 27 +15 + 54 + 13 NA 
GREENVILLE, S.C. 

1) eee eee eeeeeeeees 197,377 49,319 6,506 29,070 9,487 10,990 35 ,406 14,734 16,474 7,003 13,842 4546 

1 PPE MPPrOeTeTS TTT TTT sooene .-| 173,668 39 , 287 6,918 26,009 10,243 11,329 33, 344 13,697 12,635 5,237 12,625 2,344 

Percent change..ccccccccescere pede te + 14 + 26 - 6 + 12 -7 - 3 + 6 +8 + 30 + 34 + 10 + 94 
HAMILTON-MIDDLETOWN, OHIO 

1) ee coose| 289,297 51, 368 17,374 21,030 11,619 12,056 27 ,623 14,490 11,912 6,255 13,215 2,355 

OED, cack beassvdesucdssdcaeccessousse 180 ,836 40,944 14,647 17,307 10,042 10,735 33,086 11,077 22,278 4 543 14,328 1,849 

Percent Change....ceeccscccocs eee +5 + 25 +19 + 22 + 16 +12 - 17 + 31 - 47 + 38 - 8 + 27 
HARRISBURG, PA. 

1958. .cccccecercccccccccccecs eceesee| 405,673 92,636 32,168 45,705 28 , 634 19,457 Th ,829 28 , 300 25,513 14,034 32, 369 12,028 

1954, .sccccccccccscecces geoccecee eee 351,816 71,773 28 ,870 36,228 25,178 17,700 71,277 22,551 22,161 10,719 32,938 12,421 

Percent Change...ccccceseccccees ES + 15 + 29 + 11 + 26 + 14 + 10 +5 + 25 +15 + 31 - 2 - 3 
HARTFORD, CONN. 

1956, cvcccscescoveccose pide eens cvcoe| 699,382 161,737 54,672 106,526 39,103 38,405 106,962 41,268 32,761 29 ,988 77,818 10,141 

LOSN cuca nedeeseesebererescccconeses 540 ,657 113,751 40,612 79 426 37,048 27,337 87,925 28 , 646 28,505 21,450 63,157 12,800 

Percent chan@e..csocccccscccccccccece + 29 + he + 35 + 34 + 6 + 40 + 22 + 4b + 15 + 40 + 23 - 21 
HONOLULU, HAWAII 

IGSG  ccvcccsccceccvecescooece giecaee NA NA NA NA NA NA NA NA NA NA NA NA 

LOSS. csvcccccccesccves boebaee ee seoend S9S,000 84 , 738 39,024 41,077 22,878 18,612 53,443 21,957 6,291 11,260 2h 592 9,153 

Percent change....sccesccees ‘5beeese NA NA NA NA NA NA NA NA NA NA NA NA 
HOUSTON, TEXAS 

| See ee suienkes seveceees [1,568,665 || 394,984 89,161 | 214,995 | 102,123 75,T4HL | 286,444 | 112,951 93,109 64,238 | 106,383 28 ,536 

rT veoheaens pbaees eer eA. 291, 368 75,455 149,420 79,982 69,010 231,049 78,247 83,160 38,218 98,928 18,743 

Percent CHANSE..ccccvcscccccesocccce + 29 + 36 + 18 + 4b + 28 + 10 + 2h + 4y + 12 + 68 +8 + 52 
HUNTINGTON, W.VA.-ASHLAND, KY. 

Nae 1958...0. Se eveesheceebnenes sevessase) WS 67,640 14,894 41,374 16,920 13,018 40,217 17,273 15,554 8,036 16, 368 7,861 
ie 2ns4ni< cpevan Fe peeeesieee eeceee] 222,994 56,131 12,670 27 ,835 15,366 13,005 Oo ,026 13,811 15,220 6,339 15,128 7,463 
Percent ChANnge..cccrcccccccccccccecs + 16 + 21 + 18 + kg + 10 ) fe) + 25 +2 + 2 +8 «5 

INDIANAPOLIS, IND. 
. 19S seeeseeees secevececcescccesceee| 962,320 || 208,479 | 73,791 | 159,986 39,170 51,601 | 160,583 | 62,722 46,734 | 47,091 | Th,1k6 38,007 
LIS ec eeeeeeveereees reereeerer TEE | 826,931 || 156,341 | 66,996 | 130,806 | 36,857 43,246 | 165,142 | 49,822 46,716 | 35,410 | 58,580 34,015 
‘ Percent Change...sccececececcecccees + 16 + 33 + 10 + 22 + 6 + 19 a9 + 26 f°) + 23 + 27 +12 
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( What 's in Petroleum Week 
er Cplogists s and Geophysicists? 


EOLOGISTS and GEOPHYSICISTS find plenty in Petro- 
G leum Week. For Petroleum Week broadens the 
horizon of more than 45,000 men in the oil industry, 
at all levels and in all segments. It’s the magazine 
where busy oil men keep informed, where they get 
up-to-the-minute reports on the news, technical devel- 
opments and trends that affect their daily activities. 
Out of this information they acquire the industry per- 
spective so vital to doing a good job. 


A good, responsible geologist has to keep informed, 
and that’s why he likes Petroleum Week — oil’s most 
readable magazine. He is responsible for the geological 
surveying and exploration work. In effect, his judg- 
ment is the basis of an oil company’s decision to drill 
—a multi-thousand dollar decision. Geologists are 
among the many thousands of subscribers to PW who 
are actively and directly engaged in the oil industry 


Whether you want to reach geologists or presidents, 
technical men or operating men, the pages of Petro- 
leum Week can carry your advertising messages effec- 
tively, for all groups of buying influences are covered. 
That’s why more and more companies are placing more 
and more advertising in this magazine in 1959 


PETROLEUM WEEK 


Oil's Most Readable Magazine 
Q@ All paid §=@ audited circulation 


A McGraw-Hill Publication 330 West 42nd Street, New York 36, N.Y. 


‘ One of a series of portraits of oi// industry management and operating men. 
hy 
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sus Figures on Retai 
paar etropolitan Areas, 1954-1958 


Advertising Age, November 23, 1959 


(000 omitted) 
| | Lbr., bldg. wnohoa poe Nonstore 
” Gasoline jitis., hdve.,| pro- reta retailers 
| Apparel tigi eons service [ sarm equip. prietary stores 
i General PP ’ om j mot s stores 
| Eating, acces= | surnishings, up otetion dealers 
| Food | drinking | merchan- | ie cienene | 
Total group | places dise | sort | 9PP | 9,021 2,904 
Area 5,705 ’ 878 
| ~ 884 11,597 | rt: | h}te9 | 99769 23 
. | 904 j 6,598 my 5 9,309 | 10, : | + 21 - 8 ” 
i 9,474 16,943 Ty 6,403 | sa oey | + 25 | +11 | | 
SON, MICH 140,021 |) 34,938 9,814 11,970 +3 | | 13,393 9957 
DNB oases ee a a 3} eke) = eer 13,877 | 969 | $55 | 95831 eo 
Serena weanetavereewesssers + I} | 7h | 45,42 , 9,1 , ho + 
eden CHANGE. .cececececees | 28,839 | 16,196 "7566 36,472 10,959 A 41 all . 
| 50,845 | 10,545 ’ 12, 39 , + 25 + 27 
JACKSON, MISS. essere) eet Seay | Sane —- +31 ‘7 2| 18,520 | 52,336 | 12,527 
95 PTUTTTELELT TTT es 157, , + 28 j + | 23,17 | ? j 41.060 ’ 
1958... cevccccccees + 53 33,337 ’ 15,180 | 41, 86 
Di ccccccccccece ones acalekin +3 102,995 , 22,982 , 27 + 
ae ENP voce sccossceoose | 28 , 514 | 48,130 | 33,136 20851 103,276 "a y | | 
i coo] SoTeR Oe 27,913 | 38,989 Bes +2 610 | 68,446 16,563 
sdsevessensouses <i eh ee alee ae +13 oer See i 48 | 34,237 te | use | Se 
Des een aed eee eeeeeeee : tie + | 634 71 5 , 22,772 | , | 
Percent changessscevesevese. | 30,834 | 62,105 ions | 153105 | 26,163 +3 | +9 | = 
NJ Soikon | ima | Sikes | arses | secre eh] 5 ss | 3,259 
SY CITY, N.J. cseneuds , : , f ’ 4 is | | 18,993 , 
aes ne phe prereset ais —, bbe art | 28 17,501 16,63 | ron 17,428 ag 
Me cesececceces ae healt eeta ia ids | 1 42,5 , 14,820 , 9 2 
aes CHANGE. .oscccccscces , sill 40,678 13,066 ake 40,476 — 4 25 + 28 + 
JOHNSTOWN, PA, -” . | pipe | ig 13,814 | 36,715 aa +o tg 64 8,497 14,056 338% 
1958 eee eeenee ith ale ooo} noes c + 16 + 30 \ 52 18,5 ? 6 | 13 110 2; 
Seeder ebigeend eee "| 15 { 2,375 1555 17,174 6,963 ’ 29 

Roaeees CHANGE. ..ececees hentens betes | 2 10,612 12,701 peg it 10,910 sie 8 + 22 | +7 . 

eaten | ' 46,368 | 9,783 | 21,93 9,829 —s "23 ie | 
KALAMAZOO, MICH scvccceee| 193 ee 35,292 10, 390 “> + 8 7a 69,699 | 74,490 — 

198 cece peresceteehnemssshensosees 164, 18 eL ae + — 76,039 oe (b) D 

Euesesssseseeesoonesenezepecases+® . 676 | 219,115 : 93,852 "12 | WA mA 
Percent change..sscsccocesee 88,653 | 176,836 | 89,206 347338 | 2307907 ag - 19 as 

KANSAS CITY, MO eeekeues 12 0855 nog 82,373 | mh aan ul + 10 - 3,090 8,787 2,Bhe 

Smaninbaeteereniaceevecssepeeseres Ey re + 28 + re 6,417 p23 Tl 7,748 te 

ibsvtaninsacessvores See +s Oo} 1s,42k . 8,252 eet 1 + 23 
ss th CN cd cdc epee ed aan 5,718 vee 13,425 5,757 > 12 + 17 + 13 
2 25,526 9,057 t ’ 5, O41 D» aa = 23 
KENOSHA, WIS. spamesete . per 23,535 8,484 vg 1 -» 13,375 | 23,135 — 

EEproereeescerecerenvensessoressees 033 + 8 i 7 133 18,505 72 26,275 T1943 
errr rrr + eH I + | 57,249 29, 21, 309 10,049 . + 2k 
Percent change.s.sseveeees 57,099 | 1,h74 is ioe 63,707 | 26,338 -13 | +26 - 

88, 352 18,591 , 7 | 16,447 Dy - 10 +11 
KNOXVILLE, TENN kavtkeces eye Pog a 19,88. | 51,267 | 16,447 oe | ale ai 1,983 

1998...00006 CALLE AERTS TY "+6 . oko 21,931 "32h 41,957 9999 
Reraantepetektevoreweesareseseses . 288 | 51,726 | 19, 20,535 | 543 ; - 16 
Percent GCHANGO..0cceecere | 33,429 | 14,003 IS OMT | 51,968 | 15,760 tT | + 16 A 

63,671 18,691 "864 | 13,842 13, 0 + 21 

LANCASTER, PA seseeeeee| 297,989 54, 301 15,613 2» "+1 += 6 20,824 5 »869 
195Bersevessrsereseeeeserereeeseces re +17 + 20 “- | 27,134 or | ir 22; +2095 
| nes ae en eeeeeeees RAINE H + } 65 515 ’ 1,253 > e +43 

facet CHANBE.sevcccccccccees 41,964 | 16,538 pe 69,715 22,784 . - 16 +16 : 

| 80 113 | 19,662 516 | 17,133 12, : +19 

“LANSING, MICH. penneeeees ate is || 687818 18,589 7 | ‘es 1 ‘= 1,973 2,873 ee 
1950. ceccscce Ree ere eeeeee 3 ’ +16 * 4,038 od 696 a 
peseneas seeeeee 6 3,556 1,437 es 4 

IGA occcoece Bo eee eee * 6 6,375 ’ 3,082 ? = &3 
Percent change....sescsess asiales 10,549 | 9,856 ee 6,677 am 31 + 37 +7 

TEXAS «| 56,874 13,203 2,160 ye) tT 8 -% “3 | 4,670 
LAREDO, steeeeeeeees 11,505 , 5 | + 2 25,942 , 

1958 eecccccece eereeees rn 47,280 . +18 +5 | | 10,052 7,123 , 

c eccccccce Serer errr ees + 20 | +15 | 8 145 11,495 | , oh 
semmesnsassvaseereeseeetotsserses eee 10,602 26, | ret + 
Percent Change...seeeees | 16,410 18,713 17,224 , +92 | + 23 +62 

ae ft pupae | obihes 16) 4 ka +1 —_ | i NA 
OMBractersseererconseresesesssseess + 88 + 66 + | NA NA NA NA 
19Sh..cccccccees onennete a casi + T NA = NA NA NA 
oo CANS +e eeevees wee, NA NA NA NA = NA NA NA 
NA 
*LEWISTON-AUBURN, MAINE blaleiat aes mA = NA = NA mA ” 8,748 4,087 

OO Nahe rire ececece eee vi NA A NA NA 13,485 6,256 18,7 4 2,397 
i bsivsincbitese aehescnteresesiaa ys NA mA 8,556 | 26,214 | 10,536 10,771 4,689 | 14,75 +71 
Percent ChANGC+sseererseesseeecs 22,588 Us 485 rage 19,245 7,693 + 25 + 33 bad 

£6 nl 32,471 9,015 O45 12,619 23 + 36 +3 
LEXINGTON, KY. segneneeed Be a owe 7,502 | 19, +15 +% 8,966 3,951 

195Bsveeeeeeeeeeeeeeeenees pesoatones (lees + 33 * 20 _™ 8,459 | ite (p) (D) 
195M secceccecs ubepnsoecpi eon heap 20,017 , 6 NA 
cae CHANGC. eee eeeceeeees 18,128 5,517 pee 18,194 6,974 ag + 30 NA 

10,522 7,2h5 ? 5 The 5» . 10 +21 
OHIO ..| 123,660 30, 28 | 15,971 ’ - 8 1,255 
— eccccccccccecescece 109 , 684 24,913 7,3 1 +14 -4 83h 6,443 12,190 4 
eer 06S 60060860006 ? + 23 ss 12, , 12,784 ? 
cccvcaes teeeeees he +13 029 13,033 5,585 , +3 
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195A. 000% seeees seeee pnp +18 183 21,90! 7,348 , +31 
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LOUISVILLE, K siataunt “OR 415 62,728 , at +2 ok 3,507 
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— ae «»| 147,801 300938 re 11,709 6,059 g +13 + 32 at 
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SUPE DEANN 0S 404546000000 hse a +1 u 45 , 
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LUBBOCK, TEXAS sescces| 208,248 394803 o’sas 22,170 7 +51 +7 +3 ? 
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*LYNCHBURG, VA, e+] 107,353 25 , 662 5,056 12,758 5,354 25 + 16 + 7) 

IB rrrsreseerserveeresrcersereeeres 94, 588 21,253 + 20 + 2 =" 

Feenuabsiabsarseresessessvesenssasie + 13 
Percent Change. ccccccccscccccecs 


; I 
: | 


> 


- e n= Po 
re al 
F PEP LOO SnD PT oe ee re 
rr ae - 


= 


ifs : — ~ — + 
e 
ee 
j 
; 
ba 
* 
am 
aes 
res 
sf 
ar 
Be! he 
Et 
=o 
Paths 
> 
: . 
ae 
Pra 
zt 
ge, 
A. ce ' 
te ' 
eG 
Te 
rg: 
ek 
i 
ta ; 4 
eae } 
sit 
irises 
oa v 
ee 
Sed 
Bi Bice 
i ee q 
ea 
pete 
bate 
ES 
pe ; 
Heim 
THEN } 
aes } 
reaver j 
Tegan 
Be fe ' 
ir A 
Be 4 
ahs 
Bet pt: 
=e q 
a) 
Gear } 
a Pr ty 
a 
ee j 
eee th ’ 
5 i 
ae - | 
, | 
: } 
es 
3 ' ‘ 
et) 
& 
: h 
y . : : ee pcs iat SSN 2s oc P<) Ty eg a a; SA aa ae i ia 
, 3 * 3 a8 A i * + 4 o-~ - Re Or me yee alee Se, bal : 5 Ae eines ta | a a Mr oe 7 
ee ee : 1% $ f f ts : : : aq tee ; 
Ce ee a ar 
Rte FA Re Pid 
See caw. VB 
Ue eae ee “iB, SF 
> RY Reign Pe er) ees 


éé¢But Mr. Weever—the New York News has to be 
our base! You can’t laugh off 2,200,000 exclusive adult 
readers...and 65% of them are in the $5,000 and over bracket.99 
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Advertising Age, November 23, 1959 


Census Figures on Retail Sales 
by Metropolitan Areas, 1954-1958 


(000 omitted) 


| | Furniture, | Lbr., bldg. Drug, 
| a Eating, | General Apparel, “thes Auto- pers [ary hdwe., pro- rae | eiiiiien 
Area Total | group drinking | merchan- acces- | furnishings, | motive service farm equip. prietary | retailers 
| places dise sories | appliances group stations | dnbtawe ehaiein stores | 
| | 
a | 
MACON, GA, 
1958. cseccecsccececercceeeeesceeeeee| 162,988 || 36,082 | 7,529 | 23,083 | 10,708 9/460 | 26,705 | 13,975 S| iS | ae ‘ae 
Mccesiseisevivensasssoctocsresese| WEEE E saclNs 8,220 | 18,420 | 10,796 wa. Ce) oe 70 vee 4 
Percent Change. cccccccccccccccccccce +12 + 13 - 8 ' +95 -1 + 37 - +3 
MADISON, WIS. 
1B .sccsescccsscrsscesccsccccosccee| 254,996 I] $2,001 | 21,79 | 34,633 | 17,935 11,045 | 39,007 | 15,815 | | 32097 
| Se ae rr ie 46,647 20,500 20 , 340 18 ,065 11,310 37,432 13, 344 en 9,5 : a rs 4 
Percent CHANGE. ..ccccccccccccccccece +12 +9 + + 70 ik - 2 +4 +19 ° 
MANCHESTER, N.H. 
58 NA NA NA NA NA NA NA 
IGS ceccese PTETTUTIELTLEL EE mA NA tA NA - NA ) (D) 6,845 5, 22k (D) 16,616 (D) 
SNe ss padccchacenvtaeteexescoul aaepeet 27,799 5,337 9,742 10,474 (D . P » 
Percent ChANGe..ccccccccccsccccesece NA NA NA NA NA NA NA NA NA NA NA 
‘MPHIS, TENN. ? c c 
eos “vor spenebee siidliabesiien .| 689,079 || 156,687 34,188 | 92,545 | 43,067 26,271 | 122,614 | 44,980 30,603 | 25,518 | 50,587 39,819 
pha Avan 610,734 131,968 29,940 77,207 40,465 26,003 121,274 33,519 30,463 17,142 50,204 92,549 
LDH ccccccccceceseseeeeeee eeeeeeeee . , , , , ae +1 + 34 +1 + 4g +i +14 
Percent change......e- occccccccccccs * 33 + 19 + 14 + 20 +6 +9 
MIAMI, FLA, Del — | : | 75 68 5h. 278 77,341 69 ,096 64 ,863 102,449 26,231 
Dinca cidsenguevedesenensesans 1, 366, 57¢ 02,763 | 143,095 | 137,313 | 113,466 19,901 239378 ne 3” 880 ” 647 6,716 5” 63€ 
i... pt RRO snudeuennwabees -| 989,054 15,151 113,059 85,012 | 97,709 | 96,859 | 162,422 905999 = 35,087 re ae 
Percent ChANGl..ccceccece ee eeeeeee * + 30 ts oa . | “ee | = i “= sot ; : 
. (EE, WIS, | | | a bias —_— ' — on ae 
958. bigs eiaedesexesacess]bs903, 305 350,764 | 129,201 197,714 | 89,996 77,837 | 215,959 0,29 $35005 | pe te eis ig 
 Sacieetelepdee 1,267, 319 89,790 | 119,620 173,877 | 79,840 61,088 209,722 90,179 12,899 } ag eat weer 
SE a aes ee eer 90 | | > ° ~ , . 
Percent ChANZE...ccccccccceccveseces + 10 ‘ | + & +14 | + 13 + 27 *3 1 3 
| 
APOLIS-ST,PAUL, MINN. Pv : nil —_ 
ae 1 T.PAUL, aa ral . 11,827,202 388 , 81 | 137,564 261,330 | 116,705 | 95,309 271,149 | 113,785 116,266 | 67, 308 121,601 137,219 
15h... ae aneat 1,562,028 |} 333,558 | 120,355 | 205,392 | 107,039 | 78,307 | 249,299 | 87,250 109,990 | 52,455 112,595 ata lio 
Die onakesceetgesdetess esis : 8 | 8 | 92 | ‘ a 
Percent Change...sccccccceseces o0eee + 17 | + 17 | + 14 i | +9 + 22 +9 + 30 * 3 
MOBILE, ALA. | | | - es ” , 
: eee Sebdvesearecooscoescocsss| O06,3701) 71,895 | 15,28 | 33,805 | 21,75 | 15,305 | 48,253 | 19,882 22,920 | 12,371 | 20,558 39077 
Desstaketesteseeushsvevivesesset Gee 880,008 13,923 28,290 | 17,557 | 12,959 4,760 13,757 12,984 10,871 ig ner 
POPOERE CHONER es sccccccccvccsososeons + 2 | + 18 +9 + 20 + 2h | + 18 +8 + 45 + TT +13 +1 
MONTGOMERY, ALA. | = - F : 
COO? ee a 9,432 25,703 13 , 606 9,589 28,759 12,489 7,799 2 2629 16,809 1,39 
UVM ccsvesccccsccccccccccscccceeeee| 152,052 || 29,663 8,750 19,902 12,610 8,251 2,774 9,684 7,979 +352 16,403 1,68 
CD SUNN ccs cnddbbesvesecedexs +9 + 15 +8 + 29 + 8 + 16 - 12 + 29 -2 | a i “2 
MUNCIE, IND. om : . 
ATES ae 30, 311 7,717 12,674 5 9255 6,030 19,320 8, bbe 8,526 4,177 8,600 1,853 
incense A GO Re Ty ik * 2h 755 8,046 10,351 6,511 6,972 20,199 6,503 9,777 3230) 8,525 ae 
DG CUO ccs shndeensoneseanee + 6 + 22 “3 + 22 - 19 - 14 -4 + 30 ae +2 +1 silos 
*MUSKEGON-MUSKEGON HEIGHTS, MICH, 
ee cael MRT eae 8,933 | 18,136 6,327 7,390 | 26,039 | 12,344 11,513 6,401 6,633 3464 
Di daiebeses biesenesesetveastseces? seGuete 38,903 8,599 16,509 6,285 7,425 27 ,033 10,062 12,116 5431 6,588 1,893 
FORGONE GRANGER: cocctoceveccetesseens + 6 +h +h + 10 +1 0) +4 + 23 -5 + 18 +1 + 83 
NASHVILLE, TENN. — “ 
RNs ctedihidisciscsseiscscncecescss) RE 106,50 23,862 68,471 28,611 23,247 70,936 355753 2k ,kO1 16,664 39 ,605 10,652 
iisccdivebeiersstekeuseseeseceasel SURLTTO 82,554 21,698 46,252 36 , 328 16, 356 72,644 26,656 22,608 10,160 32 559% 9,924 
Percent Chang@.ssccccccceccccescccce| + 18 + 29 + 10 + 48 ° 25 + he -2 + 34 +8 + 64 + 2e “7 
NEW BEDFORD, MASS, 8 ’ 
ee enkce eveeseueneneees «| 140,120 43,654 10,477 13,220 10,144 6 ,882 16, 313 7,807 9,215 5,869 15,508 2,031 
(195%. cocvccescscvcccccccescccesceccs| 141,817 40,169 10,068 12,490 (D) | 7,673 20 , O46 7,103 99232 9,112 (D) 4,106 
Peroent CHANGE i sccescseccccicveceoss -1 +9 +h +6 NA | - 10 - 19 + 10 0 +15 NA + &3 
*NEW BRITAIN, CONN, 
EE oe ae 33,990 11,167 7,684 | 12,056 9,261 19,054 9 ,086 7,054 4,581 15 ,801 1,816 
"Saeco: aah ee) a ka] os -3] -3 |  -5 ay th) +e, Se 
/ HAVEN, CONN, 
1 | Shine Serle ern oe 383 , 327 95,955 29,922 40,459 34, 663 25,088 46,958 22,722 22,426 15 ,004 40,997 9,133 
Dees shecbictcessevececbascaesstesen! « eR IEN 82,201 27,991 27,426 35,963 19, 346 53,145 18,452 20 , 325 12,637 38,002 6,936 
POPOORE CHANGE. ccecccnccvecsecssses +2 + 2e +7 + 48 -4 + 30 - le + 23 + 10 +19 +8 + 32 
NEW ORLEANS, LA, 
ee citeéeodenesieesrt SE te 92,893 | 134,929 73,174 51,750 | 119,971 46,892 32,791 39,165 50 ,862 42,700 
ee scveckes saneekd pbasarcharencesce|  TORSEE? | 3535055 77,454 | 115,305 (D) 43,472 (D) Als , 64, 39,130 (D) 43,354 41,401 
Percent Change..cocceccccccssscccces + 20 || + 50 + 20 +17 NA +19 NA +5 - 16 mA +27 3 
*NEW YORK, N.Y. F 
Ne sncievess eeeccceccecevesseccce ce (13,172,969 113,535,557 |1,617,848 |1,500,618 |1,481,546 761,560 |1,118,225 | 492,883 421,358 377,628 1,524,466 341,280 
195. seveceececcnceececececenecevees{Lly72u,i7 |133127,647 |1,408,635 |1,077,053 |1,429, 367 736,544 |1,213,473 | 361,156 450,318 | 298,866 |1,286,181 | 335,207 
POrPOent CHARGE. .ccsceccsscescvcceces + 12 + 13 + 15 +> +h + 3 - + 36 ° 6 + 26 + 19 +2 
*NEWARK, N.J. : 
eee chshaeadheceveeeteek eso 538,592 187,611 243 ,800 180,102 141,900 283,285 119,162 112,466 62,574 229,711 80,107 
Dh acesesecseosees soveees se eeeeeeee| 1,931,050 |} 473,994 | 170,251 | 190,709 | 178,342 118,184 | 313,290 | 84,390 109,112 | 48,797 | 185,177 98,804 
Percent change..scccoccsseccs erry + 13 + 1s + 10 + 28 +1 + 20 - 10 + 41 + 3 + 28 + 2h + 36 
*NEWPORT NEWS-HAMPTON, VA, 
Os yo eeedeke’ hen ee enevedsoases| 203,000 52,911 11,455 22,488 13,842 15,890 37,880 15,608 6,973 7,524 16,718 1,771 
PRs icenanneess eeuebesssatvacneceeal | SNe 34,051 8,890 16,627 (D) 11,150 31,066 8, 387 (D) (D) 13,325 813 
ercent ChANge.ssccccccecces PEE + 37 + 55 + 29 + 35 NA + 43 + 22 + 86 NA NA + 25 + 118 
NORFOLK-PORTSMOUTH, VA, 
Pits catoses I ek 37,448 60,186 | 47,961 32,919 95 ,616 35 ,B46 2k 487 20 ,026 53,361 6,629 
WM cashiecssoase eS sossacccest §O5s0RS | 119,375 38,911 59,247 (D) (D) (p) 27,691 (D) 16,464 49,530 7,757 
POPOERE GRANGER. 020cceseccecescscveces +11 + 22 -4 +2 NA NA NA + 29 NA + 22 +8 - 15 
OGDEN, UTAH 
1958. ..005 eseun (iiss BE 27,020 7,076 12,729 7,209 7,590 16,172 8,509 10,787 5» 367 10,178 1,049 
ctsieribicisivsteisesesecensveel SRE See 5,196 7,784 8,045 6,357 | 13,288 6,638 10,973 3,291 7,536 662 
POPOOe. CHO 60666 6650000009060406 + 22 +14 + 36 + 64 - 10 +19 + 22 + 28 -2 + 63 + 35 + 58 
“OKLAHOMA CITY, OKLA. 
DGG vecdccicevesvescdccccecccosccce| STS,026 0 19%, 02% 41,115 72,397 41,979 33,004 | 102,556 42,698 36,659 22,974 34,918 9,912 
19GW crcevccccccccccccsccccccccscces| 473,621 | 103,472 33,835 64 , 637 31,770 23,966 92,769 30,673 33,241 18,419 30,481 10,358 
PE MENNIOD cb nuene046%456600004 6 + 21 + 30 + 22 +12 + 32 + 38 ame + 39 +10 + 25 +15 -4 
OMAHA, NEBR. 
TPO e sce seccdscccvesecvececsacccoscel | SRT,NES 122,977 46,948 66, 307 31,866 32,253 96, 352 38,913 42,045 20,013 40,871 8,880 
SPRANG SGGAS ses ebeeseenssreccsdces| SONSTSO 97,560 49,467 56,971 33,197 26, 334 93,433 28 , 287 41,597 16,661 33,977 7,266 
PUPOERS. CUBNGS sc ccccvecscccccdsceccce +13 + 26 -5 + 16 -4 + 22 +3 + 38 +1 + 20 + 20 + 22 
“ORLANDO, FLA, 
Ee orn a 76,726 17,819 32,079 17,336 18,421 69,813 20,986 31,008 15,462 29,081 16,022 
MR esbeeebesntectaccctssccsccessece] 290,080 4g, 391 15,174 21,164 14,334 12,943 45,826 17,201 19,622 7,273 19,469 16, 363 
POPES CE ccceescsccvcccsscccves + hy + 55 +17 + 52 +21 + he + 52 + 22 + 58 + 113 + kg ° 2 
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MILLION MARKET 
NEWSPAPERS, INC 


AN IMPROVED SERVICE TO NATIONAL 
ADVERTISERS AND ADVERTISING AGENCIES 


Atter thorough study, we five newspapers have used outstanding independent news- 


believe we have found ways and means to 
give better newspaper service to national 
advertisers and to advertising agencies in the 
fields of: 

1. Research 

2. Marketing 

3. Merchandising 

4. Promotion 


5. Market data 


We agreed that by pooling our resources in 
one organization, we could offer national ad- 
vertisers and advertising agencies better serv- 
ice, more pertinent marketing information, 
and finer research. 


In the past, our newspapers have either 
had their own representative organizations or 


paper representatives. Each of these opera- 
tions has provided exceptional service. 
However, we now seek new ways to reorient 
our combined facilities toward modern mark- 
eting concepts, and to explore the full poten- 
tial of major market newspaper advertising. 


Until January 1, 1960, these same fine 
organizations that have represented us for 
many years will continue to work in your be- 
half and ours. Shortly, you will read details 
of the organization we are now putting to- 
gether and an outline of the services we will 
offer national advertisers and advertising 
agencies. 


We are confident Million Market News- 
papers, Inc. will give you even better service, 
greater marketing information and finer 
research, 


Offices: New York: 529 Fifth Avenue 
Detroit 


Los Angeles 


Chicago: 333 N. Michigan Boulevard 
San Francisco 


BOSTON GLOBE - MILWAUKEE JOURNAL - PHILADELPHIA BULLETIN 
ST. LOUIS POST-DISPATCH - WASHINGTON STAR 
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Advertising Age, November 23, 1959 


Census Figures on Retail Sales 
by Metropolitan Areas, 1954-1958 


(000 omitted) 


/ 


/ 


: 
: 
i 


T ¥ 
Furniture Lbr., bldg. Drug 
Food | Eating, General Apparel, | home " | ame- Gescitne matls., hdwe., pro-. we Nons tore 
Area Total group | drinking | merchan- acces- | surnishings, motive service farm equip. prietary —_— cahial baie 
places dise sorties appliances group stations Asalers stores stores 
4 
| 

*PATERSON-CLIFTON-PASSAIC, N.J. a oe : 

Gy tena hone 1,382,576 |} 365,425 | 110,368 | 116,255 | 116,12 93,091 | 190,721 | 89,437 73,410 38,141 | 121,646 65,940 
1954 ee eee | 315,506 92,441 } 72,41" J7,115 65,116 186,545 | 63,640 78,636 28,959 105,475 67,030 
Percent ChAnge..ccccccsceccccsccscces + 18 | + 16 +19 | + 61 ° + "3 +2 o 98 +? +S +2 +8 

“PENSACOLA, FLA. Ht 
ARIEL me Ee 9,475 | 22,631 12,563 10,462 | 47,052 | 11,908 9,336 72311 | 13,046 2,786 
il: FPPPPTTTerrrrerrersrree tree 130,292 36, 92 10,266 | 12,036 ; 1 » Le 8,235 | 30,033 ' 8,893 7,200 4 5050 9,402 l, 303 
IE MEN cnc demhiseuteincvsse'l + 39 | + 25 - 8 | + 68 | + + 27 | + 5h | + 34 + 30 + 81 + 39 + 114 

PEORIA, ILL, | ' a | i - ‘ , 
| ee ITE SE Ree ae ae 336,105 19,431 25,475 | 42,135 i 19,929 50 ,616 23,968 2h ,933 10,479 25 ,2k8 8,591 
Loy) POPP TEPPER ELIELELEREE ET O00 , D1é 65 ,887 24,815 | 9,7% { 977 } iy 6,26 2 18,596 | £2,003 8,723 23,909 7,147 
Percent CHANZC.ccccccccccccccccovece | .s } aes * 3 +6 | . a . +o il a +s a + 20 

PHILADELPHIA, PA, | Pe ais ee ae Pee . " 
LBW ce ccccccenece eooeeececocce oooe oMalt@s #O fil, 162,920 4LO, (7 952,315 ad | } 19,529 . rey e+1 ,O2e 207,213 153,727 +99» 910 acy, 188 
i Fer rrr Terry eT rTrrrriy: veednaceces ip glesene «998,95 96 , 723 +71, 007 2903 | et1T } [204% 190,41 12,093 125 , 361 +34 5439 254, 357 
Percent Chang@...ccccescessccssesess + 11 + 16 ‘il | + et -1 ; +a eh, la + “™ 

; 
| ' 
PHOENIX, ARIZ. j Ae ee sg abit ; 
bcevesksabessdvibeveunessséveres| GME 160,217 | 97,107 712 | 41,173 | 45,314 TC 90597 o- | gee) ote rig 4 
1954... eeeeeee ee eeneee eeeeees coon] 49 rf C 1 »° 7 37, | ° y 144 Dy 31,° 11 gH WY OF wy 7? 18,513 499238 91658 
Crcent CHANGE. .ccccccccccscscssccese +4 + 4) ¢ + 27 + | + 44 +f + + 13 + OT + 14 + 101 
l 

PI'TTSBURGH, PA, ; i. i 
TT ke a 202 yf 30,429 | 166,880 | , | 367, 151,698 } 130,250 92,097 | 165,109 4h , 387 
ee cidincklecnstesevecdensesseveces B,2TL, IS EF QTAB 1 1A 07,117 | 152, 469 | 372, 120,131 | 15,0" 70,009 | 143,92) 999309 
Percent CRANES. occcscsccccccccscocce| + 2 + 17 + 17 + <4 ° | +1 } - ’ +3 + + 13 - <2 

PITTSFIELD, MASS, sata - 
Pcie Gh evandastadscvcesae¥eveinees 15,940 || 4 f 4 12,56 6, 76¢ g217 | 15,08 pel 2001 2,137 11,109 3,003 
LSP P cccceeeseceveeeeeneeeseoosescces >, 112 21,004 »VK 9,199 Oy? 4,if 15,524 +o yh ere dy (V5 2,330 
POPCent CHANEO.ccccccocccccccccvcces + ] + 17 + 29 + 37 . , | - all + li +14 + = ot 

PORTLAND, MAINE | 
tt veusdsinsedriasneanesess.t NA | NA | NA | NA NA | NA WA NA } iA NA NA NA 
ESP ccceeseoreescveessecesceoneneseses 166, 309 6,709 Oyo] ) 056 »- | l (I O74 | 6,101 (D) (D) 3998 
NE AUN i iscxs cconsa0eaerat | NA NA NA NA NA . | NA A NA | NA NA NA NA 

| 

PORTLAND, OREG. | | ; 
re ee eee * 0,912 26e , ++ 3 (t 134 141,665 9* 47,916 176,410 60, >" 51,156 > 999 90,491 46,813 
UGSH vovcccccccccccccscccccccecccccs| 904,768 223, 364 67,873 120 ,802 +3,735 | 41,101 154,965 939904 D+, TTS 2,082 | 91,582 30, 322 
Percent Change,.cccccssccccvccccseocs| * + 17 ae * UT ’ = 2 + 14 ret | | "et | et + 54 

PROVIDENCE, R.I. H | 
PM hitvebseatsasaveshsdasersecrsee:! 354,01 225 240 | 64 ,697 89 , 206 00 09; | 39, 72 121,960 45 097 43,004 31,897 | 100,147 24, 345 

ere Pont ear 195,16 188 , 70% 61,403 13, O06¢ 66,529 | 33,053 135,03¢€ 42,351 45,572 29 , 3€ 93,222 5,465 
POPCONG CHAAZE. cccccescccccccvescvcs! + 9 * i +> * 2 si | + 17 - 10 +8 | - 6 +9 a! -4 

PUEBLO, COLO. | 
19DBsseeserersereersersecesecseseree| 116,935 29,221 8,521 14,691 6,675 299 23,601 7,950 7,051 4,148 7,585 896 
SRE ee eer ee eee rrr eres ML 3: 5,590 7,255 9,243 | 6,282 | (D) 19,920 5,996 (D) 2 S40 6,451 1, 360 
BN EEOC eS + 20 + 14 + 17 + 59 | +6 | NA + 138 + 43 t NA + 46 +15 - 3% 

RACINE, WIS, | 
Dc enncedesen dees C6se0c0¥ersenel 155,04 429955 11,807 | 14,147 7,900 | 10,419 23,613 10,219 } 12,135 5,097 | 11,466 2, 306 
LD eeseeeceereeneseseessesscesceees| 130,51¢ 32,545 10, 367 9,518 7,616 7,005 21,148 8,594 } 13,545 4,574 | 13,526 1,42 
Percent Change. cescccccccccccccsccce + 19 + 4) + 14 + 4g + 4 + 36 + 12 + 19 - 10 +11 | > a + 62 

RALEIGH, N.C. | | 
DDG a seeesenessenseeeeseessesenseees| L'79 , 509 SJ (5% 9,4 (yoS5e 10,991 © yt 32,114 13, 354 12,998 D yO | 15,790 9993 
LOM co ccvccccceeescccccesececcccccccece 3293 32, 34 8,327 | 2,055 10,211 | 7,335 | 29 0 10,799 I, 333 3399) 15,997 3,193 
Percent ChANGe..scecscseccccccsceces| + le + 23 + ] } + 23 +o | ae +6 + 24 + 39 + 37 - 1 - 

READING, PA, 

Dts Ccetibeciagievudaesheseeosves| Menuet 69,684 22,757 | 30,252 18,157 | 16,379 50,56: 15,116 15,820 6,660 32,776 10, 334 
1954 vescccesevcvececcccccccoceccecs| 271,604 || 67,324 0,704 | 23,238 18, 689 | 15,55" 49,768 | 13,637 L7 We 52764 | 28,377 11,164 
Percent ChANGe.ccccccccccccccccccces + 6 + + 10 | + 30 * 3 } => +¢ + Li -9 +16 + 16 - 8 

RICHMOND, VA. | 
LTD cccccssnesccesoscessesseccoecess| 553,067 I] 119,366 33,708 | 110,097 7,403 | 23,334 88 ,859 34,610 17,462 22 ,980 60 , 698 15,350 
195 sescceccccccccccccvecccescceccs| 421,851 91,390 25 507 79,797 25 392 18 ,889 60,854 26,019 19,262 (D) (D) 2,086 
Pe GUNN. akc bh dated ees) dbo 8K + 31 + 31 + 32 + 38 + 8 | + 2k + 46 + 33 -9 NA NA + 2T 

ROANOKE, VA. 

a 189 ,937 43,41 10,882 26,523 13,698 10,816 31, 362 13,182 11,210 7,198 18, 684 2,965 
DUCE SEdds FN4b ede Eeda eas seeseecns| AGRseeD 32, 337 8,847 16,545 13,889 9,027 26,911 9,922 7,125 5, 382 18,517 5,378 
Pe COUR i iii ke 00.096000600600% + 23 + 34 + 20 + 60 -1 + 20 + 17 + 33 } + OT + 34 +1 - 45 

ROCHESTER, N.Y. 

L95B.sseseececccccsesccecseseeeseees! 690,002 |} 167,520 | 50,470 | 101,055 | 49,167 34,273 | 123,215 | 34,472 35,233 | 24,516 | 55,703 14, 379 
195M cecccccsscsccscccscccsevceccees| G2l,421 |] 146,566 | 46,727 | 83,770 | 45,891 33,841 | 118,412 | 29,906 37 5903 18,803 51,007 11,595 
EE I og oe bine bee nee ee - 33 + 14 + 8 + 21 + 7 a: +4 +15 i | + 30 +9 + 2h 

ROCKFORD, ILL. 

LIB cvvceresscvccccccveccccesoseees 19,804 | 27,347 15 52 13,015 | 29,859 | 17,369 20 ,007 9,437 | 17,590 55273 
NA ROAEERET6 4044400064008 0009050 19, Ls 20,477 12,764 14,223 36,003 12,217 21,549 6,265 14,707 4 817 
PUOGNS CHOBE cos ccccccccncesecunces +3 + 34 + 22 - - 17 +he -7 + 51 + 20 +9 

SACRAMENTO, CALIF, 

IPF sc ceccccescccscccescccccccccccece 47,995 74 , 669 32,092 KL O71 96 , Olly 40,406 39,678 23,470 39, 393 6,862 
0) See eee 37,111 47,635 2h ,727 38,748 66,601 29,706 36, 325 13,992 33,897 8,011 
PORES CUED cc cccccsccocsecgncesess + 29 5 + 30 +15 + 45 + 36 +9 + 68 + 16 - 14 

SAGINAW, MICH. 

We veccccgrverercevccccccccscceess 13,485 18,288 | 14,174 11,882 | 40,925 | 14,560 18,232 7,708 9910 2,865 
ST ENE Gd 5 54460040006095400 000508 12,589 20,351 14, 641 9,285 4h ,810 11,970 17,298 6,776 10,586 2,068 
IR ns c5 a5 don 000060000000 +7 - 10 -3 + 28 -9 + 22 +*§ +14 - 6 + 39 

ST, JOSEPH, MO. 
et achcbinsybaeseeesexenses 7,619 14,498 9,178 5 5656 16 ,686 6,701 8,515 5,652 9,469 1,2k9 
DUUMIEREEADESEObOS¥ COV e000 s0008 00008 8,139 12,516 7,775 7,361 19,619 5,582 6,298 4,976 8,682 964 
CS EET ee - 6 + 16 + 18 - 23 - 15 + 20 + 35 + 14 +9 + 30 

*ST. LOUIS, MO. 

NAS ie 5 5H49566460000 60 0-0 06 6450 004 186,428 344 734 144,154 178,618 355,296 168 , 260 132,975 89 , 684 180,137 48 ,506 
PL eecebenesesnececcoccceccceseces |e 179,525 283, 944 117,857 109,842 371, 396 130, 319 126,225 71,214 150,531 46,026 
Percent ChANZGccccccsccccccccccccecs +h + 21 + 22 + 63 -4 + 29 +5 + 26 + 20 +5 

SALT LAKE CITY, UTAH 
DURMGRESEN GON o0b6 ese 000000000008 31,979 66,229 2h , 284 28 , O47 TT, 661 35,573 27 ,828 23, 282 29,958 9,229 
es écneebeedveenseeeseces 22,931 55, 363 19,023 19,567 68 , 632 26,470 22,857 13,879 35,117 6,646 
Percent Change....scsccscscececeeecs + 39 + 28 + 43 + 13 + 34 + 22 + - 15 + 39 
ANGELO, TEXAS 
Sis.  iGaubedetivensedseenavars 4,436 9,851 4,621 3,758 15,977 5,921 5 234 2,229 7,815 718 
DGGL. . enenlssbinebtnbensbonss 4,828 9,358 4 ,086 4,422 | 18,232 5, 2k8 6,289 2,376 8,335 695 
POROERE charge. cccccccccesccececeses - 8 +5 + 13 - 15 - 12 + 13 - 17 - 6 - 6 + 3 
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789,762 CO 


from the September 13th 


HIS EXPLOSIVE response of over three-quarters 

of a million entries from men, women and 
children, to the one, single, September 13th issue 
of The American Weekly proves three decisive 
points no advertiser can afford to ignore: 


1. The American Weekly and only The American 
Weekly moves people to such immediate and con- 
tinuing action . . . produces tangible results not 
only in days... but also, for weeks after publication. 


2. The American Weekly has a unique, demonstra- 


y \ 
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CAVALCADE OF CONTESTS ISSUE 


“American Week) 


ble vitality that gets total family action because it 
is editorially exciting to men, women and children. 


3. The American Weekly has the circulation 
muscle to do the big jobs in a big way. 


Product advertisers derive these same benefits from 
The American Weekly’s proved capacity to build 
immediate and continuing family action at point 
of sale, in the key markets of America. For com- 
plete contest details, ask your American Weekly 
representative to tell you all about it. 


“ile 


TEST ENTRIE 


issue of The American Weekly 


The biggest build-up of family action ever 


Weekly Cumulative 
Total Total 
lst week (5 mail days) 131,275 111,276 
2nd week (10 mail days) 261,286 372,561 
3rd week (15 mail days) 102,349 474,910 
4th week (20 maii days) 107,153 582,063 
*5th week (25 mail days) 156,403 738,466 
*6th week (28 mail days) 51,296 789,762 


*The contest period covered just 4 weeks. Only the 
entries dated October 12th or earlier are counted 


The 
SELLS THE MOST...FOR THE LEAST...WHERE THE MOST IS SOLD 


* 
merican Week 
F J 4 J 

The American Weekly is distributed by these fine newspapers: Albany Times-Union * Baltimore American * Boston Advertiser * Buffalo Courier-Express * Chicago's American * Charlotte News 
Cincinnati Enquirer * Cleveland Plain Dealer * Columbia, S. C., State * Corpus Christi Caller-Times * Dallas Times Herald * Denver Rocky Mountain News * Detroit Times * E! Paso Times 
Fort Lauderdale News * Houston Chronicle * Huntington, W. Va., Herald-Advertiser * Los Angeles Examiner * Milwaukee Sentinel * New Orleans Times-Picayune * New York Journal-American 
Palm Beach Post-Times * Philadelphia Bulletin * Pittsburgh Sun-Telegraph * Portland Oregonian * St. Louis Globe-Democrat * St. Paul Pioneer Press * San Antonio Light * San Diego Tribune 
San Francisco Examiner * Seattle Post-Intelligencer * Syracuse Herald-American * Washington Post * Wichita Beacon 
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Advertising Age, November 23, 1959 


Census Figures on Retail Sales 
by Metropolitan Areas, 1954-1958 


(000 omitted) 
Lbr., bldg. | Drug, Other Nonstore 
| Furniture, | Auto- Gasoline | +is., héve., | we retail | -otailers 
Eating, General | Apparel, home | motive service farm equip. | prietary stores 
Food drinking | merchan- acces- furnishings, group stations dealers | stores 
Area Fotel group places dise sories appliances 
“ 86 
; 20,496 41,642 11,5 
l 26, 648 , 9,359 
673 48,830 26 , 537 ify site 31,809 ore 48,535 + 2h 
SAN ANTONIO, TEXAS veeee| EE ican | te | Wak | msn at al “on oa . 
SL 665nsésennve ee ° nt 552,653 126, ? + 18 + 10 * 68 11,493 
Mukawondus EN ceueeoes saves + 18 + 31 +9 68 28 , 504 72,0 , 
195 C CRANBZC. cccccccccecscccsccvcece 141,464 93,610 64,9 18,965 60,194 6, 386 
Percen 62 39 ,828 52,100 “4 65,741 53,325 5 + 20 + 80 
eee OEP 230 || 22h,116 yen se 30,078 wen mers + ke + 22 +5 
eoveee eeeeeeeeee , 50 , ? + 5 
TEs cvcccecevescece 628 , 356 152,741 , Fs ge + 32 i 17,241 
De scsecene eeeccooce eccveveceeececes 41 + 47 +3 61 39,702 78,11 ? 
Saeses GaneDsscsacocese: at thle 67,568 15,809 | 191,399 Ls got 187 380 25,197 ag —s 
It» + 
AN DIEGO, CALIF. 1,079,874 || 265,313 yf wo 51,019 aig | -" 28 + 36 iat sie 
Eerentakesessebsecssesterstesesos "8012413 189,852 ey + 29 + 32 + — 271,077 85,968 
ee errr errr eecccvcecoce + 35 + 028 11 j 
en CHANGE cee eeesceeeesecesecsers . oa. oat 518,877 223,418 on 9h’ 60 265, 361 61,698 
SAN FRANCISCO-OAKLAND, CALIF. 3,423,920 || 837,219 363 008 on rotor 194,251 aii gH 17 a 0 + 25 + 
as ee eal , ” 18,89 336, ee, + 
er eeneerestenassstuervexesonecees 3,020, 347 767,719 3 e 8 + 27 ee 1,793 
LOM ccc cccccceeescecececocecccocces * 13 +9 22 23,875 55,201 : 22 
Pe CONE CNANGC+sserecereceeeeseceves : ho, 840 110,096 53,697 apes ) 15,211 42,409 9392 
od 46,510 ke, ~ 34,723 34 595 ) + 30 + 41 
SAN JOSE, CALIF. 701,518 169, 341 ne hg 32° 669 31,747 “a + 55 + 53 “ 
; og , Toe P eee eee eee eee r- 7 20 3 . ay 5a + 35 
19BBorevsseeserrssersasesesenscceers 464,769 |} 123,347 a i + 127 + ke 6 3,335 
195 ssveveessssaceeseseeceseecceces| MOLTO + 37 9 21,798 | 7,532 | 17,567 "933 
ee eneeernnees 8,725 15,535 15,367 | 32,938 te 15,818 4 bt on + 257 
*SANTA BARBARA, CALIF. 200 ,822 43, 544 16 ,805 ra 11,079 9,862 wie + 65 +3 has 
| SPT TTT PIyTTiTiirrer ier Tee 1387 363 33,401 Ta , 4 agi + 56 7 ee —_ 
Dcebtkds vatesnstessbessneveres ee 26 + 30 6 6,5 — * ee 
Teanens CHANGE. seeeceeeevcccovevsers : 9.234 10,815 31,583 rept 627936 4,906 13,362 a5 
SAVANNAH, GA Cae ga) wee) Seri fe Ta Tel = + 62 +” _ , 
5 2 ig tO eee , < : 99 1 09 gh + 16 ad 
1958 iapeh id eae aepnaeiate 154,137 35,742 10,7 , 13 ; he me 
a in6050 606008 0050006606000066468 be + 21 - 3 m 6,968 25,083 ? 
te CHANGC + se seeserrererereers =: 18,200 11,885 36,458 gol fers 5,517 19,887 va 
SCRANTON, PA. -| 246,830 71,982 arg gre 197167 a ee’ , , 20 -3 + 26 . 
1958 eee eee eee eee ESC eee eee ee eee 223,73) 60,752 920 4 17 = § 68 426 
Nae tsa eekk 45-4500663-Kn08ne ee + 10 + 18 *?2 49,091 151,738 , 
Sabena CHANGC + seeeeeee ad at =e 65,339 | 189,915 89 ,030 esas 33,998 | 126,793 60,906 
2 66,721 993 awh 72,684 63, , a +12 
“SEATTLE, WASH. 1,435,092 || 349,162 ef ates 59,361 49,842 a 9 ae + 38 + hy 
= c eee eee eee eee eee | ’ , ,’ > 31 
Sb 6o.06400000e8 PaaS 1,131, 387 253,735 A ok + 33 +12 4,872 
195+ 02+ eee eweee RE CERN CA + 27 sa 38 22.oh2 19,709 10,410 80,690 27593 
Percent change...... diel 17,547 56,187 ? 8 18.082 8,145 20,157 6B 
Reto 16,097 | 29,216 | 28,225 3377 | 48,069 | 15,67 , + 28 +2 ‘ 
SHREVEPORT, LA. sees] 290,323 Sham 15,240 | 25,610 | 21,345 a ag +17 + 4 *F 
SPUN Ccecedueteernereeosees ete 246, 370 58, , 6 . + 1b + 32 1,873 
UDF cccovcvecccccsccsccccccccscccs + 18 + 13 5,387 11,067 , 
Percent change...+ssssees Reneoen eee 8,990 6,407 | 20,470 Me 157090 i, B46 =e aig 
SIOUX CITY, IOWA higred Mg > 10713 ae 8 ,000 is gs +13 “v7 sles 7 
1958 seeesereeereeees eases veceee] 149,042 |] 27,4 , + 3 + 12 ’ . 436 
SEE eoececocens ceeee : rte - 10 927 10,842 1,43 
Percent, change... eee ac ; 5.906 5,802 | 19,266 8,848 ot a oes Q leads 1,086 
ve - 941 14,826 6,90 . 6 21.406 5,659 ? + 82 + 15 3 
STO FAIS, 8.D ++ | 120,105 Tas 67383 13,549 5 664 wh > 10 + 56 “oe 
1958. .eeeeeceeee Ertan  tetsesees a 99,351 16,61 , oh +) + 22 aie 4,876 
0 ere ecccce st eeeee Feseooaee . + D1 + 3 + 2 80 18 195 97 
Percent change....... boseeeoeeevdees ~~ "7" 4h 213 19,699 egos ig 16,484 ‘313 
: ) , , 6 19,487 35,582 174913 F 167 47,114 16,334 si + 25 + 10 * 
SOUTH BEND, IND, 264,402 99 73 ; 376 18,250 Lo, 6 + 21 3 
DGS od 446b4060009% 00000000600 eee 51.767 54,225 19,376 33, 7 -4 + 10 = 
POPE TETE TT Tir eee eee eee eee eee eee «< * 5 > 10 ry 2 + hae B 536 33,726 11,234 
Percent CHANGCssceceessceeeeseeseees 658 16 790 16,232 54 854 =i we’ ber 9,567 37,465 deg = 
, ? s + 
SPOKANE, WASH. | 347,835 msgs | gies 67135 16,265 adn tgs “= = +7 + 73 ad 
ee aerneehts sa booseentetess veseeee| 313,703 |] 70,42 7s + 12 + 3 . 2 
SER ee ae osceeseove . a } 14,275 7,17 
se CHANGC ee eeeeeees ghia ial — B82 26,024 16,645 afar er 13,404 4476 
IELD, ILL 46,776 19,251 19,168 od 10°93 28,172 12,629 ag 7 + 13 + 6 +o 
PRINGFIELD, rhe ’ - 
PI 988 Jew eeeeeeresecsssesees eccccce ae 35,180 “ — gr ri ll * 8 + 32 : me 
| Ed Pr ee ree ececcces + = 
hgh ad ee eeeeeeees ee eeeeeeere . + ll ° 3 ‘ ‘ 7 285 11,815 14,208 oo ye *901 
— 0 7,768 20,162 9427 pe 22,815 8,559 Wy > 96 + 52 + 97 
PRINGFIELD, MO, 152,681 29, 356 , 7,519 7,049 8 + 38 
PRU TESS so 40906044 00bd 00500 eb0088 117,845 23,936 7,155 a ae : 25 + 34 + 19 * 3 
Sieh eens 10066664 600000040000 eee ’ > 9 
eee adeaee  teeerarernensasees + 30 + 23 ° 10 633 1,789 
POPCONS. CHANG 6ccceeccossocses : — 10,024 12,805 art 1h 7 1,643 
4 ss 534 7,03 ’ 229 10,493 ? id 28 + 9 
SPRINGFIELD, OHIO 136,785 36,024 8,527 ite 6,8)7 6,526 2k ,880 a 9 + 22 aa r 
Pcie aseie debi esdnheseebineeecens 132,667 31,445 a 139 h 4 10 +8 “es 35,533, 
oot Lg Se a +3 +15 a oe seen: eee 27,776 | 21,041 | 65,039 , 
SPRINGFIELD-HOLYOKE, MASS, 541,158 {} 143,792 36,474 | 57,445 ai , m - - > + 23 ©? * 
eet erent _8 +17 = a - 
1 FPP oC COOH DO COE DCO OOOO SEDO ECOCS +h + 20 + 4 - P pn 8 016 38,112 3,509 
Percent ChANC..++++eeeeeeeeeees ick 19,898 14,881 | 36,372 | 15,903 -_ ; 
id — 
"STAMFORD, CONN. 257,151 65,503 15,391 21, 325 , w Po - 37 dh °? 
DOE via wiw'O0 46:5 0000-6 06.0000600% ca sat 8 ~ & a me 
Meer cetarserhiesresreseeesscnesvens - 20 - 21 o & + ; bs “s 10,545 4,608 94531 — 
POPCONE CHANZSscccccccsseccces 2 . ao 5 
' 0 8,778 | 20,7 26 3,674 , 
*STEUBENVILLE, OHIO-WEIRTON, W.VA. 154,070 45 ,629 11,332 —% re 1,377 22, 360 ba 2 + 25 +18 HA 
DURA thaeeetwhas<konéus ceoencsans eee 145,296 39,339 10,990 1 nA . 4 + 19 «% 3 ides 
SEE S5-00655065 94450500000 0000080066 > 3 in 
Seraans CHANGE see eeeeeeeeeees a "n 4g, 14h 21,352 22,604 Ae oe rg 2,588 
25,734 | 17,596 16, 335 3? 17,537 25,918 7,85 , a 
STOCKTON, CALIF. 290,427 68,249 25,651 natn 16,070 13,639 47,469 2 if "13 +17 +19 
“Ay COOH eee reser eereresesereees oe 259,012 58,555 ag ; = .s ed + me 
Pbk senticsesess puesbestenas weses gt ~ . 
Percent change..scsccccccsccccece eee + le 1,098 36,798 37,310 21,166 ian 127653 
73 394 42,249 27,485 lil, 6 31,014 36,812 16,272 . ll +9 
*SYRACUSE, N.Y. 640,511 164,078 55,858 60,504 39,813 23,232 110,84 4 19 ey + 30 
Meshe ckdeeeseeceexs eeerecccces 571,562 138,565 50; 331 , 4 st + 18 Oo on 
RASERSbi08606456h05505000088 + 
es CRANBSC. ccccece Coccccccccccccs +i2 ‘s ees ¥7,591 22,700 igo} gn Ror: 3,428 
, 
wot Sai S| Fi | wa 15,486 | Vo - 18 + 2k : sal 
As ecccee eee 283, 2his 69, 746 ae 31» 19 Het +9 7 
DPV ROR bES4606600b004000000650006 . 13 igh 3 We 69,246 
Ns bbo6b0000s6scees eeee 63 838 30,9 ? 
Percent change ren 46,197 49,696 | 166,188 peda 49,570 21,937 53,870 
TAMPA-ST, PETERSBURG, FLA, o72 || 197,364 66,657 | 126, 4 316 28,519 | 112,387 35579 nee + 4a + 29 
NC COE whe h55n%0040400600-6060006 - 888 , 7 1297645 51,624 83,567 34,3 + Th + 48 ve 63 
Ee edliceensccensescacs 609,972 o + 29 + 51 + 35 
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oehler furniture p 
front row seat 
for sales in LIFE 


ic 


‘“‘We know the LIFE audience is responsive to new ideas...” 


Effectiveness 
is a fact of 


The well-known Kroehler Mfg. Co. has been 
a strong and regular advertiser in LIFE for the 
past 22 years. How well has this continuing pro- 
motion worked? 


Says D. L. Kroehler: ‘‘We have consistently 
selected LIFE to lead the nation-wide introduc- 
tion of our exciting new lines. Why? Because we 
are convinced that your medium is ideal for pre- 
senting a new concept with all the possible impact 
and appeal. 


“LIFE readers are young, alert, receptive to 
what is fresh and different. We know that. We 
know, too, that retailers are sold on LIFE .. . as 
well as consumers. Recently we saw our ‘New 
Idea’ promotion in LIFE confirm our confidence. In 
fact, sales for leading retailers were phenomenal.” 


LIFE works... for Kroehler Furniture, for 
Polaroid, for Kaiser Foil and RCA. That’s why 
the advertising in LIFE is 11 million dollars ahead 
of last year in the first ten months of 1959. 


HOUSEHOLD FURNISHINGS 


MAGAZINE ADV. INVESTMENT 
EE See er, $2,481,389 
Saturday Evening Post........... 1,605,689 
Better Homes & Gardens......... 1,499,425 
House Beautiful................ 1,463,219 


Living For Young Homemakers. . 1,257,671 
Source: P.I.B. (Jan.-Sept., 1959) 
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Census Figures on Retail Sales 
by Metropolitan Areas, 1954-1958 


1959 


(000 omitted) 
Furniture Lbr., bldg. Drug 
Food Eating, General Apparel, eco ? Auto- — matls., hdve., pro: —_— tains 
Area Total group drinking | merchan- acces- furnishings, motive peat farm equip. prietary . a eubht iene 
places dise sories appliances group stations Asalere otesen stores 
t 
‘ | 
TERRE HAUTE, IND, 
Tien adil 129, 376 27,709 | 10,230 22 ,320 4 , 786 7,19¢ 21,513 10,035 71695 22360 La — 
TP csccovseesss bebbebetececeseosden | * GEGGE 24,227 | 8,497 23,736 5,458 5 » 32% 23,022 7,09t —r 2 3 a ag" 
Percent ChANBe..cccccccccccccccccccs +8 + 14 + 20 - 6 - 12 + 35 -7 + 41 35 sl 
TOLEDO, OHIO 
2 46 8,996 
1958... sacdvevieeses cccccccccccece| 545,393 || 136,406 | 59,070 76,662 26 , 361 28,271 70 441 45,468 28 ,669 21,903 39,1 , 
Breen es | Saniee nt Uae | heen ; 29,251 28,128 | 87,597 | 33,691 27,495 | 18,567 | 39,763 9,653 
DENRGNE GUNN .000000000e0e0nssesoes +7 * 27 | + 28 + 23 - 3 +1 ° + 35 ™ * w -@ 7 
TOPEKA, KANS. 
., oe ceccccccccccccccccccococcs| 160,198 |. 38,067 | 8,758 20,473 10,241 11,327 25 5395 13,656 12,462 6,112 14,457 3,190 
195s. esses iscecesssececesecssesoee| 143,516 |] 30,725 | 7,433 | 16,177 | 9, 488 11,803 | 26,819 | 10,033 11,436 | 4,991 | 11,952 2,659 
Percent ChANGC...csscccccccccecscess + Ls | + 2h | + 18 * 27 +8 -4 °3 + 36 9 
TRENTON, N.J. 
1958... vakatniaiiyhebeien seceeee| 343,654 || 82,373 | 31,727 | 35,261 | 30,632 20,615 | 45,503 | 20,014 sae) Se fe pees 
195. ceccecceeeccsees errerrrrrrrre 336,000 || 74,084 | 28,423 35,189 | 27,436 20,317 | 53,216 | 18,749 20,5 ag 36,693 13,933 
Percent CHANBeC..ccccccccccccsccccecs eT +11 + ie + 12 +1 - 1b * 7 ~. 15 y) ° 32 
TUCSON, ARIZ 
 iicg sescccecccccccccccceses| 270,918 |} 61,271 | 21,614 | 26,221 | 19,640 17,919 | 46,300 | 23,352 20,003 13,232 17,226 i, 1h0 
Resetesseevases pseveesesenones eee] 204,206 50,330 15,596 2h , 368 13,398 10,166 30,957 16,123 are Ue ae 2,617 
Pe GD, og vac bnennessee dees +35 + 22 *> +8 + 47 + 76 + 50 + 45 - + 52 +e ¥ 2 
TN 9SBsvesecessesesessecencecesseecese| 456,254 ]] 107,249 | 24,907 | 56,72 | 29,748 27,907 | 89,252 | 35,706 33,631 | 18,246 | 23,593 gene 
Pbenisisboncsres sbkibanewiee eee] 396,913 79, 342 2b 421 4s 086 29,962 21,761 90 , 648 25,987 34,189 13,963 23, 350 9 204 
Percent ChANZe..cccceseees $0000 00e00 +15 + 35 +2 +29 -1 + 28 22 + 37 i + 31 +s ~% 
UTICA-ROME, N.Y. 

958... MN 2 84 , 339 27,080 37, 348 23,246 16,187 56,335 19,485 21,092 10,183 41,172 8,805 
“er spdedboscaddveccceeces PSM P F » » , 626 3 oe 
195M ccccces weboonee ecvcccccces oeece 306,926 TT, 980 24 540 24,293 21,430 15,699 49,713 19,314 23,62 7,937 375455 5,039 
SUSE. ccc deceseeeseoses +12 + 8 + 10 + 54 + 8 +3 * 23 +1 * i + 30 + 10 + 75 

WACO, TEXAS 
er sdesecescecveces! MR 37,793 10,375 23,420 6,986 8,617 30,450 11,484 9,998 52308 ng 1,880 
95M ccocccecece searcceccoecesosesoes| 199,018 34,811 10,038 20,039 6,540 7,290 30,763 9,637 12,065 5,747 10,583 1,505 
Percent ChANge.ccccccccccccccccccess *T +9 +3 +17 oF + 18 -l +19 o aT - 8 + 21 + <) 
WASHINGTON, D.C. | 
1958. .006 Cévd ed bOs Sob vOneoOObSsasese [Rp SNgNED | 376;950 | 198,851 | 300,352 | 16e,270 130,607 | 371,703 | 152,144 88,276 | 123,494 pees de Nios 
Ee errs Pe ee 162,458 260,142 142,594 87,532 328,591 116, 354 94,517 93,594 229 , 22 1,885 
EEN. o. ciucasensecsbeness + 18 | + 23 + 19 +15 | + 14 + 49 + 13 + 31 -7 + 32 +9 + 13 
WATERBURY, CONN. l 
1958 .ccee PTETTETTOCTOOOT TTT 190, 389 \! 54, 370 14,791 11,796 16,726 11,894 29 ,068 9,567 11,817 6,655 19,640 yr 

PENS sksabanedecs Theblbeenbaeevesost Aebsee 48,976 14,584 11,278 | 18,135 12,859 28,780 7,579 13,885 5,450 20,019 3,665 

Percent Changes ccccccccccccceccccece + 3) + 11 * i +5 | - - 8 +1 + 26 «i + 22 -2 + il 
WATERLOO, IOWA 

"1958. sess lyeaee Seseasébaesoveeoseors| 355,008 ! 32,753 8,735 17,422 | 8,473 7,082 24,869 9,581 12,839 4434 12,440 2,494 
Fee cmaakets jeenteisetésecesss| WOE Ga 7,854 15,061 7,594 7,881 23,921 7,448 13,217 3,711 14,051 2,390 
Percent ChANGC...secseescecscecccers + 10 || + 30 + 11 + 16 + 12 - 10 + + 29 «3 + 19 - ll +4 

l 
*WEST PALM BEACH, FLA. 
Te Pes 309,465 || 71,823 25,941 29,150 21,293 19,704 53,126 20,495 19,455 9,228 33,849 5,401 
EPPF 66064 bs0d0008 198,461 || 42,257 17,950 12,413 18,043 15,560 35,813 12,298 12,894 6,547 22,274 2,412 
Percent change.. + 56 || + 70 +45 + 135 + 18 + 27 + + 67 +51 +41 +52 + 124 
| 
*WHEELING, W.VA. 
See ee =f 54,492 15,275 22,936 12,868 12,565 30,629 13,630 12,212 5,681 14,078 3,916 
Pi seovcece Li cbetseaccesececeeccest SaSeeT1 |. 50,733 14,266 2h , 320 12,456 10,831 26,714 11,493 10,937 4,516 13,082 4,509 
Percent change...... era veseesaewenss + 8 || 7 + 7 - + 3 + 16 +15 + 39 +12 + 26 +8 - 13 
WICHITA, KANS, 
aS ere 437,642 | 101,995 | 23,893 53,411 24,151 22,500 85,649 34, 637 34, 266 16,528 30, 704 9,908 
ecaksaGs sccccccccccccccccccccce| 376,956 ||  7h,962 21,584 42,899 25,335 21,315 78,221 23,781 34, 347 14,023 32,878 7,611 
POPS CRN s 50000'005600ecc0cerere + 16 + 36 +11 + 25 - 5 + +9 + + 18 - 7 + 30 
WICHITA FALLS, TEXAS 
1958. .00. a 152,772 30,126 7,979 19,101 9,196 6,629 36,690 10, 388 9,297 6,403 15,991 972 
LS ee cccceccccccccsccccce| 135,464 26,529 7,255 13,417 9,229 6,158 29 , 604 9,194 6,832 4,678 21,613 955 
NE WN 3 6545545 066005060 0000 +13 + 1h + 10 | + ho fe) +8 + 2h +13 + 36 + 37 - 26 +2 
WILKES-BARRE-HAZELTON, PA. | 
1958. .00. shssosssnscsesessesseosecse] SSR0N6 1] 208,086 | 96,260 | bs, 564 | 28,407 16,618 | 49,055 | 19,077 16,916 8,323 |} 34,771 7,969 
19540000 RSnaenecersaceccssecooecses| 309,900 85, 384 22,555 | 38,442 24 ,869 18,603 50,005 15,748 15,507 6,621 25,747 6,419 
PRPOGRS GHENBE. ccc ccrcccccccsccesces + 14 +19 + 16 | + 16 + 14 ei -2 + 21 +9 + 26 + 35 + 2h 
WILMINGTON, DEL. 
ee A Pee 447 , 206 110,879 29,788 52,958 27,611 26,874 70,626 31,472 23,428 15,044 51,240 7,286 
LUPP oeheseeerieccieccesscccceceosoce! SOR AAD 81,822 25,178 41,871 27,317 23,565 9290 22,291 22,001 11,611 64,509 7,994 
Percent change...ccccccccccs cabeaoe + 17 + 36 + 18 + 26 +1 +14 + 30 + kl +6 + 30 - 21 -9 
WINSTON-SALEM, N.C. 
1956... «ose Sr aiay eveececccscocccccce! 104,752 39 447 9,605 22, 393 16,977 12,222 31,990 13,041 11,505 6,096 18,324 3,152 
155h 000% piaheeee Seootecesccocessoel 155,505 32,571 7,597 21,881 13,463 9,243 27, 4 9,754 9,297 4,037 17,039 3,168 
Rercent ChanQe.cccoccccecccccccccece + 19 > 2 + 26 +2 + + 32 > 37 + + ah * Su + -1 
WORCESTER, MASS. 

a Barevarersonereseroovecsovesesece 344, 391 90,999 25,193 31,202 30,634 17,248 44 520 22,602 24 ,629 11,486 39,404 6,474 
O59 occccee POSS Cocoreeeeoccccscecooee 
PEPOUNS GROMER c keccrcdcvesenccocvace +7 + 19 +3 +8 + 13 -4 - 18 + 27 + 5 + 21 +15 - 7 

YORK, PA. 
MPP ewoccvrcsceccesesesccccccceccecs! 260,009 56,648 14,917 29,713 17,219 20,960 51,315 15,391 13,376 4,675 25,411 11,184 
| en ecccccccccccccccccccccccsces 239,252 47,781 14,161 26,064 14,717 16,045 hy ,857 13,956 18,772 4,148 9343 10,408 
PORORRE COMER occ ccccccccccccccceses +9 +19 +5 + 14 +17 + 31 +14 + 10 - 29 +13 - 10 +7 
*YOUNGSTOWN, OHIO 
19S. ceeeereecesercceeccesccceseesee| 527,325 |} 1hh,687 | 36,265 | 76,305 | 27,409 27,092 | 81,590 | 38,450 31,768 | 17,577 | 33,448 12,734 
PP ccescscccccsccccscesscecce ceseee! 476,730 | 126,454 34,901 61,601 26,447 28,601 76,580 30,066 35,587 12,604 32,273 11,616 
POPCORE CHENGO. ccccccccsccccccccsecs * + 1h +h + 2h +h e 5 +7 + 28 ~ 2 + 39 +h +10 


Notes: *—-1954 line-of-trade data adjusted to conform with 1958 coverage specifications. yy¥—1954 data 
omitted because of non-comparable coverage. [_|—1954 and 1958 data cover somewhat different areas, 


but the figures are roughly comparable. (D) figures withheld to avoid disclosure. NA— information not avail- 
able. 
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BOURBON 
MAKES A 
SPLASH 

IN THE 
NOVEMBER 15 
VOGUE 


...and the selling influence ripples out 
across America. This striking drawing 
by Esther Larson is one of half a dozen 
forming a dramatic,six-page, bourbon- 
coloured advertising section in the 
November 15 vocur. The Bourbon 
Institute, I. W. Harper, Jerry Parnis 
dresses, Albert Weiss jewellery and 
Ingber handbags join to promote bour- 
bon as a colour trend, bourbon as an 
entertaining trend. For liquor adver. 
tisers it could mean the start of a new 
advertising trend . . . because women 
are a vital, growing potential as liquor 
buyers and voGuE can be the perfect 
medium to reach the most influential 
women customers. See November 15 
issue Of voGUE and the way that The 
Bourbon Institute and I. W. Harper 
talk liquor in the language women 
understand —fashion. You'll discover 
bourbon (or any other liquor) witha 
splash of VOGUE is a potent mixture. 


VOGUI: 


a Condé Nast Publication, 420 Lexington Ave. 
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83% 


The people 
who buy, 

or specify product, brand, 
amount, and source 
for more than 83% 
of everything bought by 
hotels and motor hotels 
read 


105 W. Adams $F. 
Chicage 3, Ill. 


a Clissold Businesspaper 


Close as a clean shave to the 


DAVENPORT METROPOLITA 


‘Study Company Objectives to Understand | 


Corporate Image, Bickmore Tells Designers 


New York, Nov. 17—“The rea- 
son many companies do not know 
what their corporate image is or 
should be, or how to get it, is be- 
cause they have not spelled out 
their objectives,” Lee S. Bickmore, 
exec vp of National Biscuit Co., 
told the American Society of In- 
dustrial Designers here last week. 

“Every company should put into 
writing its objectives,” Mr. Bick- 
more said. “It should spell them 
out covering products, people, ad- 
vertising, profits, expansion, etc. 
Once a company does this, the 
image begins to take form. The 
products, the people, the adver- 
tising and the many other factors 
can be directed to create the de- 
sired image. 


Davenport Newspapers --- razor close to 
272,600 Quad-Citians and their $6,384 E.B.1. 


days a week. 


Circulating Davenport and Bettendorf, lowa; 
Rock Island, Moline, East Moline, Illinois 


i Mi i ] 
py 


| 


per household --.- reach 100% of the Scott DAVEN 
County, lowa, population — pius substantial 
numbers in Rock Island County, Illinois — 7 


“The listing of the company ob- 
jectives and spelling out of how 
to achieve them through products, | 
people, advertising, etc., almost) 
becomes a job description of the 
corporate image. 


s “A company image is made up 
of many factors,” Mr. Bickmore 
said. “The three most important 
in many companies are, first, 
products; second, advertising, and 
third, employes. This is logical. | 
Generally, more people know} 
about a company through its prod- 
ucts than any other way. Next, | 
many people see its advertising, 
and third, many people come in 
contact with the company’s em-| 
ployes. Hence, an image or images 


EVENING 


ron 
NEWSPAPERS 
Represented by Jann & Kelley inc. 


|do this. 


Copr. 1959 Sales Management Survey of Buying Power 


| re-introduced it 


Advertising Age, November 23, 1959 


are formed. This image 
change from time to time. 


may | 16-0z. and 8-o0z. packages of loose 


Ritz, but the unit sales in the 


“With competition as strong as|stack pack are showing substan- 
it is, with costs of doing business | tial increases month after month. 


increasing rapidly and profits in 


“Thus we think we are enhanc- 


a squeeze. businesses are taking|ing the image of Ritz as a high- 
a strong look at themselves to de-| quality, good-value product. Here 
termine just where they are go-|the image is helped by a change 


ing. Competition is forcing all com- 
panies to operate at top efficiency. 


range planning which _ should 
mean spelling out their objectives 
more clearly. 

“As competition becomes more 
competitive,” 


|Hence, they must engage in long-|tising men a hook to use and they 


Mr. Bickmore said, | 
“companies that do not know | 


where they are going or how to) 


get there just won’t be going any- 
where, except broke.” 

Pointing out that there are many 
ways in which a company can 
achieve a degree of uniqueness, 


Mr. Bickmore said it can be done! 


“in the product itself, in the pack- 
age, in the name of the product, 
in the sales, advertising and mer- 
chandising techniques. 


a “For instance,” he said, “we de- 
veloped a product which consumer 
and market tests indicated should 
be a winner. It wasn’t. Research 
revealed the trouble was in the 
name. We took the product off the 
market, changed the name and 
in a different 
shape and package, and it became 


/an immediate success.” Mr. Bick- 


in the package. The package 
change certainly gave the adver- 


are exploiting it to the fullest.” 
(McCann-Erickson is the agency 
for Ritz crackers.) 


# “You can tell when the initial 
uniqueness is no longer effective,” 
Mr. Bickmore said. “The slower 
movement of your product usually 
is the first indication. If a com- 
petitor has made a major improve- 
ment on your uniqueness, you had 
better move. Products with a 
unique quality are a lot like style 
merchandise—obsolescence sets in 
pretty fast.” + 


Shatterprootf Revamps 


Shatterproof Glass Corp., De- 


|troit, has set up a separate sales 


promotion department to_ inte- 
grate certain functions of the ad 
department with sales activities. 


|Heading the new department is 


more did not name the product in| 


question. 

However, he said, with all that 
Ritz crackers have meant to Na- 
tional Biscuit Co., “we could not 
rest on our laurels. Last year, we 
put Ritz in single stack packs in 
a 12-0z. package, rather than hav- 
ing the crackers loose in the car- 
ton. It cost us over $1,000,000 to 
Now the consumers get 
Ritz this way with no breakage 
and very little chance of the prod- 
uct going stale. We still have the 


Patricia C. Hartmann, formerly 
Shatterproof’s ad manager. The 
new ad manager is Billy F. Poiri- 
er, formerly Mrs. Hartmann’s as- 
sistant. 


Schmid Joins Controls Co. 
Hans R. Schmid has joined Con- 
trols Co. of America, Schiller 
Park, Ill., aircraft and _ missile 
control maker, as ad manager of 
Controls Co., A. G., Zug, Switzer- 
land. The Zug operation is Con- 
trols Co.’s base company for for- 


|eign operations and is the coordi- 


nator of European sales and tech- 
nical services activities. Mr. 
Schmid will headquarter in Zug. 


a P&A buyer © 


isa PeA salesman, for he is well pleased with 


P&A quality, service, and product variety. He 


mae ys 


becomes a salesman by often voicing approval 
of PeA. We can think of no better endorsement. 


ELECTROTYPES, NICKELTYPES, MATS, R.O.P. COLOR GLASS MATS, ; 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES. 


PARTRIDGE & ANDERSON COMPANY ! 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 
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Where do you get BETTER SERVICE than at P& A? 
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| Storer Earnings Up Sharply Net profit, after taxes, were $865,- | years. 
Sarnoff Shuns for First Nine Months, 1959 |719 for the third quarter of 1959, The campaign is being placed by| 1000 SALES IDEAS 
Storer Broadcasting Co., Miami|Compared with a loss of $1,464,838 | Barlit Productions, Chicago, which | 


. Beach, has reported a net profit|for the same 1958 period. ;recently succeeded E. H. Brown ONLY $10 
Radical Steps 


{} after taxes of $3,580,268 for the Advertising, Chicago, as agency on | 

it first nine months of 1959, compared| Yusay Pilsen Sets New Push the account. Successful ideas from 

| to $264,782 for the comparable 1958| in 4 Media in Chicago | Successful companies on 
to Cure TV Ills period. Earnings rose to $1.45 a| Yusay Pilsen Brewing Co., Chi- Gully Heads Burnett PR Unit SALES, MERCHANDISING, 
share from 11¢ a share during the|cago, which has just completed a Harold W. Gully, formerly gen- 


; same period. The low earnings in|comprehensive market analysis, 
New York, Nov. 17—What is the| 1958 were caused by the company’s| will kick off a new ad campaign 


| ADVERTISING, PROMOTION! 


eral European newspicture man- 


ager for United Press Interna- Each month, for a year, you receive 


solution to the problem created by | discontinuance of its Wilmington-| about Dec. 1 in the greater Chicago | tional, London, has been named | pate profitable y AEN... _ 
the tv quiz scandal? Philadelphia tv station, Storer re-| market. The new push, which will| manager of the pr section of Leo| Snowing results produced . . . as re- 
This was the question raised by | ported. ‘run in newspapers, outdoor, radio Burnett Co., New York. He will | oe ane ‘pebtogtone. haat et 
Robert W. Sarnoff, NBC chairman,| Ty station revenues for the first | and tv, will reemphasize and prom-| supervise the department's serv- your own profitable use. Worth many 

in a luncheon address before the}nine months of 1959 rose 8.9% |inently feature the Yusay brand|ices on the Eastern Seaboard I Vanes ES Tae ee Coa 


Pie NBC-TV affiliates meeting here| above the like 1958 period, while | name, which has been played down | coordination with Burnett's pr | BRIEFED 
last week. He began to answer his| radio revenues increased 11.6%.|in the company’s ads in recent| 


! headquarters in Chicago. | 400 Madison Ave, (Dept. A), N. Y. 17 
own query by suggesting, and then e Menara We 
rejecting, these possible solutions: | = 

(1) abolishing all quizzes, (2) ap- 
’ pointing an industry czar with 
broad police powers, (3) substi- 
Fi tuting the British pattern of adver- 
tiser inserts for the American sys- 
tem of program sponsorship and 
(4) tightening government regu-| 


' lation through the Federal Com-) ee 
munications Commission, the Fed- | Ou e 
; eral Trade Commission or specially | 


created commissions. 

t He did favor a law making it a h f h 
crime to rig a broadcast contest. t e response oO t e 
s After nixing all these possible h l l 

solutions, Mr. Sarnoff did not offer ot er oca paper! 
any new cures of his own. His pre- 

scription seemed to be: Leave the 
industry to work out its own prob- 
lems. 

He said NBC had already moved 
) to restore confidence in its quizzes. 

The network is now directing at- | ee 
’ tention to other areas where im-| 
proper practices might appear—| 
kickbacks, payolas, the exchange 
of money for plugs, and deceptive 
advertising practices. He noted 
that a new unit had been set up to 
maintain surveillance and control 
in the trouble areas. 

Mr. Sarnoff said the role of this 
unit, which was announced last | 
week by NBC President Robert | 

Kintner, had been misunderstood. | 

“The unit will not be a private 
police force, but an executive staff 
group which will help us separate 
the gray areas into black and white, 
into acceptable and non-accept- 
able,” he continued. “From it, we 
will seek reasonable ground rules | 
for safeguarding the integrity of 
our programming and practices. 


O Times 
the response of the 
leading New York 
Sunday paper! 


... That's how the NEWARK NEWS topped the 
field in recent coupon tests of Sunday news- 
papers, conducted by GOOD DEAL SUPER- 
MARKETS! 


ows 
New 
sund®y 
.. » O 


=» “The unit will not engage in 
witch hunts; neither will it under- | 
take to eliminate those elements of 
entertainment which are essential 
\ to the vitality of entertainment it- 
self. We see a clear line between 

the illusions of the entertainer and 

: the fraudulent acts of a quiz rigger, 
, | between sub rosa payments for 
' slipping an unauthorized product) 
into a show and the bona fide fee 
a publicity agent gets from his 


f client when the latter appears on a| ‘ 
4 program that wants him,” Mr. Sar- -- Ee r 
i noff said. + Raven MARAT 


: tacon kNows | 
i # MAGAZINES! | 


We specialize in magazine clipping. 


Our list covers 3500 business, farm cs - ° ° . 
and consumer magazines—a complete cee again confirms our confidence in t be 
blanketing of the American magazine | 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- | 


tition’s publicity, competitive advertis- 
ing or subject research. Here is the 


Cty | Newark 
* BUSINESS * FARM 
280,000 Dail 
News 3'70,000 puniny 


* CONSUMER 


Send for Booklet No. 59 | 
“Clippings Benefit Business” 
BACON'S CLIPPING BUREAU | 


14 E. Jackson Bivd., Chicago 4, Illinois 
WA bash 2-8419 


Newark, New Jersey Metro Sunday Newspapers O'’Matia & Ormsbee 
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Gotttried Joins Maitland 


dustrial advertising department. He 


J. A. Gottfried has joined Vic formerly was advertising and sales 
Maitland & Associates, Pittsburgh, | ™@nager of the Micarta division 


as an account executive in the in- 


of Westinghouse Electric Corp., 
| Hampton, S. C. 


An Ad Agency that Loves DIRECT MAIL 


Many agencies don’t want to ‘‘monkey’’ 
with MAILVERTISING. (Some don't 


have the know-how). Direct Mail is no 
stepchild here! We co-ordinate space 
advertising with it. Phone HA 17-9187 


“That Fellow Bott” © 


Leo P. Bott, Jr, 64 E. Jackson, Chicago 


Broadcast Hash Prepackaged 

Broadcast corned beef hash is 
now being packaged in a new 1 
lb., 10 oz. can. The larger can has 
a new label featuring Effie, a car- 
toon and radio character, which 
has been featured in Broadcast’s 
_| advertising for the past year. 


Advertising Age, November 23, 1959 


|Bourbon Institute's ing the increasing role women play | adelphia), a page showing costume 


in the purchase of liquor, and also| jewelry by Albert Weiss (placed 


6-Page ‘Vogue’ Ad presents some of the new fashion-|by Ted Gravenson Inc.), and a 


able fall colors in bourbon beiges,|page for I. W. Harper bourbon 
ambers and browns. whisky, a Schenley Industries 
Woos Female Buyer The six-page insert includes the| brand (placed by Kleppner Co.). 
New York, Nov. 17—What is institute’s opening page (placed Continuity is established by us- 
reportedly the first instance of aj by McCann-Erickson), a spread|ing one artist, Esther Larson, for 
whisky promotion tied in with|showing holiday and resort fash-|the six-page sequence, plus identi- 
fashion appears in the Nov. 15 is- | ions by Jerry Parnis, dress de-|cal typography, and so-called 
sue of Vogue. It is a six-page spe-|signer (placed by C. J. Herrick} bourbon brown ink. 
cial “splash of bourbon” insert! Associates), a page showing hand- 
which launches the Bourbon Insti-| bags by Ingber (placed by Braun 
tute’s new fall campaign recogniz- | & Miller Advertising Agency, Phil- 


@ The advertising will be backed 
by intensive department store 


IDENTIFICATION 


A SPECIAL BREED a 
compared to Coke’s 23.3%. 


6XK.5SxXKw 


ae electronics 


merchandising. Promotion kits 
have been mailed to 300 depart- 
ment stores which will mail special 
folders to 25,000 women customers. 
Department stores will also feature 
bourbon brown in newspaper ads, 
store windows, and in-store dis- 
plays in accessories, bar, food and 
home furnishings departments. 

Conception of the idea for the 
jadvertising is credited to Com- 
munications Counselors, public re- 
lations division of McCann-Erick- 
| son, which also represents the 
Bourbon Institute. 


|@ Vogue was consulted and agreed 
|to help coordinate the advertising 
|for the insert in cooperation with 
|the various agencies, particularly 
lin view of the fact that a recent 
survey of liquor preferences con- 
| ducted among the magazine’s read- 
ers showed that 63.6% bought 
bourbon and served it in their 
homes. 

The Bourbon Institute plans to 
do additional advertising on the 
role of women in the purchase of 
liquor in newspapers in major 
bourbon markets. # 


Pepsi, Manischewitz, 
Bustello Top Brands 
in N.Y. Spanish Mart 


NEw York, Nov. 17—The Span- 
| ish-language market in New York 
City is sharply delineated in a 
new study conducted by Pulse 
Inc. for Diario de Nueva York 
and WHOM. 

The study, based on personal 
interviews in 500 homes, yielded 
the following capsule picture: 

e The Spanish-language popula- 
tion in New York now totals 924,- 
/000, crowded into 210,000 house- 
| holds. 

e Median age is 23. 

e Head of the household has an 
average income of $65 a week. 

e About one-third of the female 
heads of households also work. 
Average salary: $50 a week. 

e Counting money earned by all 
members of the household, income 
per family averages $87 a week. 

e The median monthly rent is 
$53. 


® Questions on brand preferences 
showed clearly that certain brands 
do extremely well in this market. 
For example, in soft drinks, Pep- 


In 
wines, Manischewitz had a 56.9% 


In most industries the management man went to business school and doesn’t preference, compared to 13.7% for 
concern himself with design problems. runnerup Gallo. 
nt gents the a engineer doesn’t concern himself Mn My my Pages = 
ani gement problems. an 81.2% preference score. 

The electronics man is different. Two Liggett & Myers brands, 
Look at his badge. It reads Research-Design-P roduction-Management. eer sen te, tp me 
His interests are in any or all of the four areas. cigaret field, with preferences of 
No matter where you find the electronics man his engi i c ee ant eaaear to ieee 
re 3 é s engineering background They are followed by Marlboro 
enables him to influence the purchase of electronic components and equipment. (16.2%) and Kent (10.6%). Camel, 
Your advertising must reach him if you are to sell electronic goods. perennial national leader, has a 
EME This is the strength of electronics, the’ one magazine published weekly and edited afume Sees GF ine NBTNN, SHREEE- 

to reach this engineering oriented electronics man, wherever he is. ae ea brerlighcarenitial 


THE ELECTRONICS MAN 


In the toothpaste and _ soap 


fields, Colgate-Palmoli b d 
“BUYS” WHAT HE READS IN electron ics @ dominate. ‘Colgate toothpaste 


A McGraw-Hill Publication > 330 West 42nd Street +>New York 36,N.Y. 


racked up an 84.8% preference 
and in the electronics BUYERS’ GUIDE share and Palmolive soap showed 
up with a 50.8% share in the 
toilet soap market. Lux, perennial 
toilet soap leader, scored 3.2%. 
Colgate’s Fab also led the soap 


powder field by a wide margin. # 
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QUAKER OATS AD GETS 
BIGGEST RESPONSE PER DOLLAR 


A single ad in Family Circle got over 600,000 women to enter Quaker Oats’ 
$125,000 Sweepstakes—largest response per thousand (and per dollar) of the 
four major magazines Quaker used. Women’s response to Family Circle is part of 
ACTIVISM—over 150,000 requested reprints of one editorial, and 430,000 bought 
an art print. This is reader response. This is one of the ways ACTIVISM works. 


But ACTIVISM is much more than a few suc- 
cess stories. It is the whole spirit of Family 
Circle. ACTIVISM is our 15% page growth, 
34% revenue growth, 116 new product ad- 
vertisers. It is the unique way Family Circle 
is designed and written, and how this mag- 
azine goes home from the store on top of 


the shopping bag. ACTIVISM is the way 
women read Family Circle, think about it 
—do things and buy things because of it. 

Family Circle’s advertisers are a big part 
of ACTIVISM, too. They know —as Quaker 
knows—what total magazine performance is. 
Have you checked on ACTIVISM? 


(More examples of ACTIVISM-at-work in these pages soon.) 


IN FAMILY CIRCLE—THAT’S | 


-—— 
=— =, 


FAMILY ~\ 
CIRCLE 

IS 
ACTIVISM! 


...the dynamic 

new concept of 

total magazine 

performance! _’ 
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A NEW MORNING 
NEWSPAPER 


in Columbus, Ohio 


he Citizen-Journal has replaced the Ohio State Journal and the 
Cclumbus Citizen in Columbus and central Ohio. This new morning 
newspaper is a Scripps-Howard publication, but all advertising sales 
and other business affairs will be handled by the Dispatch Printing 
Company 

General advertising rates for the new Citizen-Journal are as follows: 
We for the Citizen-Journal alone, or 7sc on the optional combination 
with the Columbus Evening Dispatch, and Sc on the optional com- 
bination with the Sunday Dispatch 

Contact your O'Mara & Ormsbee man, or write or call Ralph G. Hem- 
ming, Manager, general advertising, 34 8S. 3rd St., Columbus 16, Ohio, 
Kepresented nationally by: O'Mara & Ormsbee, Inc., New York, 
Chicago, Detroit, San Francisco, Los Angeles. 


‘Coan Citze-owral 


} | survey at the annual meeting of 
| the foundation. 


Advertising Age, November 23, 1959 


Anti-‘Nostrum’ Ad 
Campaign Set by 
Arthritis Group 


Fake Cures Cost 
_ Victims $250,000,000 
| Annually, Bernays Says 


| New York, Nov. 17—Deceitful 
advertising and promotion victim- 
| izes 5,000,000 sufferers from arthri- 


}annually, according to a survey 
|made by the Arthritis & Rheuma- 
tism Foundation. 

Edward L. Bernays, chairman 
of the foundation’s committee on 
arthritis advertising and head of 
his own public relations organiza- 
tion, presented the results of the 


| Mr. Bernays announced that the 
| foundation will conduct a national 
| campaign to help eliminate deceit- 
| ful advertising. 

Whether this campaign will in- 
clude the use of advertising, as 
well as public relations and pub- 
licity, has not been determined, 
lan officer of the foundation said. 
The foundation currently has no 
lagency, it was said. A_ policy 
|meeting will be held within the 
|next 30 days, he said, to decide on 
details of the foundation’s over- 
‘all campaign against false adver- 


tising. 

| It was pointed out that the 
| foundation's campaign follows 
{closely an announcement by the 
|Federal Trade Commission of a 
greatly stepped up effort against 
offensive advertising on the air 
and the disclosures of the televi- 
| sion quiz show scandals. 


® Highlights of the foundation’s 
| survey: 


|e About 5,000,000 of the country’s 
| 11,000,000 arthritis sufferers pur- 
|chase at least one misrepresented 
arthritis nostrum each year. Their 
median expense is slightly less 
than $40 annually for such nos- 
trums. An additional $10,000,000 
reportedly is wasted by arthritics 
|on misrepresented treatment cen- 


etary products claim to cure these 
diseases. 


e Patently dishonest or mislead- 
ing claims are widely advertised 
for hundreds of products through 
all forms of advertising media. 


e Federal law enforcement is ex- 
tremely difficult. Budgetary and 
jurisdictional limitations reduce 
regulation possibilities to only a 
very few of all violations. 


® As a solution, the foundation 
suggests, “the attack against med- 
ical quackery must have the co- 
ordinated efforts of government 
agencies, trade organizations, civ- 
ic groups and volunteer agencies— 
in short, the public as a whole. 

“The goal should be twofold: 
(1) The strongest possible con- 
trols, adequately enforced, and 
(2) a public educated to recognize 
false claims, and to resist them.” 

Only 24 states have adopted 
drug labeling and advertising laws 
to correspond with federal legisla- 
tion. The survey reports general 
agreement that the lack of uniform 
state laws is a stumbling block 
in regulating drug traffic that does 
not go into interstate commerce. 

As to controls of drug misrep- 
resentation through self regulation 
of advertising, the survey reports 
that such self-imposed controls 
have existed to some degree since 
early in the century. It is evident, 
it says, that such self controls have 
not proved effective. 


s Commenting on advertising me- 
dia, the report says: “All forms 
of media are used extensively, but 
such advertising is most apt to 
be found on television or in news- 
papers or magazines. Usually the 
more sensational the magazine or 
newspaper, the more sensational 
the claims. Some of the absolutely 
worthless—and most dishonestly 
promoted—nostrums are adver- 
tised in thousands of publications. 
Advertisers probably spend more 
than $100,000,000 a year persuad- 
ing the arthritic to try their 
wares.” 

Of all the nostrums listed in the 
report, it was found that “the 
largest number of purchases were 
made as a result of television ad- 
vertising, with 25% so indicating. 
The ratings of other media—news- 
papers 21%, magazines 15%, radio 
10%. Drug stores were over- 


ters. | whelmingly the point of purchase, 
e Devices, particularly vibrating| With a 72% response.” 

machines, are the most used of | 

misrepresented arthritis nostrums. | ® The foundation, Mr. Bernays 
“Glorified aspirins” are said to be | Said, “will undertake a three-point 
the greatest problem among mis-| Program of (1) proposing and fur- 
represented drugs. These prod-|thering legal sanctions that can 
ucts, in which the only active in- be enforced on a national, state 
gredient is aspirin, are advertised | and city level; (2) informing pub- 
and promoted as giving additional | lic opinion to call for the support 
benefits and are sold at exorbitant|0f these legal sanctions and (3) 
prices. | arousing the medical profession to 
e Arthritis quackery continues i eee om 


attract an alarming number of| Founded in 1949, the foundation 
new operators. Hundreds of brand ‘is a voluntary, nonprofit organi- 
ome products, of little or no val- ‘zation with a network of 59 chap- 
ue, are being promoted for arthri- lters. of which the New York chap- 
tis. : 


ter, co-sponsor of the survey, is 


for every 10 families in the 
’ Indianapolis Trading Area . . . there 
are 13 in its Satellite Markets. 


15% richer and 30°%, bigger than the Metropolitan 
Trading Zone itself ? Where else do you find such 
a widespread area covered from one central point 
. .. and by just ome station with no overlapping 


‘ Figure how much more these prosperous Mid- basic affiliates of the same network ? e There is no known cure for the | the largest. It supports treatment 
Indiana families can buy from you with their far- -TV . +4 Ind} ++ |major serious forms of arthritis,|centers, research and’ educational 
; ; y y WFBM dominates Mid madione, because it is the report says; yet many propri- | programs. + 

. higher-than-average incomes . . . and note that the only basic NBC outlet penetrating this market 


WFBM-TYV puts this key sales area within your first 
15 markets! In Indianapolis, television marketing 
with WFBM-TV makes real sense. 


—Nielsen Coverage Study No. 3 confirms these 
facts. Let us show you how to test regional market- 
ing ideas with amazing results. 
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Represented Nationally by the KATZ Agency ' > + - el 


Beare: ae Sine 


Where else will you find satellite markets that are 
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only basic NBC coverage of America’s 
13th TV Market — 760,000 TV homes. 
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i than-average counties. 1,000,000 population—350,600 families FEM TV I 
with 90% television ownership! ii. 3 ' 
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jew USDA kitchen 
that saves energy 


‘ 
CLARE KNOX EASTER , 
pcr3t ere ARM FAM 
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' 40th MILLION DOLLAR ISSUE 


Fewer than a dozen magazines in all America average more than a million 
dollars in advertising investments per issue. One of these is FARM JOURNAL. 
The magazine which farm families everywhere depend on is, indeed, the 


magazine advertisers everywhere depend on. 
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Farm Public Service in 
the KWTV Community makes 


KANT V6 oxcanoma city 


Oklahoma’s No.1 Television Station 


Traveling to obtain on-the-air 
reports during 1958, KWTV's 
two farm directors visited the 
more than 100 towns shown 
on the map. . . many, several 
times, Proof of KWTV's com- 
munity coverage! 


Advertising Age, November 23, 1959 


= ” |and they’re increasingly independ- 
Specialized Auto nt sn siscriminating, ana obvi 
ously don’t all want the same kind 
M k i H |of car. Indeed, we should speak in 
ar e Ss ere fo that exist and will exist in the 
is |U.S. for varying kinds of cars. 
Sta . Churchill | Recognition of this changing and 
y: |expanding character of its reser- 
voir of customers is the secret of 

American consumer—particularly | American automobile industry.” 

the new car buyer—is becoming 

increasingly more independent and|# S. A. Skillman, vp of sales for 
| discriminating, and recognition of|Studebaker-Packard, ticked off 
this fact is the secret of success in|some facts and figures for the 
Churchill, president of Studebaker-| during the first nine months of 
Packard Corp., said last week. 1959, Studebaker-Packard’s pro- 
Mr. Churchill, who according to} duction increased by 375%, while 
advance billing was to relate the | market penetration almost tripled. 
success story of his company’s | Sales to fleet operations, such as 
York Sales Executives Club an leasing companies and government 
appraisal of the current auto mar-|agencies, accounted for 8% of 
ket and tips on what it takes to|Lark sales during the year, he 
survive in the increasingly com-| said. 
petitive auto business of the fu- This year should be even bet- 


| the plural of the many markets 

NEw YorK, Nov. 17—The|success for us in the contemporary 
the automobile industry, Harold E.| sales execs. Mr. Skillman said that 
Lark auto, instead gave the New |taxicab companies, utilities, auto 
ture. \ter for the Lark, Mr. Skillman 


Speaking of his company’s fi- 


nancial success in 1959 (estimated 
$20,000,000 net profit), Mr. Church- 
ill said: 


said. “During the second ten-day 
period of October, new Lark retail 
deliveries were the largest during 
any ten-day period since June, 


Hot off the Press 


“We have no illusions. This is a | 1955, and during the third ten-day 
business in which one successful} period of October, retail deliveries 
year is a good beginning. We have | were 99.8% above the comparable 
set our sights on achieving for this | period last year,’ he said. Mr. 
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Vital Statistics on 
America’s top community 
and Shopping Newspapers 


|company a permanent and spe- 
| cialized place in our _ industry. 
Competition will grow more in- 
| tense, but we will continue to find 
| soft spots where we can profitably 
and successfully compete. 


es “We are convinced that our 
selling at all times has to be built 
around a product which has spe- 
cific appeal for a particular body 
| of our customers; our advertising 
|'and promotional themes depend 


|Skillman added that for the in- 
|troductory month of October, re- 
tail deliveries were 77% ahead of 
ithe introductory month last year. 
Studebaker-Packard’s minimum 
sales goal for 1960, he concluded, 
is a one-third increase. + 


'B.G. Cantor Voted 


‘President of NT&T, 


. 
for success on being aimed to- Succeeding Bertero 


ward the right type of customer,” 
he said. “Our entire product phi- 
| losophy has to be right in terms of 
| the kind of buyer we would have. 
| “Our customer is one of a grow- 
| ing group of buyers who resist 
ithe high pressure appeals and 
|mass movements. This greater 
;sense of independence is accom- 
panied by increased selectivity. 
He is looking for a car in relation 
to his and his family’s needs ir- 
respective of where and by 
whom that car has been made. 

“The ability to come up with the 
right product at the right time is 
not the exclusive property of any 
one company,” he added. “All 
companies in the industry share in 
this, as history has demonstrated, 
and our Lark is a good example. 
Thus we believe we are embarked 
on a program that offers enough 
difference in product and policy 
to attract and hold this new type 
of car buyer.” 


a And in the heightened competi- 
tion for the auto dollar, Mr. 
Churchill continued, the role of 
the salesman is increasingly more 
|important, particularly in his re- 
lationship to the customer. 

“As the consumer continues to 
become more selective about the 
products offered on the market 
and about his own real needs, the 
salesman will be called on to be- 
come a customer consultant, a 
customer engineer. 

“In short, here are 7,000,000 or 
8,000,000 car buyers every year, 


Los ANGELES, Nov. 17—B. Gerald 
Cantor was elected president and 
| chief executive officer of National 
| Theatres & Television Inc. at the 
lregular monthly meeting of the 
|board of directors. He succeeds 
John B. Bertero, who has been 
|president of NT&T since October, 
|1958, and the company’s general 
|counsel for many years. 
| Mr. Cantor will continue as 
|chairman of the board, a post he 
has held since February of this 
| year. He will relinquish the presi- 
|dency of Cantor, Fitzgerald & Co., 
investment banker, to devote his 
full time and attention to his new 


| eas 
position. 


s Mr. Bertero continues as a mem- 
ber of the board of directors of the 
|company. He will also serve the 
|company as a special consultant 
;under arrangements which will 
permit him to devote the principal 
pamereed of his time to his other 
pursuits. 
| Commenting on Mr. Bertero’s 
resignation, Mr. Cantor said, “John 
Bertero has served NT&T with 
great distinction both as president 
and general counsel. His efforts in 
behalf of the company in his 30 
lyears of service have played a 
major role in the strong position 
the company holds today. And his 
continued advice and guidance, as 
‘consultant, will be of immeasur- 
able aid to us. It is a matter of deep 
personal regret to me that he has 
| elected at this time to resign.” + 


CAN YOU SELECT 
YOUR AUDIENCE? 


Yes, when you place your advertising 
message on the theatre screen you can 
select the area and/or the specific type 
of audience you want to reach. 


FOR COPIES OF BROCHURE AND FURTHER INFORMATION CONTACT: 
THEATRE-SCREEN ADVERTISING BUREAU 
i37 MERCHANDISE MART + CHICAGO 54, ILLINOIS 
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POLO Oe 


THE GHOST of 
the old-time pitch- 
man has long faded 
from the advertis- 
ing columns of the 
modern newspaper, 
but some of his de- 
scendants are still 
seeking to sell their wares in print. 


Alert advertising people are making 
it increasingly tougher for slicker to 
beguile sucker in the public press. 
Responsible advertisers, agencies and 
publishers are working together to 
maintain the integrity of advertising. 
But the big job of day-to-day policing 
of display and classified pages is ul- 
timately a newspaper responsibility 
and a newspaper advertising man’s 
job. 


Each year the Minneapolis Star and 
Tribune turn down more than three- 
quarters of a million dollars’ worth of 
advertising that fails to meet these 


newspapers’ standards of truthfulness 
and good taste. 

Galahad complex? No. Just good 
sense and good business for news- 
papers, advertisers and readers alike. 

Good newspapers are known for 
their reliable and authoritative cover- 
age of the news. Advertising, too, 
must be trustworthy so that readers 
can rely with confidence on the in- 
formation they find in both the news 
and the advertising columns. 

Minneapolis Star and Tribune staff 
men work with a broad knowledge of 
advertising standards formulated by 
medical societies, Better Business 
Bureaus, federal agencies and other 
organizations charged with protecting 


—. elie: 


the health and interest of the public. 
These newspapers regard high 
standards of taste and truthfulness in 
advertising as so important that their 
staffs are provided with a 35-page 
guide book of advertising acceptability 
standards which are constantly being 
amended and clarified. 
Knowledgeable staffers focus an 
analytical eye on every line of adver- 
tising submitted, and strive every day 
to keep honest advertisers in the-com- 
pany of their peers so that advertising 
in these newspapers can share the 
respect and leadership the Minneapolis 
Star and Tribune have earned through- 
out the 344 state Upper Midwest. 


Copr., 1959, The Minneapolis Star and Tribune Co. 


Minneapolis Star zxd Tribune 


EVENING 


MORNING and SUNDAY 


650,000 SUNDAY -: 515,000 DAILY 


JOHN COWLES, President 
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Putman Awards Book Out 
“1959 Putman Awards,” a doc- 
umentation of the 10 winning en-| 


Is Editorial Opinion 


Favorable? 


Press Clippings can keep you informed 
of popular misconceptions that need to 
be corrected or can help you ride 
a wave of popular support. You can invest 
your public relations and institutional 
advertising dollars effectively and intelli- 
gently when you know what the editors 
of the nation are thinking and saying. 
interested in learning how we can 
serve you? 


Est. 1888 


/ PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 


1868 Columbia Rd. NW, Wash. 9, 0.C.—CO 5-1757 | 


Magee Bidg., Pittsburgh 22, Pa 
14 E. Jackson Bivd., Chicago 4, II 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif,—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


COurt eh 
WA 2-537 


NEWSPAPERS + MAGAZINES + TRADE PAPERS &f 


tries for the 1959 Putman Awards | 
for advertising performance, has 
been published by Putman Pub- | 
| lishing Co., Chicago, donor of the) 
awards. Each report gives the de- 
tails of the entry, summarizing: 
| (1) specific sales problems and 
|objectives, (2) the job assigned to 
advertising, (3) the ad program 
and how it was used, (4) what 
was done by the sales department 
and (5) documentary evidence of 
the results. Copies are available 
free from the Putman Awards Li- 
brary, 111 E. Delaware Place, Chi- 
cago. 


‘Redbook’ Names Two 

Stanley Winston, formerly with) 
the Bureau of Advertising, Amer-| 
ican ‘Newspaper Publishers Assn., 
and Esquire, has joined Redbook, 


New York, as promotion manager, 


|a post vacant for some time. At the 
| same time, Maureen Callahan was | 
named assistant promotion man- 


three years. 


—— os 


Advertising Age, November 23, 1959 


Information for Advertisers 


|Marador Appoints Jordan 
Marador Corp., Los Angeles 
manufacturer of catalog covers, 
custom binders and magazine 
binders, has appointed Jordan Co., 


Economic advantages and useful- 
ness of vacuum forming as a tech- 


nique for producing plastic prod-| 


ucts are discussed in a 20-page 
booklet, “Vacuum Forming Shapes 
New Markets; New Opportunities,” 
published by the plastics division 
of Eastman Chemical Products. Ad- 
ditional information is available 
from Eastman Chemical Products, 
260 Madison Ave., New York 16. 


e A slide rule comparator, listing 
complete details of office copying 
machines made by ten different 
manufacturers, is available from 
Minnesota Mining & Mfg. Co., 
Dept. S9-462, 900 Bush Ave., St. 
Paul 6. The comparator is designed 
to aid the prospective purchaser in 


|ager. She has been with Redbook |his selection of the proper copying 
j}equipment and contains informa- 
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Sales are UP in booming Detroit 
Dept. Store Sales............ UP 17% 


New Car Sales 
Employment. . 

Car and Truck Output. 
(Sept.’59 vs Sept.'58 


STORER station 


.UP 97% 
.UP 9% 
UP 90% 


Detroit Board of Commerce) 


And UP is definitely the word for 


WJBK-TV viewers 


September ARB Share of 

Audience is 34.2% — 26.2% higher 
than any other Detroit station. 

One of the leading CBS stations 

in the nation for share of audience. 

You know where your audience 

and sales are going with WJBK-TV— 


They’re going UP! 


CALL K ATZ 


STORER NAT'L SALES OFFICES 
625 Madison Ave., N.Y. 22 
. 


230 N. Michigan Ave. 
Chicago 1 


| sociations 


tion on machine and paper costs, 
types of copying processes, number 
of copies possible per minute and 
the number of processing steps. 


e A directory listing the public 
relations, press and information 
departments of manufacturing, in- 
dustrial and retail concerns, serv- 
ices, trade and professional as- 
and public relations 
consultants will be published early 
in 1960 by Public Relations Direc- 
tory, 79 Wigmore St., London, W1. 
Priced at $6 including postage, the 
directory will also contain a cross- 
reference system. 


Los Angeles, to handle its adver- 
tising and pr. The company is now 
developing new West Coast mar- 
kets. National advertising is slated 
to begin early in 1960. 


Petersen Moves Wick East 

John Wick, formerly midwest- 
ern ad manager of Petersen Pub- 
lishing Co., Los Angeles, has been 
named eastern ad manager of 
Petersen. He will be headquar- 
tered in New York. He replaces 
Ben LeMaster, who has resigned 
to establish his own ad _ repre- 
sentative organization. 


|@ The 
|cock’s Passenger Transportation | 


e A “Grocery Distribution Study,” 
showing the extent to which food 
store merchandise is distributed 
among leading food outlets, has 
been published by the Evansville 
Printing Corp. The 48-page book-| 
let, designed to help marketing | 
executives determine volume po- 
tential, based on the information, | 
is available from Jack L. Collier, | 
National Advertising Manager, 
Evansville Printing Corp., 201 N.W. 
Second St., Evansville 5, Ind. 


1959-60 edition of “Hitch-| 


Directory” (formerly “Mass 
Transportation’s Directory”), 
which contains a buyer’s guide| 
listing over 1,000 suppliers of more 
than 280 products used by passen- | 
ger transportation companies, has | 
been published by Hitchcock Pub- | 
lishing Co. It also contains listing, | 
with addresses, of manufacturers 
advertising in the directory; and a 
listing of all industry associations, | 
giving names and addresses of of- | 
ficers. The 340-page directory,| 
priced at $25, may be obtained) 
from Hitchcock Publishing Co., 
Wheaton, Ill. 


| 


e Copies of a special newly-pub- 
lished 16-page tabloid “Marketing 
Edition” of the Quad-Cities (Rock 
Island, Moline, East Moline, II1., 
and Davenport, Ia.), containing an 
analysis of the major classifica- 
tions of business, statistics regard- 
ing sales, income, employment, 
payrolls, newspaper coverage of the 
Rock Island Argus and Moline Dis- 
patch, are available from Harold 
E. Swanson, manager, general ad- 
vertising, Moline Dispatch, Moline, 
Il. 


e A second edition of the Labor 
Press Directory has been issued 
by the International Labor Press 
Assn. The directory lists address, 
name of editor, frequency and for- 
mat of its 292 member publications, 
plus the list of advertising rep-| 
resentatives, associate members 
who are public relations men of 
unions and of the regional and in- 
dustrial conferences affiliated with 
the ILPA. Copies may be obtained 
from Bernard R. Mullady, ILPA 
secretary-treasurer, AFL-CIO 
Bldg., 816 16th St., N. W., Wash- 
ington 6. 


e Facts on outside-of-bus adver- 
tising, including rates and allot- 
ments, are included in a four-page 
booklet, published by the New 
York City Transit Authority. It is 
available from New York City 
Transit Authority, 370 Jay St., 
Brooklyn 1. 


Graze Opens Impact Agency | 

Ruth C. Graze, former vp of) 
|Alvin Epstein Advertising, has | 
‘opened her own agency, with of- | 
fices in the National Press Bldg., 
Washington. During the past 12 
years she has been a leader in the 
production of local live tv programs 
using integrated rather than seg- 
mented commercials. Her agency, 


| Impact Advertising, will offer com- 
| plete marketing services. 


and only 
ONE can 
give you 
TOTAL 
Coverage 
in the 


PONTIAC 
AREA 


98%, of the homes in 
Pontiac take The Press. 
74%, of Press readers 
take no other daily 
newspaper. 88%, take 
no other evening paper. 
Total Selling needs 
Total Coverage. In 
Pontiac, Total Selling 
Means The Press. 


THE 
PONTIAC PRESS 


PONTIAC « MICHIGAN 
Scolaro, Meeker & Scott, New York, 
Philadelphia, Chicago and Detroit 
Doyle & Hawley, 

San Francisco and Los Angeles 
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Readers 
write: 
they know fact 


| from Ragzle-Dazzle 


on who buys what in 


the Chemical Industry 


THEIR LETTERS 
show they agree 
with C@EN and 
I/EC—that 

THE 


CHEMICAL 
SPECIALIST 


is the key man in 
the purchase of 
chemicals, processing 
equipment and 


instruments today. 


OR some time now, two leading 
[H aeszines in the chemical industry, 

CHEMICAL & ENGINEERING NEWS 
and INDUSTRIAL AND ENGINEERING CHEM- 
ISTRY, have been pointing out the over- 
whelming purchasing importance of the 
chemical specialist in today’s chemical 
market place. We believe this is necessary. 
We believe it is important to you. 


We believe that the true purchasing pic- 
ture in the chemical industry has been con- 
fused. You have been told that you have 
only to sell this executive or that manage- 
ment title, and you have sold the entire 
industry. You have been told that this 
scientific degree is more important than 
some other. Or that “top management”, 
technical training or not, buys everything. 


We have attempted to set the record 
straight. Here, we believe, are the facts: 


It takes a technically trained man to buy 
or specify chemicals, chemical processing equip- 
ment or instruments. He may be a chemist or 
a chemical engineer. He may be a super- 
intendent or a research manager. But, no 
matter what his title, he is first and last a 
CHEMICAL SPECIALIST. 


And this is the composite chemical ex- 
ecutive who reads and studies CHEMICAL 
AND ENGINEERING NEWS, and INDUSTRIAL 
AND ENGINEERING CHEMISTRY, 


C&EN and I/EC do not claim to be all 
things to all people. We claim only to 
represent the two technical magazines that 
are edited for the needs of CHEMICAL 
SPECIALISTS. 

CHEMICAL AND ENGINEERING NEwWs is 
the chemical specialist's weekly news mag- 
azine. INDUSTRIAL AND ENGINEERING 
CHEMISTRY is the chemical specialist's 
only complete technical publication, 


Neither book is edited for a specific title, 
a specific educational degree, or a specific 
management function. Both publications 
are edited specifically for the chemical spe- 
cialist. 
* * * 


HE volume of letters, phone calls 

and comment we have received 

seems to indicate that (a) our rea- 
soning is sound, and (b) the technical 
magazines we represent are the most efhi- 
cient way to advertise and sell to the chem- 
ical specialist. 

Some letters and comments came from 
men high in business and industrial affairs. 
Others came from advertising agency ex- 
ecutives, chemical men, chemical company 
advertising managers. They took the time 
and trouble, out of their busy day, to favor 
us with such remarks as you see below. 


“T read your ad in the New York Times 
with a great deal of interest. Certainly 
the chemical specialist must be sold. I 
am sure nobody who is acquainted with 
your industry would quarrel with this 


” 
concept. 


“T want to compliment you and your 
organization on the very excellent job 
you did on your ‘Razzle-Dazzle’ ad. 
I have felt for a long time that our 
salesmen cannot contact everyone in 
an organization who is responsible 
for buying.” 


“A most provocative type of advertise- 
ment which as far as I’m concerned 
hits the nail on the head.” 


**A good program. Anapproach which 
is unique in our field. It points up the 
importance of the chemically trained 
specialist.”’ *~ 


—_—— 


“It’s a good ad. It’s long but I read it all. 


I agree with most of it.” 


**T have just read your ad and I hasten 
to tell you that in my judgment it is 
one of the finest pieces of media pro- 
motion copy ever written.” 


“One of the best written ads to come 
across my desk in some time. I am mak- 
ing it a part of the permanent file.” 


“I'd like to say that your full page ad 
was just wonderful. I wish I had 


written it.” 


“T read your ad twice. Once on the train 
and once again in the office. It is a great 
ad. Wish we had done it.” 


“*] agree wholeheartedly with the prin- 
ciples you have set forth in the recent 
advertisement headlined ‘Let’s cut 
out the razzle-dazzle about who buys 
what in a chemical company.’ This 
is one of the few advertisements for in- 
dustrial media that says something.” 


ITH the preponderance of 

comment so overwhelmingly 

in our favor, may we—as spon- 
sors of previous statements along the 
same lines—suggest that you owe it to 
yourself and your company to review 
the facts, and see for yourself how they 
fit in with your chemical advertising 
plans today? 


CHEMICAL AND ENGINEERING 


Chemical and 
Engineering News 
(The chemical specialists’ authorita- 
tive news magazine—over 100,000 
readers every week.) 


TH OUSTRIAL AO ENGINEERING CuBmIOTET 


Industrial and 
Engineering Chemistry 
(Processing technology for the chemi- 
cal specialist in Design, Development 
and Research.) 


PUBLISHED BY 

The American Chemical Society, 
1801 K Street, N.W., 
Washington 6, D.C. 


ADVERTISING 
MANAGEMENT 
Reinhold Publishing Corp., 
430 Park Avenue, 
New York 22, N.Y. 


t@” NOTE: CHEMICAL AND ENGINEERING 
News’ 10-minute presentation, telling the factual 
story of ‘Management in Depth”’ in the chemical 
industry, is now available. Also send for Mills 
Shepard's “‘Analysis of Advertising in Chemical 
and Engineering News’; the CPI ‘Market 
Target"’ series; and ‘‘Monday Morning in Pitts- 
burgh”, a dramatic story showing C&EN'’s 
depth-coverage in the Pittsburgh area. Phone or 
write: A. Sruart Powg.., Reinhold Publishing 
Corporation, 430 Park Avenue, New York 22, 
New York, MUrray Hill 8-8600, Offices in 
Chicago, San Francisco, Los Angeles, Cleveland, 
Seattle, Houston, Denver and Tulsa; phone num- 
bers and addresses in local directories. 


ta” (ta NEW OVERSEAS EDITION: 
INDUSTRIAL AND ENGINEERING CHEMISTRY is 
now published in two editions: The Domestic 
Edition, and a new International Edition pub- 
lished here and distributed abroad. Domestic 
black-and-white page rate is $395, International 
$250, combination $495. Send for complete new 
information on new marketing opportunities for 
American-made chemicals, equipment and instru- 
ments abroad, Phone or write Scorr LRONARD. 
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ROBIE See Nr ate, 


Rogers E. Roth 
PAUSE—At the Fort Worth regional 


W. D. (Dub) Rogers, KDUB, Lubbock; Eugene J. and Bob Roth, KONO, San Antonio; 


Commercials Killed — 
Dream of TV Role, 
Sec. Mitchell Says 


Boston, Nov. 17—Secretary of 
Labor James P. Mitchell com- 
plained last week that commercial 
domination of television “has frus- 
trated the brilliant hopes society 
once had for that medium’s ability 
to enrich and improve lives.” 

In an address to the alumni of| 
Boston University, the secretary 
charged that Americans are| 
“smothered by fictions,” and de-| 
luded into thinking that they will | 
be happier, healthier, more suc- 
cessful if they purchase or use 
certain products. 

“The deception practiced as a 
part of the format of any particular | 
program is a small thing compared 
to this massive and wilful confusion 
of values,” he contended. 


es “There is no more dangerous 
form of deception than to create 
secular appetities in a general pop- | 
ulace faced with strict and stern} 
responsibilities to themselves and 
the rest of the world,” he argued, 
“vet this is the very substance of 
commercial pregramming. One of 
the most powerful, certainly the 
most attractive form of communi- 
cation ever devised by man has 
been used not as a spokesman but 
as a salesman.” 


® Similar views were expressed 
in Washington last weekend by Dr. 
Alan F. Waterman, director of the 
National Science Foundation. In a 
speech at a conference on “The 
Mass Media and the Image of Sci- 
ence,” he said, “Some of us feel 
that our emotions are becoming 
surfeited by the banality of an over 
dose of soap operas, shoot-’em-up 
westerns and glib tongued emcees 
of empty entertainment.” Citing 
the fact that thousands of citizens 
have been getting up at unheard 
hours to study physics and Russian 
on tv, he asked, “Aren’t you now 
persuaded that our people mean 
business, and aren’t you able to 
demonstrate to potential sponsors 
that you have a receptive audi- 
ence?” 

While expressing his criticism 


Who BUYS? 


In the hotel- 

motor hotel field, 

the manager makes 
over 88% of all 
buying decisions. 
8154 hotel and 
motor hotel managers 
read 


— 


THE 


HOTEL MONTHLY 


105 W. Adams St. 
Chicago 3, Il. 


a Clissold Businesspaper 


manage 


Tarter B. Roth 
meeting of the National Assn. of Broadcasters were 


Watkins 


jof tv, Secretary Mitchell empha-| Dietrich Joins Mutual 
| sized that the remedy is in awak- 
ened and enlightened responsibil-| appointed vp and general manager | 


John A. Dietrich Jr. has been 
ity on the part of the men who|of the Chicago division of Mutual 
the media—producers,| Transportation Advertising, New 
writers, editors, photographers and| York. Mr. Dietrich had been as- 
reporters, # | sociated with United Advertising 


George Tarter, KCBD-TV, Lubbock; F. A. Watkins, KTHS, Little Rock; Steve Cowan, 
KGBC, Galveston; George Utley, WFAA, Dallas; John Renshaw, KSLA-TV, Shreveport. 


Advertising Age, November 23, 1959 


Cowan Utley Renshaw 


Corp., Newark, for the past 28| Lowe & Stevens, Atlanta, to handle 
years, where he was vp in charge| advertising and promotion of its 
of national sales. Saran shade cloth. The account 

|was formerly served by Lennen & 
Newell, New York, which con- 
tinues to handle all other adver- 
tising for the corporation. 


Lumite Names Lowe & Stevens 
The Lumite division of Chicopee 
Mills in Cornelia, Ga., has named 


If you want farmers to buy 
your product by brand 
name, use the media farm- 
ers prefer...State and 
Local Farm Papers. They 
are a powerful builder of 
brand preference. Edito- 
rial impact makes the dif- 
ference. 
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‘Ads Help You — 
Enjoy Life’ Is 
Ad Week Theme — 


PORTLAND, ORE., Nov. 17—The | 
theme of Advertising Week in 1960) 
will be “Advertising helps you en-| 
joy life,” reflecting the western) 
way of life. Advertising Week will | 
be Feb. 14-20. 

Task force agency for the special 
promotion, which is jointly spon- 
sored by the Advertising Assn. of 
the West and the Advertising Fed- 
eration of America, is Botsford, 
Constantine & Gardner. The six 
agencies participating in prepara- 
tion of the campaign are Cole & 
Weber (newspapers); Joseph Ger- 
ber (business papers); Dawson & 
Turner (farm papers); Pacific Na- 
tional (radio); McCann-Erickson 
(outdoor and car cards), all in 


Marx 


and Miller, 
Seattle 


| Portland, 


|Hoeck & Hartung, (tele- 


F . = La 

i 

Whe? 

Davies Ashbaugh Pruitt 
CREATIVE CONFERENCE—Ironing out details for Advertising Week are 
John C. Buker, manager, John Ashbaugh and Ed Mittelstadt, all of 
Botsford, Constantine & Gardner, Portland, the task agency; Donald 
Ostensoe, ad manager, First National Bank of Oregon, and general 


Mackay, | vision). 


Buker Ostensoe Phillips Wilson Wieden 


Arizona 


American Agriculturist 


Arkansas Farmer 
California Farmer 
Colorado Rancher & Farmer Georgia Farmer 
The Dakota Farmer 
The Farmer 

The Farmer Stockman 


Create product preference fast 
in the media farmers prefer 


Farmers want to be sold through 
STATE and LOCAL FARM PAPERS 


If your product competes with other brands 
. . . the editorial impact of State and Local 
Farm Papers helps your advertising build 
brand preference. 

Asked to pick the one farm publication they 
value most, an outstanding percentage of farm- 
ers choose their State or Local Farm Paper... 
in survey after survey. This media preference 
pays off for you in better readership, wider ac- 
ceptance, and helps develop fast preference for 
your product. And, of course, this means your 
advertising dollars can do a far bigger job. 

Here’s proof of the farmer preference you 
can get with State and Local Farm Papers: 


A survey in a midwest state reveals 4! to 1 
preference for the State Farm Paper over its 
nearest competitor. 45°, of surveyed mid- 
western farmers picked their State or Local 
Farm Paper as their number one farm publi- 
cation. The same or better preference percent- 
age was revealed in two eastern states. In the 
Southwest, a State Farm Paper won hands 
down—with 61.7°, preference. And so it goes. 
Are you interested in creating a preference 
for your product—fast! Then let your farmer- 
prospects make your media choice. Place your 
advertising in the State and Local Farm 
Papers ... Blanket Farmland U. S. A. 


Find out more about the rich Farm Market... Explore the great sales potential it 
offers. Write for Booklet —‘'Farmland USA, America’s Biggest Class Market.’’ 
State and Local Farm Papers, Rm. 1600, 28 E. Jackson Blyd., Chicago, Illinois, 


FIRS? 
4%, 
C3 


Farmer-Ranchman 
Florida Grower & Rancher 
Idaho Farmer 


Indiana Farmer 
Kansas Farmer 


STATE ona LOCAL 
FARM PAPERS 


Kentucky Farmer 
Michigan Farmer 
Mississippi Farmer 
Missouri Ruralist 


Pennsylvania Farmer 
Prairie Farmer 
Southern Planter 
Tennessee Farmer 
Utah Farmer 

Wallaces Farmer 
Washington Farmer 
Wisconsin Agriculturist 


Montana Farmer-Stockiman 
Nebraska Farmer 

New England Homestead 
Ohio Farmer 

Oregon Farmer 


paign revolves around the belief,! poll, 
The thinking behind the cam-|recently substantiated by a Gallup} like 
|more than they admit. 


65 


Potter Mittelstadt 


chairman of the effort; Rick Pruitt, Dawson & Turner; Charles Marz, 
Pacific National; Clive Davies, McCann-Erickson; Frank Phillips, 
Oregon Engraving; Bill Wilson, Cole & Weber; Duke Wieden, Joseph 
Gerber Advertising; Don Potter, Oregon Engraving. 


that people 
and depend 


subconsciously 
on advertising 


“We wanted to avoid arguments 
and defensive justification that 
might arouse resistance,” Donald 
Ostensoe, advertising manager of 
the First National Bank of Oregon, 
and general chairman of the na- 
tionwide industry effort, said. “We 
felt the best approach would be 
merely to remind people, in simple, 
believable ways, how advertising 
helps them get more out of life.” 

The three ads, proofs of which 
have been sent to publications 
along with Advertising Week kits, 
carry dominant photographic illus- 
trations of a family enjoying itself, 
each featuring a different situation. 
All have the same _ headline, 
“This Good Life,” and close with 
the “Advertising helps” theme. # 


U. S. Steel Elects Worthington 

Leslie B. Worthington has been 
elected president and chief ad- 
ministrative officer of the U. S. 
Steel Corp., New York, succeeding 
the late Walter F. Munford. He 
has also been elected a director 
and chairman of the executive 
committee and becomes chairman 
of the operations policy committee 
in Pittsburgh. Mr. Worthington, 
who joined the company in 1923, 
has been president of the Colum- 
bia-Geneva Steel Division of U. S. 
Steel in San Francisco since 1957. 


‘ARW Journal’ Suspends 

The Air Conditioning & Refrig- 
eration Wholesalers Assn., Colum- 
bus, O., will suspend publication 
of its monthly magazine, ARW 
Journal, effective with the Decem- 
ber issue. Communication to mem- 
bers will be through monthly bulle- 
tins. 


Harromatic Names Hartung 
Harromatic Corp., Shippens- 
burg, Pa., has appointed M. W. 
Hartung & Associates, New Hol- 
land, Pa., to handle its advertising 
and public relations. Harromatic 
manufactures orchard mulchers. 


Need Source Material 


For a Campaign? 


Press Clippings can provide you with 
the necessary source material for a sales 


or advertising come based on actual 


events .. . can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 
‘our prospective cust $s. Invaluabl 
ior agency new business presentations. 
Interested in learning how we can 
serve you? 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
| Phone BArclay 7-5371 
| 1868 Columbia Rd. NW, Wash. 9, 0.C.—CO §-1757 
| Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 Jackson Bivd., Chicago 4, tli.—WA 2-5371 
| 1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 
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CORA Bele ic 


WANT MORE 
CUSTOMERS IN £ 
FORT WAYNE... @ 


Par cent of families reached 


11% 


POST 
LIFE 13% 
LOOK 16% 
READER'S DIGEST 22% 
PARADE 71% 


{HOME COUNTY) 


The things people of Fort Wayne read about in the souRNAL-GazeTTE and 
PARADE On Sunday, move off the shelves on Monday and all week long! 
SS 


The Sunday Newspaper Magazine 


Parade 


Parade 


THE SUNDAY NEWSPAPER MAGAZINE 


Re 
vt 

ae 
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BEART DISEASE Ano THE 
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N.Y. Judge Asks 
Briets Jan. 4 in 
Loblaw Aspirin Case 


BuFFraLo, Nov. 17—Whether cus- 
tomers may continue to buy as- 
pirin tablets in supermarkets or 
only in pharmacies became the 
focal point last week of a state 
supreme court suit which has na- 
| tional implications. 
| Bayer aspirin tablets were the 
object of a suit before Justice Reid 
S. Mule brought by the Loblaw 
supermarket chain, which main- 
|tains it has the right to sell them 
|in its stores without first obtain- 
jing registration certificates from 
jthe state board of pharmacy and 


B'to make sales through employes 


who have not obtained licenses 
|“or who are acting under the su- 
| pervision of persons so licensed.” 


|@ Justice Mule reserved decision 
lafter directing counsel for the 
|state board of pharmacy and the 
|board of regents, as well as Lob- 
law, to file briefs and affidavits 
by Jan. 4. 


for the board of regents, and 
Judge Paxton Blair, state solicitor 
| general, appeared in opposition to 
| Loblaw. 

Dr. Brind said that the state 
medical society later also may en- 
ter the suit. Clarence I. Runnals, 
of Niagara Falls, representing the 
|state pharmaceutical society, ap- 
|peared as “a friend of the court” 
in opposing the sales by Loblaw. 


is from the Sterling Drug (Bayer) 
law firm. Edwin F. Jaeckle, of 
| Buffalo, represented Loblaw. They 
| argued that the process of manu- 
| facturing their aspirin tablets con- 
tains a number of important trade 
secrets “in the interest of purity 
and stability of manufacture.” 

“The process of manufacturing 
,our product is an expensive one,” | 
said Mr. Correa. “The majority of 
sales of our products are not made 
in pharmacies.” 


s Loblaw operates a chain of 228 
supermarkets in various states. 
Mr. Correa described aspirin as a 
“proprietary medicine [which] is| 
not deleterious or habit forming.” 
| Dr. Brind maintained that the 
tablets are not proprietary medi- 
cines because the patent on them 
|expired in 1917 and that now they 
can be manufactured by anyone. 
|He said that under the law their 
sale must be restricted to drug 
stores and that sales in groceries 
are illegal. 

“All that Bayer now has is the 
exclusive right to use its name as 
a trademark,” said Dr. Brind. “It 
no longer is a proprietary medi- 
cine which under the law may be 
sold by unlicensed persons. There 
is nothing secret about the manu- 
facture of aspirin. Anyone can 
make it.” # 


| 
Improve Appearance 


of Business Papers, 
ipeong Urges Editors 


New York, Nov. 17—The vital 
importance of the visual presen- 
tation of the printed message in 


business papers was stressed here 


by John Peter, magazine de- 
signer, at an editorial symposium 
sponsored by Associated Business 


Publications. About 65 editorial 
people participated. James R. 
|Thelan, vp of American Trade 


Publishing Co., and managing ed- 
itor of Bakers’ Weekly, presided. 
Mr. Peter presented examples of 


ical presentation of the written 
|message by means of typography, 


reader, Mr. Peter said, is pressed 


Dr. Charles A. Brind, counsel | 


Mathias F. Correa, of New York, | 


dvertising Age, November 23, 1959 


|editors to present their material 
|as quickly, easily and attractively 
as possible. 


|= In short, he said, it is the ed- 
|itor’s job to make it easy for the 
| reader to get information. This be- 
| gins with the contents page and 
‘runs throughout the publication, 
| he said. 

| A similar symposium will be 
jheld in Chicago Nov. 18 at the 
Union League Club; it will also be 
sponsored by ABP. # 


| NBC Spot Names Two 
Joseph J. Casola, formerly a sen- 
jior promotion and _ presentation 
|writer at NBC Radio, has been 
named manager of sales develop- 
/ment of NBC Spot Sales, New York, 
replacing Wilbur M. Fromm, who 
|has been named manager of the 
|new business and promotion de- 
| partment. Kenneth G. Fuller, for- 
merly a radio salesman in the San 
Francisco office of Katz Agency, 
has been named to the San Fran- 
| cisco sales staff of NBC Spot Sales. 


| 


| 


IDEA NO. 161 


“Shock-ing” Use by MONROE 


With special truck painting costs 
skyrocketing, Monroe Auto 
Equipment Co., of onroe, 
Mich., sought a better way to iden- 
tify dealers’ vehicles advertising 
Monro-Matie Shock Absorbers. 
And Ad Director Alan Ballantyne 
found it —in these versatile, weather- 
proof Vinyl-Stik signs. They apply 
oh-so-easy on any car or truck (as 
well as on garage or gas station 
exterior) . . . and stick tight, un- 
affected by heat, cold, moisture, 
oil, scuffing — practically indestruc- 
tible! Colorful screening job by 
Morgan Process Co., Detroit — 
prexy Jim Morgan and Walt 


25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


1934-1959 


various ways to improve the phys- 


art work, photography, layout 
and design. | 
The average business paper} 


for reading time. It is the duty of 


Bryans handling. 


The World’s Most Versatile 


Self-Sticking Adhesive 


IDEA NO, 162 


Gunning for Sales? 


So was the Ammunition Div. of 
Canadian Industries, Ltd., 
Montreal —so Ad Mgr. Ed Church 
decided to “blast away”’ with this 
neat C.1.L. Shot display. Actual 
samples of bird shot and buckshot 
are contained in “pockets’’ of the 
vacuum-formed plastic back. Then, 
just add a sheet of Kleen-Stik 
5-mil Clear Acetate, held firmly 
with its permanent-type adhesive. 
The clear, self-sticking material 
provides “‘show-thru”’ as well as 
carrying the screened selling mes- 
sage. Gorrie Advertising, Ltd., 
Toronto, did the slick production. 
Idea originated with George 
Haliburton, V-P. 


From shot to shocks, you'll 
hit your sales target better if 
your P.O. P. ammunition is 
armed with the extra selling 
power of Kleen-Stik. See your 
regular printer, lithographer, 
or silk screener—or write for 
loads of fresh ideas. 


kleen-sti 


PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, Illinois 
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ABC-TV only net to show gain in 
first report after time change! 


last year share of audience] this year share of audience % change 


ABC-TV) 27.5 | 29.5 | +7% 


NETZ)| 31.1 | 28.8 | -7% 


NETY)| 32.7 | 32.2 | -2% 


Source: Nielsen 24 Market TV Report for all commercial programs Sunday-Saturday 7:30-10:30 PM 
the week ending November I, 1959, versus the identical time periods for comparable week in 1958. 
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TITAN BASE TAKES SHAPE AT LOWRY RANGE 

Huge concre excavation at | of the partly completed domes. Arrow pol 
one of the being built at man. The foreground structure will house 
Lowry Bombing Range east \ 

ground is standing on grovn | 


for the self-sufficient complex. 


d level, 40 feet above bose control center, where cr 


Still Booms 
: | LOS ANGELES Calif.—The US. Air Force Bal- 
Denver's ulatio \ : | 
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Advertising Age, November 23, 1959 


MacManus, John & Adams 
Adds 3 to Staff, Names Howson 

Charles H. Howson has been ap- 
pointed a vp of MacManus, John & 
Adams, Detroit, and Patrick D. 
Beece, Donald Woodward and Rob- 
ert L. Chope have joined the agen- 
cy as account executives. 

Mr. Howson, who joined the 
agency in 1952, will be in charge of 
the Bendix Aviation Corp. account. 
Mr. Beece, formerly a brand man- 
ager of Armour & Co., has been 
assigned to the Dow Saran Wrap 


account. Mr. Woodward, formerly | 


with Campbell-Ewald Co., Gray & 
Kilgore, and Fuller & Smith & Ross, 
will service the Dow chemical de- 
partment. Mr. Chope, who will be 
in charge of the Dow plastics ac- 
count, was formerly with Compton 
Advertising. 


Booker Joins Miller 

Archy S. Booker has been 
named to the sales staff of Miller 
Publishing Co.’s New York office, 
assigned to Farm Store Merchan- 


dising and Croplife. Mr. Booker 
formerly was director of adver- 
tising for Hoard’s Dairyman, and 
represented Hoard’s 23 years. 


Lawry's Foods Boosts Pedersen 

Jens Pedersen has been pro- 
moted to the position of director 
of advertising and public relations 
of Lawry’s Foods Inc., Los Angeles, 
and affiliated restaurants. Mr. 
Pedersen joined Lawry’s earlier 
this year as assistant advertising 
manager. 
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More Ads to Push 
Ethical Drug Sales 
Urged by Burdick 


New York, Nov. 17—Ethical 
drug manufacturers were urged 
last week to do more advertising to 
the general public. 

They were told to do it in two 
ways: Increased promotion of their 
over-the-counter products, and in- 
stitutional advertising in national 
media as a supplementary support 
for their promotion of prescrip- 
tion products. 

This double-barreled prescrip- 
tion came from Dean L. Burdick, 
president of Burdick & Becker, 
New York agency specializing in 
pharmaceutical advertising. 

Speaking at the annual phar- 
maceutical workshop of the Direct 
Mail Advertising Assn., Mr. Bur- 
dick said that over-the-counter 
products—drugs sold without a 
prescription but not generally ad- 
vertised to the public—could pro- 
vide manufacturers with “a profit- 
able new potential.” 

These products, 
now require “accelerated aggres- 
sive promotion.” Many of these 
products are now advertised to 
doctors, even though they are 
available without a_ prescription, 
and Mr. Burdick pointed out that 
a program of direct advertising to 
the consumer could result in an 
important byproduct—a reduction 
in “the weight of the physician’s 
promotional burden.” 


he contended, 


® Turning to the prescription 
drug area, Mr. Burdick said the 
marketing problem was akin to 
that of industrial advertisers be- 
cause it is based on achieving a 
large sales volume through a few 
outlets (the prescribing doctors). 
“Let’s face it,” he declared, “our 
sale is not a $5 or $10 unit. Just 
one physician, properly sold on a 
particular drug, may account for a 
$5,000, $10,000 or even $20,000 unit 
sale in the course of one year.” 

In other words, Mr. Burdick 
continued, marketing of prescrip- 
tion drugs is similar to Interna- 
tional Business Machines’ mar- 
keting of typewriters, and he went 
on to point out that IBM, in addi- 
tion to hitting its primary sales 
targets, also mounts umbrella ad- 
vertising in national media “to sell 
the institution of IBM as well as 


. + 


its machines.” # 


Newspaper R.O.P. 
Color Use Up 29.7% 


in September: Hoe 


New York, Nov. 18—Newspaper 
r.o.p. color linage in September to- 
taled 13,741,053 lines, a 29.7% 
(3,147,118-line) gain over Septem- 
ber, 1958, according to the monthly 
“Hoe Report on R.O.P. Color” pub- 


| lished by R. Hoe & Co., New York. 


| c 7 
| 25.6% 


R.o.p. 
to date 


color linage for the year 
totals 107,577,035 lines, 
(21,910,383 lines) ahead of 


| the comparable figure for 1958, the 


| 
| 


report says. 

Almost 50% of all color adver- 
tising in September in newspapers 
checked by Media Records, on 
whose data the Hoe report is based, 
was placed by retailers, the report 
notes. The gain in retailer linage 
over September, 1958, was 28.9%; 
September linage from national ad- 
vertisers was 24.1% over Septem- 


ber, 1958. 


s The big r.o.p. color advertisers 
in September were Florida Frozen 
Orange Juice, which placed 482,951 
lines in 172 papers in 100 cities. 
Shell Oil Co. was second with 242,- 
364 lines in 107 newspapers in 63 
cities. Following these were Camp- 
bell Soup, Kellogg and Pepsi-Cola. 

The leading categories of adver- 
tisers in September were dairy 
products with 81 accounts (com- 
pared with 64 in September, 1958), 


baking products with 45 accounts 
(34 in September, 1958), groceries 
with 45 accounts (38 a year earli- 
er), public utilities with 38 ac- 
counts (33 a year earlier) and 
meats, fish and poultry with 34 ac- 
counts (19 a year earlier), the re- 
port says. 

“It is surprising to learn of the 
wide acceptance of color by pub- 
lic utility accounts across the coun- 
try,” the report observes. “It is 
understandable that a color picture 
of a dairy product puts more sell 
into the copy and appeal. But pub- 
lic utilities have found that color 
sells service too,” the report con- 
cludes. # 


Ash Joins Bevel Associates 
Henry Richard (Pete) Ash has 
joined the Dallas office of Bevel 
Associates as a copywriter. Mr. 
Ash was formerly with Ted Bates 
& Co., Merrill Anderson Co, and 
Marschalk & Pratt division of Mc- 
Cann-Erickson, all of New York. 


FILMOTYPE 


Like real cool, man. That's what you'll 
say about the Filmotype Photo-Typeset- 
ting Machine. Cold composition for every 
display type and lettering need! Actually 
a pleasure to use, especially since cost is 
pennies per word . . . quality unquestion- 
ably finest professional grade . . . the 
convenience, speed, simplicity perfect 
supplements to the pressure of production. 
Filmotype . . . the hottest machine in the 
field of cold ‘composition! 

AND CONSIDER: the most all-inclusive style 
selection in photo-typesetting/From 12 pt. 
to 144 pt./Screens, tints right from the 
machine/Limitless intermixing @f faces. 


Note: Play it safe... save... With the 
Filmotype ‘Pays-for-itself” Purchase 
Plan. Write for complete details, today. 


FILMOTYPE 


7500 McCormick Bivd., Skokie, Ill, 

Have the Filmotype representative make 
an appointment in my own office for a 
demonstration. 

Send me further information about the 
Filmotype Photo Lettering Machine. 
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ALSO GREATEST LINAGE IN 
RETAIL and DEPARTMENT STORE 


U&. Representatives: Shannen & Assecietes Ine. ADVERTISING 
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EXPENSES AND REVENUE 
AND TELEVISION 


(In millions of dollars) 


Tight Talent Pool Hikes Salaries .. . 


90 
85 
80 
{||| Public Funds 75 
70 
ial iscell 65) +s 
& Revenue from Commercial and Miscellaneous “4 Creativity Overshadows 
BB Expenses ss| Marketing Concept; 
eunnig 50 
4s, Fee Trend Slowed 
ay By James V. O’Gara and 
“4 Ian Murray 
Year ended 25| Toronto, Nov. 18—The buoyan- 
March 31 20\/cy and confidence that began to 
15| characterize Canadian advertisers 
5 10|and agency men in the second 
s\half of 1958—after a somewhat 
o| Shaky first half-year—are every- 
1953 1954 1955 1956 1957 


WHAT CBC COSTS CANADA—What it 


funds to operate government-supported Canadian 
Broadcasting Corp. is shown. In year ended last 
March 31, CBC income from commercial, miscella- 
neous revenue totaled $33,000,000, falling far short of 


1958 1959 


costs in public 


000,000 in public funds. Source: CBC. 


$88,000,000 expenses as public funds paid the $55,- 
000,000 balance. Of total revenue, more than $30,- 
000,000 came from tv, nearly $2,000,000 from radio. 
In seven years, national tv services have cost $170,- 


where in evidence this autumn. 
Agency billings—which ran to 


All Print Media 


‘Inadvertent Error’ by Lawmakers? ... | 


Trading Stamps Sweep Canada after 
Law Is Revised; Merchants Protest 


Legal? Seems So, as | 
Loblaw Starts It Off 
With Bang; Others Join | 


Toronto, Nov. 17—Stamp mer- 
chandising, which has swept into | 
Canada with surprising force in 
recent months, may be here for 
good. 

A loophole in the criminal code, 
revised by the federal government 
in 1955, may have made trading 
stamps in their present form legal 
by omitting six important words— 
“besides trading stamps commonly 
so called.” 


s This is the opinion of Attorney 
General Roberts of Ontario, who 
said a study completed by his 
department “clearly indicated” 
that only the federal goverment 
could declare the stamps illegal. 

When Parliament outlawed trad- 
ing stamps in 1905, he said, it also 
declared illegal “besides trading 
stamps commonly so called, any 
form of cash receipt, coupon, pre- 
mium, ticket or other device in- 
tended to be given to the pur- 
chaser of goods by the vendor.” 


a Mr. Roberts said the definition 
remained in the old form until the 
recent revision of the criminal 
code in 1955 when the words “be- 
sides trading stamps commonly so 
called” were eliminated. 

He said that while all forms of 
trading stamps were illegal in 
Canada from 1905 to 1955, when 
the six words were omitted by 
“possibly an inadvertent error,” 
trading stamps in their present 
form in Ontario suddenly became 
legal. 

Mr. Roberts said that under the 
old definition ‘‘we could prosecute 
across the province” anyone using 
premiums, tickets or coupons. 

Earlier, Justice Minister Fulton | 
said the federal government would 
wait for proof that trading stamps 


rests with the provinces. 
The criminal. code 
that each stamp must show 


|handed out to the consumer. 
“damage the economy, or are a. 


fore it moved in on supermarkets 
using stamps. He was reported to 
have told delegates of the Retail 


(Continued on Page 94) 


Merchants’ Assn. that responsibil- 
ity for enforcing the criminal code 


stipulates 
its 
| value, that it must be redeemable 
|at any time, and it must bear the 
|name of the place where it was 


| The stamps are illegal if they 
real prejudice to consumers” be-|are redeemable by a person other 
than the vendor who handed them 
out, or if they are redeemable in 


But Magazines 
Gain in Canada 


Newspapers Account for 
Most of Increase; 
TV Hikes Ad Share 


ToRONTO, Nov. 18—Print adver- 
tising expenditures in Canada last 
year reached an estimated net of 
$259,600,000—a new high and 4% 


Canada Will End Monopoly of Its CBC 
in Big Cities, Allow Independent TV by ‘60 


TORONTO, Nov. 17—Independent | ities. 
television stations are expected to 


with 


cities before the end of 1960. 

Until now, the government-|the 
owned CBC has had a television 
monopoly in this country’s centers. 
Independent, or private, stations 
have been permitted, however, in 
small and medium-size commun- 


television licenses at 
to other cities. 


(Continued on Page 92) 


The newly-established board of 
be in operation and in competition | broadcast governors, the chairman 

the Canadian Broadcasting|of which is Andrew Stewart, for- 
Corp.’s outlets in major Canadian|mer president of the University 
\of Alberta, will open hearings on | 
applications for competitive 
Winnipeg 
Jan. 11. The board then will move 


Three of the 15-member board 


better than the revised and now 
official 1957 total of $249,573,000. 

The gain of $10,000,000-plus was 
made mostly by newspapers (daily, 
weekly and less frequently). But 
every other print media category— 
with the exception of magazines of 
general circulation—was credited 
with an advance. Newspapers were 
ahead nearly $8,000,000 while mag- 
azines were off an estimated $600,- 
000. The figures (shown on the 
chart on this page) give newspa- 
pers an estimated 1958 total of 
$188,500,000 and magazines $17,- 
500,000. 

(Continued on Page 80) 


Canadian Agencies See 
5% Rise in ‘59 Billing 


a new peak of $237,654,038 last 
year, a gain of better than 5% 
over 1957—are pretty universally 
expected to advance again this 
year. 


s There was no inclination dis- 
cernible among advertisers or 
agency men to predict a quick re- 
turn to such a percentage advance 
in billings as was registered in 
1957 over 1956—when a 10.5% 


Top Canadian 


Agencies 


Combined Radio-Tv 
Spot Billings 

Cockfield, Brown & Co. (1) 
J. Walter Thompson Co. (3) 
Young & Rubicam (4) 
Maclaren Advertising Co. (2) 
McCann-Erickson (6) 
Baker Advertising Agency * 
McKim Advertising (7) 
Spitzer & Mills (5) 
Foster Advertising (8) 
10 Stanfield, Johnson & Hill * 


* Indicates not ranked in Top 10 last 
year. ( ) Ranking last year. 


Source: All-Canada Radio & Television. 
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hike was’ reported. But some 
knowledgeable advertising men 
were talking in terms of a 7% in- 
crease for some agencies, with an 
across-the-board gain of 5%. 

“Billings in 1959 will be up,” 
said Einar V. Rechnitzer, presi- 
dent of MacLaren Advertising. 
“The country is going through a 
moderate boom period, and the 
advertising business is one of the 
most reliable barometers of pros- 
perity trends.” 

Another who thought billings 
“generally will be up for Canadi- 
an agencies in 1959,” was Donald 
R. McRobie, president of Cock- 


How Net Advertising Revenue of Canadian Periodicals Has Grown 
Religious, 
Newspapers: School, 
Daily, Weekend, Business Papers: Fraternal, 
Weekly, Bi- Magazines of Trade, Technical, Farm Telephone Juvenile, 
Weekly and General Scientific and Publi- and City Almanacs, 
Tri-Weekly Circulation Financial cations Directories and Others Total 

1946* $ 49,079,000 $ 5,325,000 $ 7,266,000 $3,200,000 $ 4,615,000 $ 515,000 $ 70,000,000 
1950 93,534,000 9,110,000 10,353,000 5,336,000 7,938,000 1,220,000 127,491,000 
1951 104,885,000 10,237,000 11,407,000 3,929,000 8,573,000 1,702,000 140,733,000 
1952 116,818,000 11,007,000 13,317,000 4,753,000 9,367,000 1,967,000 157,049,000 
1953 135,117,000 12,244,000 15,325,000 5,074,000 10,727,000 2,337,000 180,824,000 
1954 144,202,000 14,340,000 16,614,000 4,911,000 12,152,000 2,403,000 194,622,000 
1955 156,139,000 15,725,000 18,336,000 5,960,000 13,741,000 2,573,000 212,474,000 
1956 176,454,000 17,940,000 20,642,000 6,311,000 16,009,000 2,742,000 240,097,000 
1957 180,839,000 18,109,000 22,876,000 6,217,000 18,724,000 2,808,000 249,573,000 
1958* 188,500,000 17,500,000 24,500,000 6,250,000 20,000,000 2,850,000 259,600,000 
*Estimates of Maclean-Hunter research department. 
Source: Dominion Bureau of Statistics, “The Printing Trades”; Business Newspaper Assn. of Canada. F j 
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field, Brown. Mr. McRobie charac- | 
terized 1959 as “a busy and fairly 
quiescent year” for agencies, add- 
ing that these factors “will result 
in new business” in 1960. 


s A. B. Yeates, vp for public re- 
lations and advertising with Pru- 
dential Life Insurance Co., Toron- 
to, and a leading figure in the Assn. 
of Canadian Advertisers, spoke of 
“a buoyant economy” and pre-| 
dicted that national advertisers | 
“will probably increase their budg- 
ets another 4% or 5% within the 
next year.” 

Mr. Yeates viewed the past 12 
months as “a year of consolida- 
tion and concentration on efficien- 
cy” by agencies and marketing 
departments of advertisers. He 
added that there has been a re- 
newed emphasis on creativity evi- 
dent, “with the marketing con- 
cept not so strong” as it once was 
—“or at least not so much dis- 
cussed.” 


1958 

Rank Agency 

1 RS ae Oe ER 
2 Cockfield, Brown ................. 
3 I isos cncesadibiemainitnisceketinn 
4 EEE Dee eee . 
5 Vickers & Benson ................ : 
6 Stanfield, Johnson & Hill .... 
7 McConnell, Eastman ........ 
8 SI nt nisecaanetenbaseaprseks ; 

10 NE BIE suis daissoncadeosiverec 


Canada's Top Ten Agencies 
In Billings, 1958 


1958 Billings 1957 Billings 
$27,400,000 $25,400,000 
26,100,000 27,500,000 
13,300,000 11,200,000 
13,000,000 13,000,000 
12,100,000 10,500,000 
9,300,000 6,100,000 
9,200,000 8,500,000 
7,400,000 6,000,000 
6,500,000 6,500,000 
6,200,000 6,000,000 


was Alan Bell, general manager | 
of the Canadian Assn. of Adver- 
tising Agencies. “Most agencies,” | 


| U.S.—to a 


Advertising Age, November 23, 1959 


can’t go down much further from 
the 1.6% that it is now.” He said 
an agency’s recourse is “to im- 
prove yourself with the fee meth- 


s Some leading Canadian agen- 
cies have been moving to fees for 
several years on the theory that 
advertisers would rather pay thus 
for services than do without them. 
In this connection, the statistics 
turn up an_ interesting point. 
While fees declined last year from 
1957, to the tune of $193,828, 
gross revenue on those fees in- 
creased by $465,722. 

Here are the figures: agency 
fees, including those for market 
surveys and all other agency serv- 
lices, totaled $1,696,261 in 1954, 


started to get their houses in or- and gross revenue on that total 


der.” 


|came to an astonishing $1,349,557. 


Talk of costs and efficiency in- | In 1955 fees moved up to $2,- 
he said, “have been having a good |evitably moves Canadian agency | 315,583, while the gross slid back 


little griping about | 


year, and net profit seems to be|men—like their colleagues in the | to $1,221,103. In 1956, fees totaled 
jup a little, too. The slight reces- 
sion of early 1958 impelled agen-| profit pictures. “It’s the same, or 


| $2,783,088, and the gross was §$1,- 
750,947. In 1957, when fees jumped 


s Another who saw “efficiency”|cies to a cost-consciousness and worse,” complained the head ofjall the way to $4,058,661, gross 
as a preoccupation of agencies|to more efficient operation. They one big-billing shop. “It certainly; revenue was reported at a new 


“Essential to Caterpillar 
promotion in Canada...” 


“The Canadian trade journals in which we advertise 
are essential to the promotion of Caterpillar products 
in Canada.”’ So says Mr. C. M. Adams, Advertising 
Manager for Caterpillar Americas Company, when 
asked about his company’s media policies for Canada. 


Caterpillar equipment is at work all over Canada 
and Canadian equipment buyers are made aware of 
Caterpillar values by consistent and well-directed 
advertising in a wide range of leading Canadian 


business papers. 


Caterpillar is just one of scores of top U.S. firms 


who market in 


Canada and use one or more 


Canadian business papers to tell their product and 


company stories. 


The members of “a 
f 


v 


Canadian business papers are modern, lively and 
authoritative; they cover almost every market in 
Canada with original, quality editorial that wins 


readership. 


The more than 130 business papers which are 
members of Business Newspapers Association of 
Canada offer important values to advertisers. For 
example every BNA-member publication has a 
circulation audit by a recognized auditing body. 
Many offer readership studies and other factual data 


for media analysis. 


It is impossible to cover Canada effectively with 
the circulation overflow of U.S. media. Canadian 
business papers take your message directly to the 
largest audience of business buyers. 


Essential to ANY promotion in Canada: 


BUSINESS N 


EWSPAPERS A 


100 University Avenue, Toronto, Canada 
The organisation of more than 130 quality Canadian business publications 


SSOCIATION 
OF CANADA 


high of $2,380,299. The 1958 fee 
total slid back to $3,864,833 while 
gross revenue on this figure regis- 
tered a new high of $2,846,021. 


= One problem, apparently, is con- 
vincing clients that they should 
pay for services which, in past 
years, have been rendered gratis 
by agencies. Some top ad execu- 
tives believe clients are becoming 
more amenable in this area. 

But agency net revenues from 
all sources—commissionable bill- 
ings and fees of all kinds—are 
still trying to beat their way back 
up to the high-water mark reached 
in 1956, when the net (before in- 
come taxes) of 110 agencies was 
$3,264,250. That year, the agencies 
reported combined billings of 
$204,580,522. 


® In 1957, when 113 agencies 
billed $226,083,949—a record— 
their net was put at $2,594,206. 
And last year, with 123 agencies 
contributing to a $237,654,038 bill- 
ings figure, the net was a slightly 
better $2,710,542. That put 1958, 
as a net revenue year, about on a 
par with 1957, when the net was 
7.3% of total gross revenue. And 
that percentage, according to the 
Dominion Bureau of Statistics, 
“was the smallest registered since 
1947, the first year for which this 
information was collected.” 

The DBS report showed 14 agen- 
cies with billings of $5,000,000 or 
better (there were 15 in 1957). 
These 14 shops handled 67% of 
total billings. There were 44 agen- 
cies with billings of $1,000,000 or 
more (there were 40 a year ago). 
These 44 agencies handled 94% of 
the billings. Agencies with less than 
$100,000 in billings, on the other 
hand, grew from a total of 13 to 25. 

Here, in a nutshell, is how the 
Dominion Bureau of Statistics 
wrapped up its billings report on 
advertising agencies in 1958: 

“Of the 123 firms reporting, 30 
firms with total billings of $40,- 
567,779, showed losses for the year 
averaging $12,668 per firm, as 
compared with an average loss of 
$17,541 and total billings of $25,- 
858,184 reported by 31 firms in 
1957. 

“The remaining 93 firms showed 
an average net profit of $33,232 
and total billings of $197,086,259, 
as compared with average net 
profit of $38,268 and total billings 
of $200,225,765 reported by 82 
firms in the previous year.” 


a Since 1953, agency employes 
have grown from a total of 2,880 
to 4,197 (in 1958). In that period 
they have been paid between 60.3% 
and 63.2% of agencies’ gross rev- 
enues. Here’s how the payments 
have grown (while the number of 
agencies advanced from 88 to 123): 


Year Employes Pay 

1953 2,880 $13,631,000 
1954 3,173 15,220,000 
1955 3,416 17,306,000 
1956 3,790 19,758,000 
1957 4,042 22,591,000 
1958 4,197 23,826,000 


a “The continuing higher price of 
personnel,” said one agency man, 
“is one of the reasons the profit 
picture is no better than it has 
been.” The chances are that agen- 
cy salaries will continue upward 
in Canada. “The pool of experi- 
enced people is always small,” 
pointed out the president of one 
agency. “There is a constant de- 
mand for top-grade people.” 

One advertiser said agencies and 
client ad departments were “giv- 
ing lots of thought to the selec- 
tion of personnel” and that there 
was “talk of training programs in 
agencies.” The CAAA, which con- 
ceded the existence of “a tight 
talent pool,” said there are “a 
lot of young men who want to 
get into the business.” It would 
seem that Canadian agencies gen- 
erally will expand more and more 
into training programs. 

All the factors presented in the 
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Snappa cappa Red Cap pi 


“the true Canadian ale” 
with full-bodied flavour 
CARLING'S RED CAP ALE 


CREATIVITY Talent com- 

bined with enthusiasm is a tough 
combination to beat. Probably that’s why 
McKim won more creative awards last 
year than any other Canadian agency. 
What gives us even more satisfaction 
than winning awards are the “thank 
you’s” we receive from our clients for 
creating advertising that moves goods. 
This colour ad for Carling’s Red Cap 
Ale was created about the time Red Cap 
moved into first place in Ontario sales. 
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DOG FOOD 


MARKETING Rally Dog 

Food is one of four important new 
products we are helping to introduce in 
Canada for General Foods Limited. Rally 
is an eminent example of how our mar- 
keting staff functions as an integrated 
part of a working team. We share with 
our clients, all marketing responsibilities 
including product research, distribution, 
packaging, sizing and pricing. 
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UNE REVOLUTION SUR LA ROUTE! 
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TYREX 


FRENCH FACILITIES 

One out of three Canadians speak 
French. And French-Canadian attitudes 
toward advertising are so unique as to 
be startling. It is obvious that to reach 
this large market an advertiser needs 
more than a translator. McKim’s 
Montreal office includes writers who orig- 
inate campaigns in French, a French 
marketing department, French TV pro- 
ducers and French time buyers. These 
French specialists are expert at introduc- 
ing important new products . . . such as 
Courtalds’ TYREX ... in the tough to 
crack, but profitable, Quebec Market. 


Players Please 


THE MIL OEST SESBT-TASTING CIGARETTE 
& 


SALES RESULTS McKim 

has been creating advertising for 
the Imperial Tobacco Company Ltd. for 
more than 50 years. For many of these 
years Player’s cigarettes have outsold all 
other brands. Even today, despite the 
inroads of filters, mentholated, and a host 
of new brand names, Player’s remains 
Canada’s No. 1 selling cigarette. We like 
to think that honest, hard-hitting adver- 
tising, prepared by McKim, has helped 
Player’s retain its leadership. 


Five notable “reasons why” McKim 
should handle your Canadian advertising 


announcing Canadian Pacific's new | 
JET-PROP BRITANNIA, the largest, fastest, — 
smoothest airliner in the sky today. — 


first in North America to bring you jet-age service and hospitality 
Westcoast to Europe in 13'% hours non-stop via the Polar Route 


AIRLINES % < 


STRATEGIC LOCATION 

OF OFFICES Canada is 
larger in area than the U.S. To fully 
cover all markets requires offices in key 
locations. McKim has fully staffed offices 
in Montreal, Toronto, Winnipeg, and 
Vancouver. Some of our clients, such as 
fast growing Canadian Pacific Airlines, 
are serviced by all four McKim offices. 
(C.P.A. has increased its passenger 
business 120% in the past five years), 


When you have the facts to 
back it up, ‘“‘reason why’’ ad- 
vertising is hard to beat. So 
if you have a product or service 
to sell in Canada, we would 
like you to consider the facts 
about McKim. 


McKim is not a “branch 
office’’ operation, headquar- 
tered in New York or Chicago. 
We are Canada’s first agency, 
established 1889, with first- 
hand knowledge of how to sell 
to Canadian people. 


Our operating formula is 
simple. We employ the best 
advertising specialists in each 
field, and further develop tal- 
ent through internal educa- 
tion programs. Our McKim 
people participate in the 
growth of the agency through 
stock ownership and profit 
sharing. 


If you plan to enter the Cana- 
dian market, or if you feel like 
discussing your present Cana- 
dian advertising with our 
management, please call the 
McKim office nearest you. 


McKIM ADVERTISING LIMITED 


MONTREAL TORONTO 
2100 Drummond St 1407 Yonge St 
Victor 9-4152 Walnut 4-0981 


WINNIPEG VANCOUVER 
250 Portage Ave 1030 West Georgia St 
Whitehall 2-3491 Mutual 3-8121 
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Advertising Age, November 23, 1959 


Canadian advertising picture thus 
far pan out, finally, to growing 
emphasis on competition. One 
phase of this was described by an 
advertiser as “suddenly everyone 
has become very conscious of 
creative problems.” In Canada, 
this observer added, a company’s 
advertising “has to be pretty 
damn creative to stand out at all.” 


|year. One of the least expected | 
|developments of the 1958 agency 
year was the move made that | 
spring by Walsh Advertising to) 
| sue Ottawa and the Bank of Can- | 
|ada for $160,580 over an account 
switch. Walsh, in its unprecedent- 
ed action, said it lost its share of 
the Bank of Canada account to 
McKim Advertising and J. E. Huot 
Ltd. after the Conservative Party’s 
victory. 


FOR THE BEST Pour us wanes ad 
SPECIFY sptcres ‘w 


EBERHARD FABER 


% 


s An agency man saw the “inva- | 
| 


sion” of Canada by U.S. agencies 
making competition even keener. | BI-LINGUAL—Eberhard Faber of Canada is using this illuminated board | The issue involved Walsh’s con- 
He said “an increasing number of| in Montreal, but posts all English outdoor signs in Toronto. Drive |tention that it handled advertis- 
U.S. agencies have realized they, marks the “first time any advertiser in the Canadian office supply |ing campaigns under contract for 
must have real branches here—| field has gone bi-lingual” in outdoor. Poster is reproduced for count- | the old government (Liberal) and 
staffed with Canadian talent—| 4» cards, direct mail and window streamers. Henri, Burley & Mc- | ‘hat “in the absence of notice to 


and not merely service organiza- Donald te th c |the contrary” from the then new- 
tions.” He indicated a belief that OREE The Openey. 


Canadian advertisers are not 
cool to U.S.-based agencies with|“It doesn’t matter much what | The government and its adver- 
branches in Toronto or Montreal.|flag an agency waves,” he said.| tising were in the news again this 


ly-elected Conservatives, it went 
ahead with a bond drive cam- 
paign. Walsh sought $50,706 in 
commissions which it said the 


Canadian 
Import-Export 
1953-1958 
(In Millions) 


Total Balance 
Yeor Exports Imports Trade of Trade 
1953 $4,172 $4,383 $ 8,555 —$210.2 
1954 3,946 4,093 8,040 — 146.3 
1955 4,351 4,712 9,063 — 361.1 
1956 4,863 5,705 10,568 — 842.3 
1957 4,934 5,623 10,557 — 689.0 
1958 4,928 5,192 10,120 — 263.9 


Source: Dominion Bureau of Statistics 


Portrait of an Advertiser 
Talking to Himself about 
the CBC-TV Network 


f 


%: 


‘Did you know, Robert, that ‘*Do I know? Certainly I do! 


ee 
eS Y 
you get more effective impact, : e 


Our commercials hit millions of Canadians 


coverage and people per dollar all on the same night at prime time right 


on the CBC-TV Network?” across the country—and that, my friend, | 


is when they’re at their receptive best.’’ 


‘*You're absolutely right Bob m’ boy, ‘*You said it. And it’s coverage 


and the CBC-T’V Network now reaches more that counts at the cash register, 
than 80% of all homes in the country. 


And that brother is COVERAGE!”’ 


because only the CBC-TV network gives 


us all the top shows and special events.”’ 


‘Right again, Robert, and there’s a 


‘‘Bob, you're a genius, 
big bonus, too. Flexibility! We can . 


you took the words 
schedule our commercials to a much shorter 


right out of my mouth.”’ 
deadline than in any other national medium.” 


e Let’s face it! No other 


L 


medium offers so much. 


CANADIAN 
BROADCASTING 
CORPORATION 


Television Sales « Toronto 


Effective impact and 
coverage, low cost per 
thousand and flexibility. 
Don’t you talk to yourself 
—talk to CBC! 


cycte—In 1959 corporation profits 
continued to move upward from a 
cyclical trough. 


government had not paid; $9,874 
to reimburse it for payments it 
had made to suppliers; and $100,- 
000 for damages to its reputation 
and for subsequent “unauthor- 
ized use of its creative work.” 


|@ The government’s defense was 


that Walsh was not employed by 
it, and that the agency’s creative 
work was submitted “in the course 
of soliciting an advertising con- 
tract respecting sale of Canada 
savings bonds during 1957.” 

The word now is that Walsh 
and its one-time client have held 
three unofficial meetings to settle 
the dispute, and that probably an 
out-of-court settlement will be 


| announced shortly. 


s The Conservative government’s 
approach to advertising is in con- 
trast with that employed by the 
pre-1957 Liberal government. 
Where the Liberals used four ad- 


| vertising agencies, the Progressive- 


Conservatives have divided their 
business among 13 Canadian agen- 
cies. And the government’s pro- 
motional budget this year is esti- 
mated to exceed $6,000,000. This 
figure would include expenditures 
by such Crown corporations as 
Trans-Canada Airlines and Cana- 
dian National Railways. 

Liberal government policy had 


|been to centralize its advertising 
|with Cockfield, Brown & Co., Mac- 
|Laren Advertising, Walsh and 


Ronalds Advertising. When the 
Tories came to power two years 
ago, they started spreading an es- 
timated $5,000,000 budget around 
so much that, as one government 
supporter put it, “few agencies 
have enough business to boast 
about.” 


a While the government is close- 
mouthed about its current adver- 
tising policies, it is understood 
that a semi-official—but unan- 
nounced—ruling was recently put 
into effect limiting governmental 
billings with any single agency to 
$700,000. 

Advertising men in Toronto and 
Montreal point out that such a 
policy would be difficult to en- 
force, but they cite two recent 
moves which tend to substantiate 
the existence of such a federal 
policy. These were the switch 
from McKim to Spitzer & Mills of 
the English-language radio and 
tv account of Canada savings 
bonds, and the transfer of part 
of the Northern Affairs and Nat- 
ural Resources account from Stan- 
field, Johnson & Hill to Dalton 
Camp Associates. Mr. Camp had 
been with Stanfield, but left and 
formed his own shop. 

To date, the TCA account re- 
mains with its present agency, but 
CNR only ten days ago switched 
from Canadian Advertising Agency 
to McConnell, Eastman & Co., To- 
ronto. Both crown corporations, 
according to trade sources, had 
been under pressure to move their 
business to new shops. 


s Here is an unofficial breakdown 
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ACCURACY 


Your advertising hits the mark when it appears in a Maclean-Hunter 
publication. Whether your target is the mass consumer market or a 
specialized business or industrial audience, you'll find a Maclean-Hunter 
magazine or business publication already aimed at it. That’s what 

gives your advertising message accuracy. 


Maclean-Hunter publications are read avidly by Canadians for 
authoritative information about Canada—for news and views on 
products and services. 


That’s why advertising in Maclean-Hunter publications invariably 
produces better results. And why it’s so important, when planning an 
advertising campaign in Canada, to select the Canadian media 
Canadians rely on. 


wicca! 
MACLEAN-HUNTER 
M4 PUBLISHING CO. LTD. 
Ree 


481 UNIVERSITY AVE., TORONTO 2, CANADA 


OFFICES AT: MONTREAL; VANCOUVER; NEW YORK; LONDON, ENG.; BREMEN, GER. 
U.S. Reps.: Duncan A. Scott & Co., 85 Post St., San Francisco 4 and 190! West 8th St., Los Angeles 57. 
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of the federal government’s agen- 
cies, together with approximate 
estimated billings: 


Leading Canadian Agencies 


in Spot Placement 
| Aug. 1, 1958, to July 31, 1959 


e Department of Finance (Bank 
of Canada) —McKim Advertising 
(English print), $525,000. Spitzer 
& Mills (English broadcast), $550,- 
000. Huot Ltd., $60,000. 


e Department of Labor—McKim 


Advertising (English), $250,000. RADIO TELEVISION 


Huot Ltd., billings unknown. 1. Cockfield, Brown & Co. (1) 1. Cockfield, Brown & Co. (4) 
e Department of Defense—Foster | 2. Maclaren Advertising Co. (2) 2. J. Walter a (3) 
Advertising, $450,000; O’Brien Ad-| 3. MeCann-Erickson (3) 3. Young & Rubicam . 
vertising, $625,000; Burns Adver- 4. J. Walter Thompson Co. (4) 4. MeKion Advertising (5) 
tising Agency, $400,000. | 5. Young & Rubicam (7) 5. Spitzer & Mille (2) 

bes 6. Baker Advertising Agency * 6. Foster Advertising (8) 
© Saperenens se eee Soe 7. F. H. Hayhurst Co. (6) 7. Baker Advertising Agency * 
hace x as ond ae, Come 8. McKim Advertising (5) 8. Breithaupt ws * 
Associates split about $1,000,000; 9. Vickers & Benson * o 8. W. Reynolds 
F. H. Hayhurst Co., $350,000. 10. Foster Advertising (8) 10. James Lovick & Co. (6) 
e Post Office—Foster Advertis-| Numbers in parentheses denote rank in preceding year. 
ing, $150,000. 


* Denotes not in Top 10 last year. 
e Department of Fisheries—James 
Lovick & Co., $40,000. 


Source: All-Canada Radio & Television 


e Department of Justice (mostly cruiting)—James Lovick & Co.,| e Department of National Rev- 


| enue—McConnell, Eastman & Co., 


Right now there's 
more business 
to be had in Canada 


Advertising Age, November 23, 1959 


$50,000. 


e Department of Trade & Com- 
merce—J. J. Gibbons Ltd. (domes- 
tic), $75,000; E. W. Reynolds Ltd. 
(overseas) , $70,000. 


e Department of Veterans’ Af- 
fairs—J. J. Gibbons Ltd., $10,- 
000. 


2 Department of Citizenship & 
|Immigration—Russell T. Kelley 
| Co., $50,000. 

| Estimated total: $4,665,000. 

In addition, the Canadian gov- 
ernment may also spend the fol- 
|lowing amounts on the promotion 
of the two crown corporations, 
Trans-Canada Air Lines and Ca- 
nadian National Railways: about 
| $1,000,000 in the U.S., through Mc- 
| Cann-Erickson (which has both 
| accounts) ; about $1,000,000 on TCA 
| through Cockfield, Brown and per- 
haps $750,000 on CNR, of late 
through Canadian Advertising 
Agency and now via McConnell, 
Eastman. 


s Another advertising area in 


USE RADIO AND TV 


TO GET YOUR SHARE 


Now’s the time to reach out after Canadian sales, 
because business is definitely on the upswing. And 
nothing reaches the Canadian market like the broad- 
cast media. 

Not only do 96% of all Canadian homes have one 
or more radio sets, but there are 1,783,000 car radios. 
TV receivers are in 80% of all Canadian homes, in 
over 90% of the homes in 9 of the nation’s 15 top 
markets. 

Canadian employment is at a record high, with pay 
envelopes fatter than they were a year ago. Mer- 
chandising and manufacturing forecasts are rosy. 

i Now’s the time to make your sales message count 
y ... to let radio and TV put your salesmen in thou- 
sands of places at once . . . to use persuasive spoken 
words. This Association’s members are ready to 

serve you. 


on 1ON OF tay, 


- %, 
# 4, 
s C. 2. DB. 

¢ 

% S 

meorent a 


CANADIAN ASSOCIATION OF BROADCASTERS 


HEAD OFFICE: 108 SPARKS STREET, OTTAWA 4, CANADA 
TORONTO OFFICE: 200 ST. CLAIR AVE. W., TORONTO 7, CANADA 


|which the Tories are making 
themselves felt is legislation. Last 
May, Edmund Davie Fulton, min- 
|ister of justice and attorney gen- 
eral, used the rostrum of the an- 
nual meeting of the Assn. of 
Canadian Advertisers to announce 
that the Tories were planning 
modifications of the Combines In- 
vestigation Act which would have 
significance for advertisers. 

In the same tenor, he told the 
| Advertising and Sales Executives 
Club and the Better Business Bu- 
reau of Montreal last June that 
“one of the very obvious things 
that advertising should not do is 
to deceive the public.” And he 
added: “Businesses using price 
manipulation and misrepresenta- 
tion as the foundation of their 
advertising policy are in fact 
trespassing upon a matter of pub- 
lic right.” 


s Thus, Mr. Fulton introduced in 
the legislature an amendment to 
the Combines Act, dealing with 
deceptive advertising. “This pro- 
vision,” he said, “would forbid 
any person, for the purpose of 
promoting the sale or use of an 
article, to make any materially 
misleading representation to the 
public, by any means whatever, 
concerning the price at which 
such or like articles have been, 
| are, or will be ordinarily sold.” 

He explained that the govern- 
ment was thus aiming at the sit- 
uation in which a manufacturer 
|or dealer set up a fictitious “reg- 
jular” retail price for a product, 
;so that the actual lower, selling 


|price would look that much bet- 
ter. 


es “One of the practices which 
has sometimes in recent years de- 
prived the small business man of 
a fair chance,” said Mr. Fulton, 
“is the use by unscrupulous mer- 
chants of the nationally adver- 
tised brand. 

“This can be used as a loss- 
leader or come-on device to create 
the impression that the general 
level of a merchant’s prices is 
lower than it actually is. Or its 
‘regular’ or ‘ordinary’ price may 
be exaggerated to fool the buyer 
into believing that he is getting a 
greater bargain than is actually 
the case. Or the merchant may 
proceed to skimp the purchaser 
on the extent of the service he is 
entitled and has been led to ex- 
pect. Or the merchant, once the 
customer is in his store, may 
‘discover’ that the last of the bar- 
gain items has been sold, or may 
disparage the quality of the ar- 
ticle in the hope of selling another 
at a better profit. 

“These practices will react, not 
only upon the consumer but also 
upon the manufacturer, whose 
customers may be estranged and 
whose dealers may be discouraged 
\from handling his product, and 
| also upon competitors who are too 
scrupulous to engage in such 
practices.” 


s The attorney general said the 
Combines Act revisions attempted 
to “get at” these practices “by 
making it clear that if a manu- 
facturer withdraws supplies from 
a dealer, not because the latter 
is selling at low prices, but be- 
cause he is resorting to the prac- 
tices described above, the manu- 
facturer need not fear that his 
motivation will be misunderstood 
as re-sale price maintenance.” 
| (The Combines Act forbids man- 
| ufacturers or others to fix or en- 
force re-sale prices.) 


= The revisions of the Combines 
Act were introduced at the last 
session of the House of Commons, 
but were withdrawn by Mr. Ful- 
ton to gain time to revamp the 
proposals to get legislation “which 
will be the best we can devise.” 
The amendments will probably be 
acted upon during the current 
legislative session, probably late 
fall or soon after Jan. 1, # 
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You'll reach 97.3% of 
all households in 


LARGEST MARKET 


through the pages 
eS ee. of t h e 


HAMILTON SPECTATOR 


yA 
PS LE TE 


*Metro Hamilton boasts the fourth highest 
per-household income in Canada 
with a retail sales figure of $318,079,000. 


THE HAMILTON SPECTATOR is the only medium 
that completely covers this lucrative market, 
made up of 353,200 people. A compelling reason 
why you should always consider 

THE HAMILTON SPECTATOR an ‘‘A”’ list paper. 


WANT MORE FACTS? 
WRITE FOR YOUR HAMILTON MARKET BOOKLET. 


Cresmer & Woodward Inc. (Can. Div.) 
New York, Detroit, Chicago 
San Francisco, Los Angeles, Atlanta 


The Hamilton Spectator 


ONE OF THE EIGHT SOUTHAM NEWSPAPERS IN CANADA 


UNITED STATES 
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To Help You Tap 


CANADA'S 
RICHEST 
MARKET... 


. . we have opened an office in New York 
city to serve our American advertisers and 
agencies. The new office is managed by Mr. 
Dewitt Dingman, well-known in the adver- 


tising field for over thirty years. 


“Over 25‘. of all Canadian households live within 
the Toronto and Southern Ontario area covered 
by The Globe & Mail. Through their pocket books 
passes 28.9%) of all retail sales in Canada. The 
Globe & Mail is the single publication that taps 
the cream of this $4,361,400,000 market—the 
richest in Canada! For complete market and cir- 


culation data, phone or write our New York Office. 


lobe and Mai 


CANADA'S NATIONAL NEWSPAPER 


U. S. OFFICE: SUITE 1238, 33 WEST 42ND STREET, NEW YORK, N. Y. 


Advertising Age, November 23, 1959 


Sees Canada Woe Everyone a Is ‘un Anglais’... 
in Three US.- Portrait of the French-Canadian 


| By Nolin Trudeau | Now, strangely enough, the real 


Publicity Services, Montreal | Englishman he does not call un 


- 
Type Magazines (M. Trudeau is a specialist in | Anglais, but un bloke. He will 


interpreting the French market | "©V&F say un bon Anglais, but he 


|may go so far as saying un bon 


They Have Competitive for advertising.) |bloke. Anyone with a British ac- 


Advantage on Cost, The French-Canadian usually Se South African— 
considers the English-speaking ny Par P 
| Says Postal Head ‘Canadian pretty much the same|_ Now, when un Anglais lives in 


: : |Ontario, he becomes un Orangiste 
| da-| Way as a Bostonian thinks of the s 
Bao aye 8 = The funda- | "0y of the U.S., when he refers to | (29 Orangeman), and that applies 


le : “ ;_|to everybody in that province in- 
publishing today is the growing | his compatriots as “those Ameri 


, cluding Cardinal McGuigan, the 
|competition between USS. and | Cans. | 


-.. |Roman Catholic archbishop of 
Canadian magazines for Canadian| The average French-Canadian |, oii, 
advertising dollars. jtooks upon anyone who does not} 
| That’s the view of William | Speak French es Sune ee You might think the French- 
Hamilton, Postmaster-General of |dian as un Anglais—an English-|Canadian likes the Irish, because 
Canada, who heads “an informal|™an—and that applies to every-| most Irish are Catholics. It is quite 
and unofficial committee of those | body, whether the man be Jewish, | the opposite, since he is convinced 


cabinet ministers most concerned” | Irish or Spanish. that a Catholic who does not speak 
with federal government adver- French is a pretty bad buy, indeed. 
tising budgets. | For the French-Canadian, an Now perhaps you will imagine 

Mr. Hamilton, one-time general! American is always un Americain that he looks kindly upon a 
manager of the influential Adver-|—until the time his company Frenchman from France. There 


tising & Sales Executives Club of moves him from, say, Hartford to|again you’re wrong. He dislikes 
Montreal and executive director | Montreal, when he automatically | him thoroughly, and usually re- 
of the Federation of Canadian |becomes un Anglais, or sometimes fers to him as un importe (an im- 
Advertising & Sales Clubs, told|un maudit Anglais (a damn Eng-| ported), or plainly as un maudit 
AA in an interview that “the|lishman). Francais. # 

growing invasion of the field of) ; 
the Canadian publication, either | for their Canadian edition is 100% 


be QUARTERLY DATA, SEASONALLY 

by the U.S. special edition or the | canadian | MaOnge’ ADJUSTED, AT ANNUAL RATES - 
split-run, we find to be very dis-| : | 

\tarbing.” bes y | 2. “Illustrated by Time—where 


CORPORATION PROFITS 
oerens vanes 


'you have a Canadian ‘edition’ in 34> 
# Three separate cases are “com- | which there are two or three pages 
plicating” things for Canadian|of special Canadian material and **; 
|magazine publishers, according to |all the rest is U.S. editorial matter. 
Mr. Hamilton. These are: All the advertising is Canadian, - 
1. “The Reader’s Digest type of | but this is printed and published | 
operation—which conducts itself | and shipped into Canada. [Time 
as a completely Canadian opera-|Said it publishes four pages of 
tion, but which depends for its|Canadian material in this edition, 
editorial content on its parent|and that 90% of the advertising is| ,.) 
group in the U.S. So they have no | Canadian. ] 
cost, or only a small cost, for| 3. “This variation is the split- oe 
editorial matter. Their advertising run, which is comparatively new.| °+44-4 


5 a 


i rt it 1 me 
ruowwtewwweluwww tt Ww) on wow 


| 1955 1956 1957 1956 1959 


| RISE—Corporation profits were on 


the rise in 1958-59 in Canada. 


THE BEST MAGAZINE The Saturday Evening Post, for 


|instance, is doing this or consider- 

‘ing it. They will use in Canada a 
IN CANADA book completely the same as the 
U.S. publication, but inserting a 
|certain portion of Canadian adver- 


> ? ? ? ? wes 


e |@ “In all three cases,” Mr. Hamil- 
ton went on, “your U.S. publisher 
lenjoys a competitive advantage 
over the native Canadian pub- 


| Were you to ask a number of Canadians which is the 
BEST magazine in Canada, the chances are you would 


get as many different answers as there are magazines. lisher, And in a growing degree— 
This is probably true also of the United States be- because he can spread his editorial 
cause they are two different peoples with different and production costs over a much 


tastes and he pres Cee. The By —— = larger run than can the Canadian 
magazines and periodicals are design or this wide . : 2 . . 
range of likes and individual tastes. publisher. His editorial stuff in his 


Canadian edition doesn’t cost him 
It would therefore, be impossible for one person to a damn cent and our Canadian 
oornme SS BEST” magazine for any other person publishers are finding this very 


| tough competition, indeed.” 
Mr. Hamilton said the magazine 
tax (repealed 17 months ago) 


When it comes to a point of comparison however, as 
to which magazine is better than another, the number 
| of people who want, and buy regularly, any specific 


title, gives a comparative indication of the appeal of “was originally designed to stop 
those magazines being judged. For example: In this.” The tax—a 20% impost on 
ae there is ~ magazine be -“_, py Ape oes the gross advertising revenues of 
| off the newsstand than the combined total of all other } : : ve 
English language magazines published in Canada. special Canadian editions of U.S. 
magazines—was repealed by the 
bor nme magna has a pose 4 yon 80,000 incumbent Diefenbaker govern- 
gher than its next general magazine competitor . . . “ +499 : 
It sells a higher percentage of subscriptions at full ment. We repealed it,” said Mr. 
rate than any other magazine sold in Canada .. . It Hamilton, “because it was a tax 
has a higher percentage of single-copy sales to total on advertising and we are not in 
sales than any other magazine in Canada . . . It sells a 


favor of a tax on advertising.” 
| higher percentage of long-term subscriptions (3 years ’ 


or more) to total subscription sales than any other 


magazine in Canada. e While the federal government 
: je TY \is opposed to such a tax, Mr. 
As we said before, the BEST magazine in Canada can : ap age : 
only be selected by individual choice. But in com- Hamilton said it is “studying the 
paring similar magazines read by similar groups, it is situation very carefully; we don’t 
relatively simple to determine which is the BETTER want to see our genuine Canadian 
publication. publishers driven out of business.” 
LIBERTY Magazine is the one general magazine in The problem is a complex one. 
Conads wit an unbroken —- ot erie “We don’t want a tax on advertis- 
growth. Today more Canadians by far buy ing, and we don’t want anything 
er & i Bee 
= on" the next most popular Canadian general qiteh intecfenes with tha fees 
obi “on ‘ hic = flow of information or the ex- 
Ss S to reason at a Magazine whic Ss wan 
by more people will be read by more people. change of — between the U5. 
Investigate LIBERTY, Canada’s Young Family Maga- and Canada,” explained Mr. 
zine, for your 1960 magazine plans. Hamilton. 


= What the government would 
like to see achieved, he said, is 


) 
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~ Dollar Sales 


A " 
« ee" , 

' . 
Re o * 

} 

' 
4 The daily newspaper is not a dual personality. 

| In the retail field in Canada, daily newspapers are accepted as the first medium 
bye of advertising. Why? Because the fact of profitable use... by the retailer... the ULTIMATE 
CONTACT with the public . . . is established each one day of the year... in the ringing of the 
{ cash register. 

7 x K K K K 


It is equally factual that MANUFACTURERS’ advertising... in the same medium... is 
pulling phenomenally for retailers. Ask any Canadian retailer. 


KK Ok Ok Ok Ok 


It is logical that any manufacturer will buy advertising provided the fact of profit 
can be established. 


\ CDNPA research has ended many manufacturers’ SPECULATION as to results from advertising. 
The hooker technique* provides proof of dollar sales... vouched for by the retailer . . . in documented 
case histories ... the research which Canadian advertisers have said “supersedes all research.” 


«ee e 2 * 
Here are seven typical instances of proof 
of “direct traceable dollar sales’’—at the 
retail level—at the manufacturer level 

f +++ the only sensible justification for 

, buying advertising. 


j Typical Individual Retailers’ Multiplied by Thousands 
Sales Per Dollar Spent on a of similar instances across Canada, 
Hooker Manufacturers’ © ts were: 
Shirts (Forsyth) $82.00 "Results phenomengl ... stores sold out in hours” 
, Cameras (Polaroid) $179.00 "Sales up 40% ... newspapers ideal” 
Shoes (Kaufman) $73.00 "Results evident in REPEAT sales’ 
h, Sewing Machines (Necchi) $240.00 "Sales skyrocketed” 
NM . Air Lines (BOAC) $571.00 "Sales doubled in '58" 
q Paint (Roxatone) $88.00 "Dealer outlets doubled” 


Outboard Motors (Evinrude) $1370.00 “Bonus equivalent to 57 full pages hooker space 
in six months. Sales increased.” 


CANADIAN DAlILy NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario - /. H. Macdonald, General Manager 


*Details on request 


hes rs mee Pe Ragen eae “ Soa aay 1s Pach eet Paes Ass : ie os = ee Sener es eee. ile ard ee ite 3 ‘ E . ss 4 
4 : at , . é 
{, 
| . 
SAE AEE RR ERE REN EL RS 2 IIE SRS REE ARES CORRES) eR Cee Meee teint ARERR IR RR 
| ’ 
| 
\ 
} oe an 
i a a. 
et 
\ \ | = 
) pe —_— a | 
\ | hee d ae hed ae. s 
| 2 wy 
: ; } id a a ba 
# Pre, a iar 
bf < _. 
| Been 
"i 
» F oe. 
ray 
Sa 
at 
ee 
ee ' . 
A 
a 
“i 
is 
- 
| 
| ' 
i 
i 
ol 
J ve 
} : 
- i 
{ } ‘ | 
4 
ee 
ee . 
_ ; 
ATSDR 2S LOAD EAE LB NATE PES ERLE GALLI IGE DEDEDE TINT SEN OLDE TER IOLA TEE EN SG DN LOE CLARE LEER LEER! NEL LRER ED NEED LAL SELL LALA SEES 
; 
: é "se a a - : : j : : : s: 1 : ee ; 


80 
Advertising Age, November 23, 1959 
no a cance of costs, not oy San medium went like this ale 1958 1957 1956 first time—got approximately | $18,095,898 for weekly, semi-week- 
re aol Publications 49.3% 51.6% 52.6% | $115,258,000. | ly and tri-weekly publications; and 
— | Publications... - 49.3% Television 205 183 16.6 | $1,121,384 for controlled-distribu- 4) 
a = = -—: wed OS en ee 20.5% Radio 10.5 100 103 | | tion weekly publications } 
which ee od Fn | ee ~~ Other visual o.cenenennnnne 47% “The trend toward a greater pro- | Newspapers These newspapers enjoyed total { 
cams ebvestidian eauiter te atta Radio sessvsnonanenanannnnnenesneeees 10.5% portion of advertising via televi-| revenues from the sale of the pub- Ne 
tate Canada, We need net eancern Production, artwork, sion, noted the Dominion Bureau; All newspapers combined to|lications to consumers of $62,238,- 4 i 
ourselves with this at all. The PIT, GOB eneocorerseoreseeee 144% |of Statistics, “continued in 1958.”|ring up net advertising of $180,-| 646. Dailies got $48,652,585 of this 
Canadian publisher feels he can] Here is a th Television's 20.5% share of the| 839,968 in 1957, the most recent| total, while weekend publications Wat 
meet this kind of competition with ere is a three-year comparison commissionable billings of agencies| year for which official figures are | took another $8,863,866. i 
3 magazine of more local interest. of agency billings as invested in| last year amounted to $47,927,000. | available. This total included $146,- | a 
“But when you come here and publications, on the one hand, and | Publications—which dropped be-/| 388,471 for dailies, $15,234,215 for s= National advertising in Cana- { 
in television and radio: low a 50% share of billings for the national weekend newspapers,|dian dailies has advanced from a 


begin to compete for his advertis- 
ing dollar, you really strike at the y | 
base of his operation. All this is | 
the fundamental problem in Cana- 
dian publishing today. 

“Canadian publishers need and 
want help of some kind.” # 


All Print Media >. 
But Magazines 
Gain in Canada 


(Continued from Page 71) 
Print advertising’s net volume 


P ‘ i 

this year, according to a Maclean- Je lis Sélection 

a Hunter estimate, will reach $273,- o 
300,000—better than 5% above the ? : n 
1958 figure. Here is how the vari- du Reader S Digest ‘ 

ous print media are expected to . Wu 

make out in 1959 in net ad reve- tous les mois | 


nues: 

Newspapers, $196,400,000; gener- 
al magazines, $18,480,000; business 
papers, $27,000,000; farm publica- 
tions, $6,500,000; telephone and city 
directories, $22,000,000; and reli- 
gious, school, fraternal and other 
publications, $2,920,000. Such a 
$13,700,000 advance in total net 
revenues would see newspapers 
gain $7,900,000 this year; the in- 
crease for magazines would be 
$980,000; for business papers $2,- 
500,000; farm papers, $250,000; di- 
rectories, $2,000,000, and religious 
and other books, $70,000. 


s Meanwhile, radio and television 
—which offer gross, not net fig- 
ures—estimate their 1958 business 
at $130,000,000. In 1957, the esti- 
mate was $120,000,000 and in 1956 
it was $103,500,000. 

Canada’s 123 advertising agen- 
cies (a gain of 10 over 1957) last 
year billed a combined total of 
$237,654,038—a 5.1% gain over the 
$226,083,949 reported in 1957. The 


—— The Reader’s Digest has the 
of any magazine in Canada 


in 


,) 


retail @ Each month Reader's Digest reaches 3,600,000 Canadians (et Canadiens) —the largest 
sales magazine audience in this growing and prosperous market. 
N _ @ 1,800,000 of these readers are women — Canada’s best customers for every variety of : 


; consumer product. 
America 


@ Reader’s Digest offers advertisers a lower cost per thousand circulation, $3.91 per page — 


and a lower cost per thousand women readers, $2.17 per page —than any other 


MONTREAL Canadian magazine. 


Sold on 


and q 
sold by 
its ' 
U. S. ADVERTISING 230 Park A , 
°- ; venue, Prudential PI 
et cee SALES OFFICES: New York 17, New York Ghieaan L Illinois 
MUrray Hill 4-7000 WHitehall 4-2544 


Che Gazette 


Canada’s Best Newspaper 
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$43,527,191 in 1956, through $46,-|an advance of more than 35%, and|estimated 1958 total 


is put at|Weekly and Weekend Magazine. 
i 937,074 in 1957, to $48,964,761 last|brewing and distilling was up to| $16,000,000 and the 1959 figure is Newspaper 
year. Automotive and food adver-|nearly $2,500,000, an increase of | expected to increase to $18,400,000.) — Ro. p. color linage in dailies 
tising continued to be the top/|more than 25%. National weekend papers en-|moved up from 1957’s 10,505,993 Ad Volume 
classification in the dailies, al-| National dollar volume, at near- | joyed an advance this year for the |]ines to 11,596,518 last year in the 
though automotive, at more than|ly $49,000,000 last year, has grown | January-through-October period.| national classification, and from In Canada 
$11,500,000, was down nearly 9%,|from $13,211,408 in 1947. By 1950|Their total advertising pages |5,646,736 in 1957 to 7.864.727 in Total 
and food, at nearly $6,000,000, was|the figure had reached $23,791,541 | amounted to 3,355, compared with|195g in the local category. The y y “a 
up only 2% over 1957. Big ad-|and in 1953, $34,333,379. 3,096 for the same period in 1958.|total linage advance was thus|| ,... yo re 
vances were enjoyed last year in| The net advertising revenue of | (The 1959 total includes 119 pages| more than 20%. VIMB vrssessseeessesnssnnsteeeeensnns $ 59,420,000 
financial and brewing and distil-|national weekend papers has/|for perspectives, which started One highlight of the Canadian PID ceseernnereernernrrenrenn 76,846,000 
ling advertising. Financial adver-| multiplied nearly four times since | publishing this fall.) The field|newspaper year was the appear- VISR ssssssseseresenseneeseernen 94,640,000 
tising totaled more than $4,250,000, | 1948, when it was $4,682,000. The | includes La Patrie, La Presse, Star\ance of an ad boasting a food VISA oesssssssssssnssnnnsnniieen 116,113,000 
SED: shiicelttialiensanesninesieiel 127,331,000 
ti IPED |» Sistenicteticcrinsesmncnnaiel 142,409,000 
> % UE <cclwnntianiumisuntal 146,388,000 
ee 
| fragrance. Pillsbury Canada used 
the fragrance in the Toronto Star 
1 and the Telegram early in the 


year to push pancake mixes. The 
Star said it was “the most wide- 
i spread use of scented ink in con- 
nection with a food advertisement 
in Canadian history.” Other high- 
lights: 
e A number of = supermarket 
chains switched from Thursday to 
Wednesday to do their newspaper 


t | There are 
I read Reader’s Digest ; 

: every month French-speaking 
| Farm Markets 

; in Canada 


and Only 
faFERME 


covers all six! 


In addition to the highest ABC circulation In 
the field, La FERME offers the hghest circula- 
tion in Quebec, and also covers the important 
fast-developing French-speaking farm areas in 
New Brunswick, Ontario, Manitoba, Saskatchewan 
and Alberta. The French-speaking farmer and 
his wife look to La FERME for authoritative 
articles on agriculture and items of special in- 
terest to the homemaker. The most effective, 
economical way to sell these French-speaking 


_ largest women’s audience 


families is through La FERME .. . the one 
medium that will deliver your message to all 
six markets! 


The readership trend is definitely to La 
FERME .. . 20,062 (ABC) circulation in- 
crease during the last two years compared 
to a loss of 5,444 by d publicati 


NEW FOR 1960 

i @ 1,000,000 Average Canadian Circulation Guaranteed 
e@ 2-Color at the Same Cost as Black and White 

e Bleed Pages—40% More Space at No Extra Cost 

e 4-Color—Only 29.7% More than Black and White 


Guaranteed Circulation 


180,000 


Obtained through direct mail— 
no agents—no newsstand sales 
—no arrears. 


People have faith in Still only $1.60 per line 
Ask about La FERME’S plan combining 
magazine and direct mail advertising. 


[Readers Dige st 


| Published and printed in Montreal, Canada TRANSLATIONS of catalogues, folders, bookets, 
q etc., and technical agricultural copy done by 
} La FERME experts at special rates. Ask for 
q quotations. 
——— : } 
Mi 6505 Wilshire Blvd., 235 Montgomery St., FE RM E 
i Los Angeles 48, California San Francisco 4, California 
¥ OLive 3-0380 Exbrook 2-3057 
Robert Raynauld, BA., M.S, A. 
Editor-Publisher 
909 Mount Royal Avenue East 


MONTREAL, CANADA 
Phone: LAfontaine 6-3327 


Toronto office: 145 Yonge St., EM 6-3336 
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advertising. These included Do-| food chains. $20,046,000. The $19,354,000 figure hinges heavily on the food and 
minion Stores, IGA and Grand was based on one-time rates; the beverage classifications, which 
Union. By last April, the Toronto net revenues of general Canadian gained nearly 23% in dollars in 
Star announced that 33% of its| Magazines ‘magazines last year was estimated the first nine months of this year. 
supermarket linage appeared in| }at $17,500,000 by the Maclean-| The biggest magazine spenders 
its Wednesday paper, as against’ Canadian magazine advertising | Hunter research department. so far this year have been adver- 
15% in 1958. ‘of 12 major consumer books (re-| At the one-time rate, 1959 rev-|tisers of alcoholic beverages, auto- 

Perhaps the biggest develop-|duced to 11 in June, 1958, by the | enues are expected to total $20,- motive, food products and drug 
ment for newspapers in 1959 was|discontinuance of Canadian Home | 700,000 and 1960 revenues may and toilet goods, in that order. 
the advent of green and other! Journal, whose circulation was | reach $21,750,000. Net revenues of While food and beverages, as clas- 
color stamps in Canada and the |acquired in September by Chate- | magazines in 1958, Maclean-Hun-|sifications, are ahead this year (as 
subsequent hypo they gave to|laine) was reported at $19,354,000 | ter estimates, will be $18,480,000. are drugs and toilet goods and 
newspaper advertising used by | for 1958. In 1957 the figure was|The 1959 one-time estimation financial and insurance), maga- 


zines expect declines in dollars 
from building materials and jew- 1 
elry and silverware advertisers. t 


= Top spenders in magazines dur- |} 
ing the first ten months of 1959 J 
were Canadian Breweries, which 

invested $492,799; General Motors, ' 
with $385,605; and Jos. E. Sea- \ 
gram & Sons, with $352,690. In , 


1958, Canadian Breweries invested ! 
$708,683 in magazines, followed by 

General Motors with $620,428 and 

Seagram with $587,815. 

A development among maga- 
zines in 1958 has been “a swing ) 
to the print spectacular—the use 
of gatefolds, inserts and other 
multi-page advertising—especially 
by food, appliance and automotive 
advertisers.” Another develop- 
ment was the showing made by 
Chatelaine, which became _ the 
Canadian magazine with the lar- 
gest circulation by acquiring Cana- 
dian Home Journal’s circulation. 
The magazine said its 488 pages 
of advertising in 1958 have grown 
to 748 this year, with revenues up 
accordingly. 

Canadian magazines were some- 
what fearful this fall that the steel 
strike might cut into their ad- 
vertising revenues. They indicated 
that with steel parts becoming 
hard to get for automotive and 
appliance manufacturers, adver- 
tising linage in magazines would 
probably decline. Another devel- 
opment—the possibility of a na- 
tional code for liquor and wine 
advertising by next spring—led 
magazine executives to think they 
might thereby lose linage to news- 
papers, car cards and _ possibly 
radio, which now carry only in- 
stitutional breweries’ copy. 


*K 


in Toronto 


* 
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Business Papers 


Canada’s business papers have 
more than tripled their net ad- 
vertising volume since 1946, when 
they did an estimated $7,266,000 
in business. Their official 1957 
is : ap ae volume—recently confirmed by 
Bee thin ee Mibe seca iim: ali aaa ae. the Dominion Bureau of Statistics 

gah “ Oo aS cea ; Oren rey er: —amounted to $23,876,000. Their 
estimated 1958 business, according 
to Maclean-Hunter researchers, 
reached $24,500,000. The latter 
source also estimates that Cana- 
dian business papers will achieve 
a new high net of some $27,000,000 
this year. 

Ten years ago, Canada boasted 
a total of 237 business papers with 
a combined circulation of 1,059,- 
308. These figures had grown, by 
the end of 1958, to 424 business 
publications (plus 88 _ business 
directories and annuals) with a 
total circulation of 2,525,000. Shar- 
ing in the ten-year growth was ; 
the Business Newspapers Assn. of f 
Canada. This organization had 96 ’ 
| members with a combined circula- 
tion of 421,000 in 1948. But at the 
jend of last year, the roster had 
burgeoned to 135 publications with 
la circulation of 1,061,000. BNA 
}members last year accounted for 
| $14,871,000 of the net advertising "4 
|revenues reported by all business } 
publications. : 


}@ In AA’s annual Canadian re- 
|port last year, the BNA _ was ‘ 
|quoted to the effect that the big- VA 
gest single factor in the field’s ei 
development in ten years was the ‘| 
improvement in the editorial qual- 
ity of the publications. This year, t'\ 
according to George Mansfield, : 
+ e manager of the BNA, “member 
Canada’s first market through publishers are continuing to de- 
vote more effort and a higher per- 
y e e centage of their revenues to im-_ - 
Canada’s first daily newspaper provement of the product. ‘The 
BNA’s ‘Publishing Costs Study for 
1958’ shows again that the average 
cost per editorial page of member 
publications has increased sub- 
*GRUNEAU RESEARCH SURVEYS a. 

Mr. Mansfield added that “this 
increase could be said to have 
gone into increased editorial sal- 
aries as well as increases in num- 
ber of staff, the use of more color 
and professional artists for lay- 
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IN EIGHT SOUTHAM MARKETS . 
right across Canada. In fact, the two and one- 
half million people in the highly-individual 
Southam cities are enjoying growth, expansion 
and prosperity as never before. And that means 
extras. “Extra” dollars to spend on all the 
“extras” prosperity can bring. 

In the past five years Southam markets have 
certainly changed. Retail sales in such busy 
Southam cities as Edmonton, Calgary, Ottawa 
and North Bay have risen an overall average 
of 21%. Similarly, total effective buying in- 
come in Winnipeg, Medicine Hat and Hamil- 
ton has increased over $366 million in the 
same five year period. 

Each separate Southam city has a great story 
to tell. A story that means extra sales dollars 
to alert “marketers” who can readily recognize 
opportunity. 


Sell each individual Southam market the tried 
and tested way. Sell it through its local 
Southam Newspaper. It’s the medium the 
people know best and trust most. 


" si IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 
THE SOUTHAM NEWSPAPERS 


GREAT BRITAIN 
CRESMER & WOODWARD INC. (CAN. DIV.) FF. A. SMYTH & ASSOCIATES LIMITED 


UNITED STATES 


NEW YORK, DETROIT, CHICAGO, 30-40 LUDGATE HILL 
SAN FRANCISCO, LOS ANGELES, ATLANTA LONDON, E.C.4., ENGLAND 


TORONTO MONTREAL 
THE SOUTHAM NEWSPAPERS THE SOUTHAM NEWSPAPERS 
88 UNIVERSITY AVE. 1070 BLEURY ST. 
K. L. BOWER, MANAGER J.C. MeCAGUE, MANAGER 
THE OTTAWA CITIZEN THE NORTH BAY DAILY NUGGET 
THE HAMILTON SPECTATOR THE WINNIPEG TRIBUNE 
THE CALGARY HERALD THE EDMONTON JOURNAL 
THE MEDICINE HAT NEWS THE VANCOUVER PROVINCE* 
*Published for Pacific Press Ltd. 
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1958-59 development, |report, “How Industry Buys.” This |examination of the industrial pur- 


A year ago, Mr. Mansfield said|said Mr. Mansfield, “has been the | project was conceived by the BNA |chasing-selling process ever made 
that controlled publications which | introduction of an audit of Cana-j|and co-sponsored with the Cana- 
submit to the CCAB audit “are|dian business papers by Elliott-|dian chapters of the National 


undergoing one of the strictest | Haynes Ltd. This 
circulation scrutinies anywhere in| gives a breakdown of all advertis- 
the world.” Now, he reports, “an ling carried (linage, dollar volume, 
increasing number of publications | color, size) by advertiser and by 
are having their controlled circula-| publication.” The move has been 
tion audited in accordance with| sponsored by the BNA. 

standard classification of circula- 

tion and, in addition, are providing|# An outstanding event of the 
an analysis of their circulation by|Canadian business papers’ year 
job-title.” 


linage audit | Industrial Advertisers Assn. Orig- 


inally called the London Study 
and then, in book form, “How 
Industry Buys—With Conclusions 
and Recommendations on Market- 
ing to Industry,” the project traced 
the influences involved in making 
industrial sales. 

“The London Study,” according 


in North America and yields fas- 
cinating insights into the buyer- 
seller relationship.” 


s The 270-page study, fruit of 
two years’ work, consists of ob- 
servations on the industrial pur- 
chasing process, the people 
|involved in that process, the mar- 
| keting concept applied to indus- 
\trial products, and 36 case his- 


was the recent publication of the|to the BNA, “is the first detailed | tories. These covered operations 


SS 
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The one publication in Canada 
designed expressly to sell her... 


Chatelaine’s circulation is 750,000, reaching 21.2%, of all English- 
speaking households in Canada. By way of comparison, the lead- 
ing U.S. women’s magazine reaches 10.7%, of households in the 


United States. 


Chatelaine’s intensive coverage and deep penetration makes it the 
#1 medium for communicating with women in Canada. They turn 
to CHATELAINE in their quest for more knowledge on more 
subjects. They welcome its authority because they know it is the 
only magazine in Canada written expressly for them. They accept 
its influence in the planning of a fuller life for their families 


and themselves. 


If the purchase of your product or service is influenced by the 


women of Canada, then this is your market place. 


Talk to them through the pages of CHATELAINE and reach an 
audience of | 650,000 Canadian women, when they’re in the mood 


to respond to your message. 


CHATELAINE 


MACLEAN-HUNTER PUBLISHING COMPANY LIMITED 
481 UNIVERSITY AVENUE, TORONTO, CANADA 
MACLEAN-HUNTER PUBLISHING CORPORATION 
341 MADISON AVENUE, NEW YORK 17, N.Y. 
WEST COAST REPRESENTATIVES: D.A.SCOTT& CO. 
SAN FRANCISCO AND LOS ANGELES, CALIF. 


ranging from the giant Canadian 
Westinghouse to companies of 70 
employes, and from Labatt’s brew- 
er to the London Free Press. 


Radio and Television 


Gross advertising revenues of 
the Canadian broadcasting indus- 
try, which were at an estimated 
level of $120,000,000 in 1957, ad- 
vanced to an estimated $130,000,- 
000 last year. 

Radio receipts reportedly moved 
up from a gross of $57,000,000 in 
1957 to $60,000,000 in 1958. Tele- 
vision’s gross, meanwhile, jumped 
from $63,000,000 to $70,000,000. 
And the Canadian Assn. of Broad- 
casters anticipated that 1959's 
gross will be up substantially— 
perhaps to a total of $145,000,000 
for the two media. 


a It is expected that television 
this year may forge ahead from 
its $70,000,000 level to a new high 
of $80,000,000. This total includes 
an estimated $53,000,000 from na- 
jtional billings and $27,000,000 
{from local sources. In radio, a 
'gross of perhaps $65,000,000 is 
|anticipated for 1959. This would 
|include $24,000,000 from local and 
| $41,000,000 from national adver- 
| tisers. 

| The Bureau of Broadcast Meas- 
| urement figures that 96% of all 
|homes in Canada have at least 
| one radio—and that 27% have two 
|or more sets. It also believes that 
|the average home listens to radio 
|for four hours and six minutes a 
/day—28 hours a week. On the 
| basis of a national population of 
| 17,180,200 and a total of 4,196,100 
households in Canada, the BBM 
estimates that 79%—or 3,328,400 
households, have television sets. 
In Ontario, where there are 1,509,- 
800 households, 1,295,900 are be- 
lieved to have tv. In Quebec, which 
boasts 1,066,700 households, BBM 
estimates that 937,600 have tele- 
vision. 


= According to the Dominion Bu- 
reau of Statistics, 445,155 radios 
were sold to consumers in the 
January-August, 1959, period. The 
total for the like period in 1957 
was 379,621. Television set sales 
this year came to 223,871 as 
against 220,859 in the eight-month 
period in 1958. 


Farm Papers 


Farm publications ended 1958 
with an estimated net advertising 
revenue of $6,250,000. The 1957 
figure was $6.217,000, while the 
1956 high-water mark was $6,311,- 
000. It is estimated by Maclean- 
Hunter that farm publications will 
reach a record net this year, with 
a total of $6,500,000. 

The farm field has grown slowly 
since 1948, when there were 45 
publications with a combined cir- 
culation of 2,178,000. In 1957, 
there were 52 books with a circula- 
tion of 2,507,000. Last year, the 
field included 55 farm papers with 
a total circulation of 2,750,000. 


= “There have been no outstand- 
ing developments in the farm 
publication field in the last year,” 
according to George Mansfield, 
manager of the Agricultural Press 
Assn. However, he indicated that 
advertisers “certainly are using 
more color inserts, and are con- 
centrating more on the better 
farm publications.” He added that 
“good farm publications are be- 
coming more technical as farms 
become more mechanized.” This 
latter trend was apparent a year 
ago, when the APA reported that 
a number of farm books “have 
considerably reduced their fiction 
content, particularly serial fiction 
content, in favor of technical ar- 
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How to stop a media argument 


As soon as personal opinions enter a 
media discussion you have an 
argument on your hands. And unless 
you are armed with facts, you cannot 
effectively stop thesargument. 


Media selection cannot be made on 
personal opinions alone. It is of vital 
importance to have all the facts before 
you start to choose the Canadian 


business magazines for your 1960-61 
schedules. 


Market/media information on 
business magazines reaching major 
Canadian markets is available from 
Canada’s industrial marketing special- 
ists—Hugh C. MacLean Publications 
Limited. 


Write now for your copies of the 
latest market and media data files 
covering the 22 Hugh C. MacLean 
business magazines. 


Electrical News & Engineering ¢ Electrical Contracting & Maintenance e Engineering and Contract Record « The Canadian 
Architect e Canadian Consulting Engineer e Shoe and Leather Journal e Furniture and Furnishings *« Supermarket Methods 
e Canada Lumberman e Canadian Woodworker e Oil Gas World e Canadian Chemical Processing « Canadian Metalworking 
Canadian Transportation « MacLean Building Guide e Electrical Equipment News e Industrial Digest ¢ Hospital Administration 
and Construction ¢ Executive ¢ Engineering Construction Purchasers Directory ¢ Chemical Buyers Guide « Building Buyers Guide 


HUGH C. MACLEAN 


Publications Limited 


U.S. Representatives: 

W. REYNOLD RATZ, 

549 W. Randolph St., Chicago 4, Illinois, 
STate 2-8811 

DILLENBECK-GALAVAN, INC., 

266 South Alexandria Ave., 


1450 Don Mills Road, Don Mills, Ontario, Canada Los Angeles 4, California, DUnkirk 5-3991 
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Happy Jingle of Cash Registers... 


Canada Bounces Back from Recession 
as Income, Employment, GNP Rise 


Corporation Profits Up 
22% Over Year Ago— 
It's ‘Moderate Boom’ 


Toronto, Nov. 17—Canada is 
currently in the midst of what 
Prime Minister John Diefenbaker 
has described as a “moderate 
boom.” 

This confirms the analysis—and 
hopes—of a number of Canadian 


advertisers, agency men, editors 
and government officials, who last 
year at this time told ADVERTISING 
AcgE, in effect, that: 

“The Canadian economy may 
have been slowed by recession 
thickets, and the coming winter 
may provide additional hurdles, 
but after that the track looks clear 
and moderately fast. The trend will 
be upward.” 

That the boom is on is evident 
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MONTHLY DATA, SEASONALLY ADJUSTED 
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everywhere in bustling, burgeon- 


ing Toronto and Montreal. Office 


Advertising agency service 
in the modern concept of 


marketing in Canada 


PAUL-PHELANRNI 
ADVERTISING 


M 


Lot 
TORONTO 


;? 2.2 
MONTREAL 


LONG TERM CONSISTENCY—Canadian sales show gains from 1955-59. 


and apartment buildings are going 
up on all sides in these two biggest 
Canadian cities. 
growing. New manufacturing and 
industrial operations are being 
launched. Incomes are up. Spend- 
ing is going on apace. 

Across the country, evidences of 
boom were piling up. Labor in- 


Population is | 


of the first half of 1959 (compared 
with $7.9 billion for the opening 
half of 58). Gross national product 
in the second quarter was at the 
rate of $34.7 billion, a 2% gain 
over the first quarter (in 1958, it 
was $32.5 billion). 


s Unemployment was continuing 
a more-than-seasonal decline, and 
it began to look as if this winter 
would be better for employment 
than the past two. Personal in- 
come, at a $24.4 billion level at 
the end of 1958, was zooming 
along at a $26.1 billion rate at the 
close of the second quarter. Chain 
store and department store sales 
were climbing. Corporation profits 
turned sharply upward in the 
second half of 1958—and have 
been maintaining their steam 
since. 

“In the first half of 1959,” re- 
ported the Dominion Bureau of 
Statistics, “corporation profits 
have been running at a level about 
22% above the same period a year 


come totaled $8.6 billion at the end 


ago. The stepped-up pace of eco- 


MEMBER CANADIAN ASSOCIATION OF ADVERTISING AGENCIES 


New Passenger Car Sales and Financing 
1952-1958 
% of Sales 
Sold Financed Financed 
Retail Retail 
Year No. Value (000) No. Value (000) No. Value 
1952 292,095 $ 725,168 124,879 $194,422 42.8% 26.8% 
1953 359,172 899,726 146,431 252,160 40.8 28.0 
1954 310,546 797,554 126,099 230,900 40.6 29.0 
1955 386,962 1,023,351 156,191 305,069 40.4 29.8 
1956 408,233 1,128,640 190,109 408,993 46.6 36.2 
1957 382,023 1,087,620 171,904 385,043 45.0 35.4 
1958 363,304 1,069,130 145,260 329,600 40.0 30.8 
1959* 288,374 888,059 91,333 232,159 — — 
*First half only. Source: Dominion Bureau of Statistics. 


By land, by sea, by air, Canadian Pacific—the world’s most 
complete transportation system—links five continents 


Daily, Canadian Pacific's 
sleek scenic dome streamliner 
train, “The Canadian,’ speeds 
across Canada on the Banff- 
Lake Louise route. 

Graceful White Empress 
luxury liners glide down the 
scenic St. Lawrence River on 
weekly voyages to Europe, 
sail serenely past picturesque 
French Canadian farms and 
villages. 

Jet-powered Britannias 
cross Canada, and Britannias 
and DC-6B's take wing regu- 
larly for trade and resort 
centers of the world’s con- 
tinents. 

Across Canada, Canadian 


Pacific operates a chain of ho- 
tels typified by Banff Springs 
and Chateau Lake Louise in 
the Canadian Rockies and the 
1600-room Royal York in 
Toronto, largest hotel in the 
British Commonwealth. 

And rounding out its many 
services, Canadian Pacific 
maintains a system of nation- 
wide communications, ex- 
press, trucking and piggyback 
services. 

This is Canadian Pacific— 
the world’s most complete 
transportation system—pro- 
gressively operating more 
than 85,000 route miles by 
land, sea and air. 


RAILWAYS e¢ STEAMSHIPS e« AIRLINES e HOTELS 


¢ COMMUNICATIONS 


EXPRESS e TRUCKING e PIGGYBACK 


nomic activity has brought about a 
striking rise in profits in almost 
all industries, including manufac- 
turing, 21%; mining, quarrying 
and oil wells, 32%; wholesale 
trade, 32%; retail trade, 8%. 

“The level of corporation profits 
in the second quarter, at a season- 
ally adjusted rate of $2.8 billion, 
was not far below the peak of $2.9 
billion reached in the first half of 
1956.” 


# The happy jingle of cash regis- 
ters all across the land was audi- 
ble in the offices of agency men 
in the big cities. As one of them 
put it: “We get budgets for every 
quarter, and when you see them 
for several hundred companies, 
you get a good idea of how things 
are going. And we don’t see any 
soft spots.” 

And the government was going 
along. The national budget was 
based on a gross national product 
of about $34.5 billion—“which is 
about 7% above the average level 
achieved in 1958.” Some officials 
were even inclined to forecast a 
gross national product growth this 
year of “8%, or even 9%.” 

Spending was still going strong. 
Canadians, whose personal in- 
comes have nearly trebled since 
1946, have shown the following 
spending pattern since that year 
for consumer goods and services 
(in billions): 


| Consumer spending gained only 
| 1% in the second quarter over the 
first this year (with durables, 
mostly automobiles, accounting for 
most of the slight advance). But 
the prospects were for higher con- 
sumer expenditures by the end of 
the year because personal income 
| was up and personal savings were 
accumulating. 

A summary of Canada’s recent 
economic progress was given by 
Gordon Churchill, minister of 


| trade and commerce, in the House 
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} of Commons, Ottawa, in June. 


Tt s “In Canada,” he said, “the pace 
iM of activity picked up sharply in 
the closing months of 1958. Pre- 

vious peaks in aggregate produc- 
tion and employment were sur- 


i passed even sooner here than in 
the U. S. This upward movement 
! in general activity has continued 


GROSS NATIONAL PRODUCT SHOWED A FURTHER 


i SUBSTANTIAL GAIN IN THE SECOND QUARTER 
i“ BILLIONS OF DOLLARS 
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GROSS NATIONAL PRODUCT 
of Morket Prices 
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ij 
in the current year. 
4 “The improvement under way 
ie is forcibly illustrated in recent 
t economic statistics. Figures on 
; Canada’s gross national product 
show that the value of national 
y output in the first quarter of 1959 
" increased by 2% from the previous 
, quarter and by 6% from the cor- 
‘ responding quarter of 1958. Indus- 
; trial production, which for the 
i most of 1958 was below the level 
' of the previous year, is, on the 
yi basis of the latest figures avail- 
able, running 9% higher than a 
year ago. 
“Total employment, which had 
Ms remained fairly stable during 1958, 
showed a stronger trend than 
\ usual in the early months of 1959. 
t In May, 100,000 more persons held 


r jobs than in the same month last 
; year, an increase of about 2%. 
f Unemployment has been declining 
4 and is now appreciably below the 


« recession level.” 


@ These indicators of general 

; activity, said Mr. Churchill, “re- 

flect a substantial and continuing 

improvement in economic condi- 

tions. The current upswing to date 

has been relatively free of physi- 

cal dislocation and strain and the 

| general level of prices has re- 

) mained steady. 

: {) “A major stimulus underlying 

the current expansion has been a 

freer spending attitude on the 

} part of the public. Consumer in- 

} comes had continued to rise even 

during the recession, and this 

upward movement has been rein- 

forced by the recent upsurge in 
employe earnings. 

# “For a time, spending lagged 

i behind incomes. However, new 

' consumer interest, particularly for 


OE SS iS a 


a automobiles and other durables, —— , y 
. / appeared in the closing months of c = 
> i 1958 and has been maintained 4 ° 
4 ; throughout the early part of the 7 . / 
r \ present year. . ° l 
S . 
4 s “This pickup in consumer Vt 
, spending appears to have been 
j based, in large part, on cash sales. 
Increases in installment credit 
have so far been quite moderate, 
{ indicating sustained strength in r , , ; ’ se A 4 
; the financial position of the Cana- Voila! Vive la différence. Vive MacLaren Advertising. We've got a head office in the second 
} dian consumer. largest French speaking city i world. Bi-lingually speaking, w ialists i 
{ ike laws oa yeh te eepesiones 8g P g city in the world. gually ng, we are specialists in French 
y ' the full force of the current Canada and French Canada has one-quarter of the country’s population. Trés important. Trés 
i economic expansion.” es : Pm . ‘a 
: 4 Shisn seseniie, Pelme Sinker significatif. If you want to be wise in the ways of Quebec, why not call us (or téléphonez) at 
r 4 ~ —«dDiefenbaker examined the state Victor 5-1222. We've got spanking new offices at 550 Sherbrooke Street West, Montreal 2, Quebec. 
t of the economy and made this 
- ¥ tag tegen aie saan P.S. For those who are interested in reaching the other three-quarters of Canadians who speak 
yf ; “Not only is e recession - ‘ 4 ‘ : : 
nd \ hind us, but recovery has pro- English, our other head office is at 111 Richmond Street West, Toronto 1, Ontario. It's good, too. 
e ceeded so strongly that we now 


\ look forward with confidence to a 
Bnew period of economic expansion MsACcLAREN ADVERTISING co. uMITED 
y which will bring large increases 
yf 1 in aggregate national production 
e i and benefit every part of Canada.” ieeatenetes TORONTO WINDSOR WHEPES VANCOUVER 
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Harlem Shopper's Guide Bows 


pe 


controlled circulation of 30,000 in| weekly, located at 250 W. 57th St., 
The New York Bulletin & Shop- New York's Harlem area, will start | is 27¢ a line. John Young & Associ- 
r’s Guide, a weekly tabloid with publication Dec. 3. Ad rate for the ates is publisher. 


Reach 76% of ALL Homes 
for ONE Low Ad 
Investment! 


™ Nova Scotia 
MARKET Is 


Advertising Age, November 23, 1959 


‘Pensez Francais’... 


English Copy Doesn't Always 
Translate Well into French 


MontTREAL, Nov. 18—Talk with | tional claims. 


any Canadian adman about his 


3. They are more likely to make 


favorite subject and soon the con-|nice judgments about advertising ' 

ver ALL of the oe rene ; judg 
menses Bavnbute — versation will come around to the ‘that is objectionable, offensive or 
Metropolitan ; @ 18 Counties “differences” between advertising | not in good taste. 
Area a @ 707,000 Population in the U.S. and Canada. i 


@ 176,000 Persons employed 


BIG! 


Sell and Hold This Stable, Healthy Market with 


THE HALIFAX CHRONICLE-HERALD 
i and THE HALIFAX MAIL-STAR 


Net Paid Daily Circulation Over 106,000 ABC. 


Representatives: E. A. Williams, Toronto-Montreal; Ward-Griffith & Co., Inc., United States; 
Nat. Adv. Mer.: A. C. Griffin D. A. Goodall & Co., London, England 


—S 


APA 
Aen 


The differences were summar- 


tant.” They were: 

1. Canadians, perhaps because 
of British historical inheritance, 
are inclined to be more conserva- 
tive than Americans. 

2. They are more likely to be 
put off by hard-sell, more likely 
to respond well to factual presen- 
tations, to be skeptical of sensa- 


Plure’ 
J. 
VY 


This book tells you {2 
where the money is... 
in the world’s fastest growing market! 


If you sell, advertise or are considering plant 
investment in Canada, you will find Tue 
CANADIAN Markets indispensable. This val- 
uable addition to J. Walter Thompson Com- 
pany’s Wortp Markets Series gives you a 
detailed market analysis of Canada’s ten 
provinces and two territories... gives you 
official estimates for the future... helps you 
reach your money-making decisions. 


... first to provide province maps showing 
both incorporated and unincorporated 
places of 1,000 population or over. 


. . . first to provide a county-by-county 
map of population density based on the 
1956 Canadian census. 


. . . first to apply a detailed 12-point 
marketing yardstick to Canada and each 
of its provinées and territories, to provide 
a more accurate comparison of the sales 
potentia! of markets. 


Canada’s 17.5 million people today are 
among the world’s richest consumers. No 
other major market is expanding so fast in 
both private and industrial consumption. 


Examine 


. . . first to provide a marketing map show- 
ing all of Canada’s counties and census 
divisions classified on the basis of sales 
potential . . . 24” by 36”, in color. 


This new book—THE CANADIAN MAR- 
KETS—tells you where the markets are, 
what Canadians produce and how they 


J. WALTER THOMPSON COMPANY, Dept. CA-11 
420 Lexington Avenue, New York 17, N.Y. 


, & © 


THE CANADIAN MARKETS in- 
cludes a 24” by 36” four-color 
marketing map in French and Eng- 
lish . . . the first ever to classify all 
of Canada’s markets by population, 
households and disposable income! 


FREE TRIAL EXAMINATION. No effort has been 
spared to make THE CANADIAN MARKETS as 
complete and valuable a marketing tool as 
possible. If you are interested in the markets of 
Canada, you will find this book indispensable! 


ORDER NOW! MAIL THE COUPON TODAY! We will 
send you a copy anywhere within the Con- 
tinental United States on approval. (Orders for 
delivery outside the Continental U.S. must be 
accompanied by remittance in full.) 


it for ten days. If you decide that 


you need the many marketing services this book 
offers, remit $18 and delivery cost. Otherwise 
you may return it and owe us nothing. 


Today— mail the coupon! 


-—- ee 


4. But, they have also become 
largely conditioned to U.S. adver- 


@ Over $560,000,000 Annual ized recently by the Financial Post, tising methods, and are not so con- 
Retail Sales which described them as “not seryative as British consumers. a 
striking, but nonetheless impor- British understatement is likely i 


to leave them unmoved, may 
impress them as stuffy and pom- 
pous. 


= These characteristics may set 
the Canadian consumer apart from 
his friend south of the border, but 
there is also another complex 
within Canadian market confines. 
This is the French Canadian. 

J.-Eugene Cote, of Ronalds Ad- 
vertising Agency here, summed up 
the differences between the 
French Canadian and his English- 
speaking countryman. 

“The differences,” he said, “lie 
mainly in French Canada’s Jean- 
Baptiste Latin temperament and 
traits: a flair for the imaginative, 
volubility, quickness of mind and 
warmth of feeling. He tends to be 
artistic. Large families and rela- 
tively low income, however, force 
him to be practical and to look for 
value in what he buys. He main- 
tains strong family ties and is 
very religious. 


s “In advertising, he reacts un- 
favorably to the group appeal as 
he is keenly individualistic; he is 
also impervious to the scare ap- 
peal, innuendo appeal and the do- 
it-now appeal. Since his socially 
accepted standards emphasize 
clean moral living and moral dis- 
cipline in his family, sex appeal, 
too, is frowned upon. 

“Very often a good advertising 
theme developed for use in Eng- 
lish will adapt en bloc into French, 
provided it does not contain un- 
translatable idioms or play on 
words. However, care and judg- 
ment must be exercised, for there 
are many instances where adver- 
tising campaigns are prepared for 
English use which do not adapt 
at all effectively into French.” 


@ Because the French Canadian 
\stems from industrious, thrifty 
|Norman stock, explained Paul 
|L’Anglais, of Radio-Video Pro- 

gramme Producers, “he is a careful 

buyer who can’t be bamboozled 
|into a hasty bargain. Because he 

has French and Latin ancestors, 

the French Canadian is artistic, 
;/romantic, sentimental and _ has 

generally excellent taste; so qual- 
|ity appeals to him before anything 
| else. 

“The group appeal,” added M. 
|L’Anglais, “should be used spar- 
‘ingly, because the French Cana- 
|dian is keenly individualistic and 
| wants personal consideration. The 
jinnuendo appeal generally misses 
the mark because the French 
|Canadian dislikes hints at the 
possibility that he is not as parti- 
cular about himself as he should 
be. The do-it-now appeal tends to 
irritate him rather than sell; his 
attitude is, ‘I’ll buy it when I need 


: : F it an 
: : A leading Canadian spokesman has said . when I damn well 
produce it. It gives you hundreds of ac- . . + 66 Please send me [HE CANADIAN MARKETS for please’! 
: THE CANADIAN MARKETS is “‘by all odds . val. I er ; 
curate up-to-date facts on consumption ten days, on approval. If not satisfied, I will return 
oe Fe aie Pp the most comprehensive and informative the book, without obligation. Otherwise, I will send . : 7 4 
and distribution. $18 plus delivery cost. (Publisher will pay delivery = M. L’Anglais said the “mere 


Many marketing firsts are with the Canadian scene.”’ 


included in this book Compiled by J. Walter Thompson Com- 


pany Ltd. marketing specialists, with the 


THE CANADIAN MARKETS is . . . generous cooperation of Canadian govern- 


Name 


cost if remiltance accompanies your order. Same return | 
privilege, of course.) 

Note: Orders for delivery outside the Continental | 
U.S. should be accompanied by remittance in full. 
Add 75 cents for delivery. 


translation of an English cam- 
paign is obvious to French Cana- 
dians and only creates antagonism 
or ridicule for the product. You 
must use a well-adapted French 
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counterpart of your English sales 


(= TA ai 


... the first book ever to include a list of ali 
population centers— boch incorporated and 
unincorporated —over 1,000 population. 


ment agencies, you would have to consult 
over 150 sources in two languages to get 
the information packed into this book. 


| 
| 
l 
| 
| 
document which has appeared dealing : 
| 
| 
| 
| 
| 
| 
| 
| 


| argument.” 

tie | An advertiser, he said, should 
ae ileal |always remember that he has to 
Bass cies cease cy ee se cess eis cms nth etind GORD une enum ms com canis cou eee Ga |prove to French Canadians that 


Address — 


: aoe = = ‘ ee ‘ Ee . i Seer cs 5 eae >, et aie Pt. 4 mee ee. Det. 3 a re ee PAGE) ae - 
4 
a 
= ee Ht 
iq 
; ‘i 
a 
7) 
— . : — —— } f ) 
| o\) 
: MN 
a } 
— 
{ 
y Lm : 
' or | 
: % } 
< 
~ —_— 
ig ——- S Zz DARE 
; ee 
y | Pe . 7 
Ww “ ‘ 
x £ } | 
ee | 
| rr 
mS AAA ) 
entenienendtinignemnpipnnntetmintmmaenigitl a ee ; . ' 
, ‘ . . . * ] 
- . 1 7 ’ ‘ \ 4 { 
\ da A ad, ry, , a \ 
< < * J P - s , vt { R F =a 1 \ / 
: | M E.R RK ? eo ee ae ; ‘ 
is ( : % . Fe ; : nia 
w) a E r 9 tO =e . s yi a we | 
w / , Rng Wee be walt gn * as Lat honk | 
i , ea ar E ‘ : re Oey. ] 
* . ‘ ° ‘ 1 gies Fhe 7 | 
. ‘ 5 t te x See ve bly arene i j 
\ ' "Oy et ' ae - ica wae IS Fee PEI 
- ~ ‘ ser a oe «Bee ee if 4 > 
bi ~ ’ ) i: ; te “CS i © : Pes 4k 
, ¢ : . i ar. res ty ey } 
’ # P © (00 f a ist a3 9 2 ay 3 ‘ 4 o | 
; ‘ J : . , ye nie ‘¢ Shane Se ieee 7 
y : ¢ “ 5 =/ g Lan A ee 
; , f 2 2 he. : Jf i a 
a . . as a Ps a ag! , 
; s ‘ a) ve nh «Wey © Bin? - 
» ‘ c, , os / ; esd : — ne ; of 
. ‘ hy 8, ; / ) 3 She Sea oni tang J e y/ 
' . 4 hy . M8 ht Say ye - 3 e? J 7 
+s , a “1 a ae “oe 4 e - 
ih % , LU . Mon, + A Lf 4 f ae % Pale { vy : R s? 
ide “ : “ +?4Skay on ‘ / % a ‘ — , 
sad he ” '"HEwa a ae ae ~ erage | ee al 4 / . 
ee Wg wa § hu * , “WAN MAN TA a aia, SER eS ; aie ee a 8 oat Og ad - ¢ / a 
ee > > s tee b yf GA see ay acee oF i th OE d j a , ; 
a t ? Mare,» , . Wicd ~ % f ay 7 ae ; 7 ¢ _f*)$ wy 
ei ‘ Mf ~ ar “Gay, ’ . _ . Pee bY ee Reps at gal ‘ Fal 4 
# bad 4 ~ Nee j é i“ “he Y A hers eis . i 
a .. | ieee aie Sas . at PS, ° 
s ae ae * ma) : a my fi | 
ee é a : a ~ , ae -, Sr of aie... re * sé \> 9s io 
“™~ Oe aa F, soe ca .g 
= { nS eae os See, te Brit, bay on K Re 4’ m , 
a ¢ wet" es ee i PO eae OS eee eee LoL ’ oo + ‘ 
ial £ oP. ee, eg: 4 Mad ‘ t 
Be | fort France saya Spee wp ca : = ‘ f > a 
Re oe: oi eS 4 ( j ; 
a fwVW sf "alee cc ae P WT 2 € 
= é a re eS . . 
> ‘ 7 ‘ 
age ee oe A 2 : 
: \ 
5 te { 4 
Pan fae t ¥ 
ot > | 
aie wee 
ens ~ 
wc) . 
Pay ; 
a ae Y 
. A 
‘y i 
“x j 
= ; 
LF a 
ee * ¥ 
: ' 
; Pe ; 
4 
: : 
Pe 7 
; 
ee a 
| “ 
+ 
; 
i 
i 
re ; : ' 
— —S pt 
ei : \ 
Pe 
; 
z { 
ie 
ar : ; 
= Ay ; Ss es sh me He asid ee ; —— 7 aa : : ; 
cae :. aa 5 ae ayer ie © hae oF 7 
ox : ee 7 ona 2 ‘ 
aan a aes Sige 
esate * ae 
17 Sees Ce 


ws 


ee ee ee ee ee ee ee ee 


=<_” a a 
ee et ee ee er 


a 


Covering the Canadian market is a big job. Cities 

and towns are spotted over a territory as wide as 
the United States. It takes a big, powerful magazine 
(, to do it. 


Here is a situation that demands the widespread 
| coverage and deep home penetration of Weekend 

Magazine and its French language edition, Perspec- 
i tives, which do a big job where a big job must be 
done. Weekend Magazine and Perspectives, with a 
circulation of 1,790,000, reach four out of ten of 


all the homes in Canada every week—a coverage in 


You can't pussyfoot into Canada 


Canada equal to the combined coverage of Look, 
Life and Saturday Evening Post in the United States. 


This is a volume market—the people who buy 
the homes and the automobiles, the life insurance 
and the soap, the cake mixes and the candy bars. 
These are people with a thousand needs and the 
means to satisfy them. 


These 1,790,000 homes can become your live, 
active, responsive sales territory. So do the big job 
the big way—with Weekend Magazine and Perspec- 
tives. 


+) Represented by: O'Mara & Ormsbee Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 


The biggest single 


| selling force in Canada Pp 


' Weekend 


e 


MAGAZINE AND ITS FRENCH LANGUAGE EDITION 


erspectives 
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his product “is an improvement 
within his means or a necessity he 
can’t pass by. Jean Baptiste is 
thrifty, but if he sees what he 
needs and is convinced by French 
sales talk or advertising that the 
article in question measures up to 
his requirements, he will buy it 
immediately.” 


s Not long ago, Maurice Watier, of 
Thompson-Petersen Advertising, 
complained in aé_é speech that 
French Canadian ads are, physi- 
cally, exactly like English and 
American ads. 

This is true, he said, “only 
because English-speaking adver- 
tisers and their agencies control 
most of the national advertising 
and unconsciously take advantage 
of their financial position to force 
translations down the throats of 
French Canadians. 


s “The French Canadian culture 
and personality do exist. It is be- 
yond comprehension that French- 
speaking Canadians do not yet 
show their personality in the ad- 


vertising that is meant for them. | 
Quebec is different and should be | 
treated differently. 
“It is in your own interest to! 
conform with a status that time | 
has not altered. Pensez Francais, 
with all that it implies in the ; 
making of genuine French adver- | The following question and an- 
\tising. Quebec is 82% French;|5WeF were posed at the 1959 _ 
Quebec is the second most impor- |"¥U4l meeting of the Direct Mail 
tant market in Canada, and Can-|44vertising Assn., held in Mon- 
‘ada will respond better to your | ‘real in September. The question 
| advertising if you communicate in | was” asked of Glenn A. Oman, 
| the appropriate language.” | president of International Corre- 
ees Schools Canadian Ltd. 
|# What makes Quebec province | Q. “Do you find that advertising 
‘the second most important Cana-|#PPeals that work well in the 
‘dian market? The newly-formed | States work equally well up here?” 
Publicite-Club de Montreal, which| A. “Here we have a very strange 
ended its first observance of|Situation, The spill-over leads 
“French Market Month,” on Oct.|from U. S. publications are our 
24, has pulled together the follow-|lowest-cost leads, and are con- 
ing characteristics of what it calls| verted to enrollments (in ICS 
|“a French island in an Anglo-Sax-|COurses) at a very satisfactory 
on sea’; | rate. 
(e Population: According to latest} “But when we try to use these 
estimates, Quebec’s population is |5#™€ appeals in Canadian publi- 
4,962,900, or 28.7% of Canada’s|C@Uons, we experience a much 
‘total. Nearly 88%, or 4,362,380 per- | lower rate of return, and a lower 


jrate of conversion. It would ap- 


|pear that we are dealing with 
two different groups of people in 
Canada—those who read and re- 
spond to U. S. publications and 
those who read and respond io 
Canadian publications. 

“I would think, on the whole, 
that the average Canadian’s reac- 


Advertising Age, November 23, 1959 


Canadians Don't React to Ads 
the Way We Do, Say Admen 


tion is a bit more conservative to 
| advertising than is the case in the 
States. We find we can use some 
of the catch phrases used in the 
States, but we get better results 
from their use if we temper them 
in some way. As an example, Mr. 
Joseph H. Biro, director. of mar- 
keting for ICS in the U. S., has 
found that the ‘job security’ ap- 
|peal works well in the States. We 
have found that it works equally 
well in Canada—but only when 
we tie it in with a large illustra- 
tion of the ICS diploma.” 


s Mr. Biro (to another question): 
“In the U. S., we have the bulk 
of our magazine inquiries within 
90 days after the publication goes 
jon sale, although leads will con- 
|tinue to come in for a full year 
‘after the sale date.” 
| Mr. Oman: “In Canada, Read- 
|er’s Digest will require as long as 
seven months to produce 90% of 
the inquiries. There another pe- 
culiarity turns up—Selection du 
| Reader's Digest, the French edi- 
|tion, will require only half that 
| time.” # 


sons, are French-speaking. Since 
1951, the population of Quebec has 
increased approximately 22%. 
Families average about 4.5 persons. 


|Quebec City is the second largest 
|city in the province with 326,000 
|people, or 6.8% of the total pro- 
| vincial population. 


There are four cities that boast 
populations between 50,000 and 
100,000: Three Rivers, Sherbrooke, 
Chicoutimi-Jonquiere and Shawin- 
igan Falls, with an aggregate of 
300,000 people. 

Hence, 42% of the provincial 
population lives in metropolitan 
areas; 8% in urban centers of 
25,000 to 100,000 population; 5% 
in urban centers of 10,000 to 25,000 
population; 14% in _ semi-rural 
areas with populations between 
1,000 and 10,000; and 31% live in 
rural areas. 

e Language: 62.5% of the pop- 
ulation speak French only; 25.6% 
speak French and English; 11.4% 
speak English only. 
e Income: It is estimated that the 
28.7% of Canada’s population rep- 
resented in Quebec has a net buy- 
ing income amounting to 25.7% of 
Canada’s total. 
e Newspapers: Quebec has nine 
daily newspapers. (Ontario and 
New Brunswick each have one dai- 
ly French-language paper.) The 11 
| papers have an ABC of 678,867. 
|The province of Ontario, by con- 
|trast, has 40 English-language pa- 
|pers. In Quebec, there are nine 
|class A and 132 ordinary weeklies. 
|The four important weekend pub- 
|lications have a combined circula- 
tion of nearly 1,000,000 copies. 
e Radio: This medium continues to 
be effective, as 38 French stations 
in the province offer saturation 
|coverage. The French Canadian 
listens long to the radio, especially 
for sports and local and interna- 
| tional news. Over 1,000,000 Quebec 


give weight 
to your argument 


You advertise in a climate 


of compelling influence 


when you advertise in The Financial Post, Canada’s 


foremost publication for management. 


Here in Canada, more than 80% of Post primary 


readers in business belong to the influential buying 


teams of presidents, vice-presidents, general man- 


agers, secretary-treasurers, sales managers and others 


On management or supervisory levels. 


For even more conclusive evidence of how The Post 


penetrates the multiple buying influences, see our 


latest study by Gruneau Research on the character- 


istics of Post readers. 


Write to: 


The Financial Post 


481 University Avenue, Toronto 2, Canada 


A MACLEAN-HUNTER 


PUBLICATION 


This is reader response! 


Between March 15 and April 7 this year, LA PATRIE ran a Hockey 
Contest based on the number of goals which would be scored by 
the winning team in the final playoff championship series. 


a total of 41,00 


replies were received 


gresoett5 Over 25.2% of the total circulation of 
ann. WONNNS, SAE eweme™ LA PATRIE were sufficiently interested to 
wave Me ant On take time out to essay a_ prediction. 


Incidentally, 5,180 predictions were correct. 


The number of correct forecasts is not 
important. What is IMPORTANT is the 
evidence of READER RESPONSE to the 
material contained on the pages of 


la Patrie 


180 St..Catherine St. E., Montreal; UN. 1-2701 
Toronto Office: 19 Melinda St., EM. 4-1016 


U. S. Representative: Ralph R. Mulligan, 
New York, Chicago, Los Angeles, 
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his product “is an improvement 
within his means or a necessity he 
can’t pass by. Jean Baptiste is 
thrifty, but if he sees what he 
needs and is convinced by French 
sales talk or advertising that the 
article in question measures up to 
his requirements, he will buy it 
immediately.” 


® Not long ago, Maurice Watier, of 
Thompson-Petersen Advertising,| 
complained in a_ speech that | 


French Canadian ads are, physi- the appropriate language.” 


cally, exactly like English and | 
American ads. 
This is true, he said, 


“only | 


Advertising Age, November 23, 1959 


vertising that is meant for them. | 
Quebec is different and should be| 
treated differently. 

“It is in your own interest to/| 
conform with a status that time | 
has not altered. Pensez yveneale, | 


Canadians Don't React to Ads 
x the Way We Do, Say Admen 


making of genuine French adver- The following question and an-| tion is a bit more conservative to 
tising. Quebec is 82% French;|SWeF were posed at the 1959 an-| advertising than is the case in the 
Quebec is the second most impor- jnual meeting of the Direct Mail|States. We find we can use some 
tant market in Canada, and Can-'| Advertising Assn., held in Mon-|of the catch phrases used in the 
ada will respond better to your | treal in September. The question | States, but we get better results 
advertising if you communicate in | ¥@5 asked of Glenn A. Oman,| from their use if we temper them 
|president of International Corre-|in some way. As an example, Mr. 
| spondence Schools Canadian Ltd.| Joseph H. Biro, director. of mar- 
= What makes Quebec province | Q. “Do you find that advertising| Keting for ICS oe oe oS» mae 
ithe second most important Cana-|#PPeals that work well in the found that the ‘job security’ ap- 


because English-speaking adver-| qian market? The newly-formed wae work equally well up here?” | Peal works well in the States. We 


tisers and their agencies control 
most of the national advertising 
and unconsciously take advantage 
of their financial position to force 
translations down the throats of 
French Canadians. 


s “The French Canadian culture 
and personality do exist. It is be- 
yond comprehension that French- 
speaking Canadians do not yet 
show their personality in the ad- 


| “a French island in an Anglo-Sax- | Courses) 


| 4,962,900, 


have found that it works equally 
well in Canada—but only when 
we tie it in with a large illustra- 
tion of the ICS diploma.” 


Publicite-Club de Montreal, which| A. “Here we have a very strange 
ended its first observance of situation. The  spill-over leads 
“French Market Month,” on Oct.|from U. S. publications are our 
24, has pulled together the follow- | \lowest-cost leads, and are con- 
ing characteristics of what it calls| verted to enrollments (in ICS ; , 
at a very satisfactory |® Mr. Biro (to another question): 
on sea” | rate. “In the U. S., we have the bulk | 
* Population: According to latest} “But when we try to use these of our magazine inquiries within 
estimates, Quebec’s population is | 54™¢ appeals in Canadian publi-|90 days after the publication goes | 
or 28.7% of Canada’s! ‘cations, we experience a much |° sale, although leads will con- 
total. Nearly 88%, or 4,362,380 per- | lower rate of return, and a lower |‘imue to come in for a full year) 
irate of conversion. It would ap- | fter the sale date.” 


give weight 
to your argument 


You advertise in a climate of compelling influence 
when you advertise in The Financial Post, Canada’s 
foremost publication for management. 

Here in Canada, more than 80% of Post primary 


readers in business belong to the influential buying 


teams of presidents, 


agers, secretary-treasurers, sales managers and others 
on management or supervisory levels. 

For even more conclusive evidence of how The Post 
penetrates the multiple buying influences, see our 


latest study by Gruneau Research on the character- 


istics of Post readers. 


Write to: 


The Financial Post 


481 University Avenue, Toronto 2, Canada 


A MACLEAN-HUNTER 


vice-presidents, general man- 


ios | pear that we are dealing with Mr. Oman: “In Canada, Read- 
two different groups of people in |er’s Digest will require as long as 
Canada—those who read and re- | Seven months to produce 90% of | 


those who read and respond to /|Culiarity turns up—Selection du} 
Canadian publications. Reader's Digest, the French edi- 

“I would think, on the whole,|tion, will require only half that 
that the average Canadian’s reac- | time.” # 


sons, are French-speaking. Since |Quebec City is the second largest 
1951, the population of Quebec has|city in the province with 326,000 
increased approximately 22%.|people, or 6.8% of the total pro- 
Families average about 4.5 persons. | vincial population. 


spond to U. S. publications and the inquiries. There another pe-| 


There are four cities that boast 
populations between 50,000 and 
100,000: Three Rivers, Sherbrooke, 
Chicoutimi-Jonquiere and Shawin- 
igan Falls, with an aggregate of 
300,000 people. 

Hence, 42% of the provincial 
population lives in metropolitan 
areas; 8% in urban centers of 
25,000 to 100,000 population; 5% 
in urban centers of 10,000 to 25,000 
population; 14% in _ semi-rural 
areas with populations between 
1,000 and 10,000; and 31% live in 
rural areas. 

e Language: 62.5% of the pop- 
ulation speak French only; 25.6% 
speak French and English; 11.4% 
speak English only. 
e Income: It is estimated that the 
28.7% of Canada’s population rep- 
resented in Quebec has a net buy- 
ing income amounting to 25.7% of 
Canada’s total. 
e Newspapers: Quebec has nine 
|daily newspapers. (Ontario and 
New Brunswick each have one dai- 
| ly French-language paper.) The 11 
|papers have an ABC of 678,867. 
|The province of Ontario, by con- 
\trast, has 40 English-language pa- 
|pers. In Quebec, there are nine 
|class A and 132 ordinary weeklies. 
The four important weekend pub- 
lications have a combined circula- 
| tion of nearly 1,000,000 copies. 
e Radio: This medium continues to 
be effective, as 38 French stations 
in the province offer saturation 
coverage. The French Canadian 
listens long to the radio, especially 
|for sports and local and interna- 
| tional news. Over 1,000,000 Quebec 


| 
| 


Over 25.2% 


Incidentally, 5 


important. 
evidence of 


PUBLICATION 


This is reader response! 


Between March 15 and April 7 this year, LA PATRIE ran a Hockey 
Contest based on the number of goals which would be scored by 
the winning team in the final playoff championship series. 


a total of 91,000 | 


replies were received | 


of the total circulation of 


— LA PATRIE were sufficiently interested to 
take time out to essay a_ prediction. 
, 180 predictions were correct. 


The number of correct forecasts is not 
What is IMPORTANT is the 


READER RESPONSE to the 


material contained on the pages of 


fa Patrice 


DIMANCHE 


180 St..Catherine St. E., Montreal; UN. 1-2701 
Toronto Office: 19 Melinda St., EM. 4-1016 


U. S. Representative: Ralph R. Mulligan, 
New York, Chicago, Los Angeles. 


READERS WHO RESPOND TQ 
EDITORIAL MATTER RESPOND TO ADVERTISING 
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families own at least one radio. 


|\East (Ottawa and Carleton coun- 


e Magazines: Eight ABC consumer |ty), where 32.2% of the popula- 
magazines have a monthly circula- | tion 1s French-speaking; and in 


tion of 555,000; farm magazines | four 


have 373,000 subscribers; about 
300,000 copies of religious publica- 
tions (open to advertising) are 
also circulated. 


e Television: There are now eight | 


French tv stations serving Quebec, 
and one in eastern Ontario. It is 
estimated thai 937,600 French tv 
households watch these stations 
(out of a total of 1,066,700 for the 


border counties (Prescott, 
Russell, Glangarry and Stormont), 
where the percentage of French- 
|speaking people ranges from 
|43.7% to 87%. 

Second area is in the north of 
|Ontario. This includes Timmins, 
|Sudbury, North Bay and their 
|counties, where an average 44.9% 
jare of French. ethnic origin. The 
|third area is in the Southwest: 


province). Just about 88% of Que- | Essex, Kent, Welland and Lamb- 
bec’s homes (both English and | ton counties, where the French 
French) have tv sets. vary from 4.9% to 16%. 

Having larger families, French| While 12.2% of the province of 
Canadians stay at home more. With | Quebec population speak English, 
fewer daily newspapers and maga- 9.3% of Ontario’s population 
zines, and less money for outside Speak French. Numerically, there 
entertainment, the tv set has be- | 4re nearly as many French-speak- 
come the center of home enter- | ing people in Ontario (549,704) as 
tainment. French television pro-| there are English-speaking people 
grams are an integral part of social |im Quebec (600,510). 
life, and French tv artists are| 
household names. |@ In the Maritime provinces, there 


than 90% of the homes. In Nova 
Scotia, French Canadians are es- 
tablished in Richmond, Digby, 
Iverness and Yarmouth counties, 
and 40% of the population of these 
counties speak French. On Prince 
Edward Island, they are concen- 
trated mostly in the North, in 
Prince county. 

In the Prairie provinces, there 
are 175,892 people of French Cana- 
dian origin. In Manitoba, they are 
concentrated largely in St. Boni- 
face and the basins of the Red and 
Assiniboine rivers. In Saskatche- 
wan, there are three groups: 
around Prince Albert in the North. 
Regina and Saskatoon in the cen- 
ter, and Gravelbourg in the South. 
In Alberta, Edmonton is the big 
center, with St. Paul and McLen- 
nan the centers in the North. # 


Chrysler Names Top Dealer 
Chrysler Corp., Detroit, has pre- 

sented its national sales award to 

Walton Motors, Chicago, designat- 


| are 321,109 French Canadians.|ing the dealership as the world’s 
s While Quebec is an important} Most of them are concentrated in| largest dealer of Chrysler built 


market, there are French seg-|northern New Brunswick 
ments in eight other provinces.|cester, Madawaska, 
There are three distinct French | Victoria and Kent 


(Glou- | autos. 
Restigouche,| which handles all nine Chrysler 
counties), | lines, has been the top dealer since 


Walton, the only dealer 


markets in Ontario. One is in the|where French is spoken in more | 1953. 
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‘Canada Will End Monopoly of Its CBC 


| (Continued from Page 71) 

are full-time staffers. The board 
has assumed all regulatory powers 
held by the defunct CBC board of 
governors. The CBC’s system is 
now administered by a board of, 
directors, which in:turn reports to 
BBG. 

BBG has announced proposals 
which, if put into effect, will make 
operation of the new television 
stations a much less profitable 
venture than many applicants 
originally expected. 


= Foremost of these is a plan 
providing that 55% of the pro- 
gramming on both CBC and pri- 
vately-owned stations must be of 
Canadian character. 

It is estimated that CBC pro- 
gramming today is about 51% 
Canadian in character. An in- 
crease to 55% will jump CBC 
costs, most of which are met by 
tax revenues. More important, the 
ruling would cut the profits of 
|independents who, generally 


| speaking, would like to show as 


Where do you find 
LPJ 


readers in 


LA PROVINCE 
DE QUEBEC 


? 


LE PETIT JOURNAL can produce results for you. 


EVERYWHERE! 


IN THE CITIES ESPECIALLY 


Montreal, Quebec City, Three Rivers, Sherbrooke—in every 
Quebec Province city over 25,000 you'll find LE PETIT 
JOURNAL consistently delivering the highest circulation of 


any weekend paper, French or 


English. Market quality? Just 


check these facts:- Nearly half of the L P J readers own 
their own homes. It has the highest circulation in the 15-t0-25 P 


age group where buying patterns are formed... and among 


skilled laborers. 57.2% read French only—you can’t reach 


them from “ 


outside”! Whoever your best customers are, 
a 


chances are good you'll find them in a responsive 
reading this alert and progressive French language 


publication. 


5460 Royalmount Ave. 


Montreal 9, Que. 


in Big Cities, Allow Independent TV by ‘60 


many U.S. films as possible and 
originate few, if any, programs. 

The proposed regulation, on 
which hearings started this month, 
provides that up to two hours of 
broadcast time each day during 
the peak period between 8 and 11 
p.m. be reserved for Canadian 
programs. 


# Following establishment of BBG 
and the new CBC board of direc- 
tors earlier this year, the CBC 
recently underwent a major man- 
agement overhaul, with the result 
that Canadian broadcasting in 
general still can be considered to 
be in its formative stages, at least 
from the standpoint of policy and 
management. 

Some Canadian-originated 
shows, however, are recognized 
throughout the world as leaders 
in their fields. This is especially 
true in the areas of public affairs 
and education. 


# Also this year, the CBC intro- 
duced a new plan of television 
network operation to provide an 
equitable division of time for both 
network and local programming 
by privately-owned affiliated sta- 
tions: 

The plan has two main classi- 
fications—network option time 
and local station time. There is a 
third period when the network is 
in partial operation, called limited 
network. Of the 10 hours and 30 
minutes set aside as local time, 
eight hours are in prime evening 
time (6 to 11 p.m., Monday through 
Saturday, and 5 to 11 p.m., Sun- 
days). 


‘| s All stations on the network are 
required to carry programs in the 


option time periods. CBC-owned 
and operated television stations 
carry all of the limited network 
programs, both commercial and 
sustaining. 

Other stations on the network 
can carry any of the CBC sus- 
taining programs in the limited 
network category by requesting 
network service. In the case of 
commercial programs in this cate- 
gory, sponsors are free to order 
any station or combination of 
stations over and above the CBC- 
owned and operated stations. 


s Here’s a breakdown of an aver- 
age week’s schedule: 


1. Network option time (stations 


The Successful Sixties BELONG To London With Western Ontario... 


A Busy, Booming, Canadian Market... 


IS A MIGHTY IMPORTANT MARKET! 


Here is a stable, able-to-buy market in the heart 
of the most densely populated area of the country and 
it is UNAFFECTED by any outside influence! 


TEST ALL CANADA . .. IN ONE MARKET . . . IN ONE MEDIUM ... . 


Reach every town and village in a SEVEN county diversified 
economy area. ..and of course you'll dominate 
Greater London (pop. over 150,000) too! Whatever you 


require . . . color, market surveys, stock checks, split runs, etc., 
we'll fill the bill! 


e London Free 


Western Ontario's Furemest inet 


A.B.C. Circ. 104,747 12 mos. ending Mar. 31, 1959. 
Write for our Comprehensive Market Data Book today! 
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must carry), 34 hours and 35 min- 
utes. 

2. Local service, 10 hours and 
30 minutes. 


3. Limited network (available 
on request), 19 hours and 55 min- 
utes. 


= The CBC has the longest tele- 
vision network in the world— 
more than 4,200 miles of micro- 
wave facilities reaching from St. 
John’s, Newfoundland, to Victoria, 
B.C. 

Its English language network 
boasts 46 stations, only five of 
which are served on a non-con- 
nected basis. The French televi- 
sion network has 11 stations. 

The English network covers six 
time zones. This creates some 
problems for program planners in 
that Newfoundland standard time 
is 30 minutes ahead of Atlantic 
standard, which in turn is one hour 
ahead of Eastern standard. In ad- 
dition, there are a number of 
communities in Canada which 
convert to daylight saving time 
during the summer months and 
others which remain on standard 
time. 


= Of the 46 stations on the Eng- 
lish network the CBC owns and 
operates nine. The remainder are 
privately owned and _ operated. 
Two stations on the French net- 
work are CBC owned and oper- 
ated, while the rest are owned 
by independents. 

Nine satellite stations serve 


viewers on the English network. 
Three of these are CBC-owned | 
and operated. 

CBC’s expenses last year totaled 
$87,314,553. Its income from com- 
mercial revenue and other sources | 
totaled a record $33,194,220. 

During the year it produced 
about 60,000 programs on its five | 
networks (English and French tele- 
vision; Dominion, Trans-Canada 
and French radio) for a total of 
some 18,000 hours. In radio, about 
95% of its programs were Cana- 
dian produced. 


s The CBC came into operation 
in 1936, a publicly-owned corpo- 
ration whose purpose was to give 
all Canadians the best possible 
broadcasting service within the 
budget allowed by Parliament. One 
of its main objectives was to knit 
together this country’s sparsely- 
populated, far-flung communities. 
a job which could not be accom- 
plished economically by private 
interests. 

For better or worse, the CBC 
has made Canadians conscious of 
their national identity. Since the 
Aird Report in 1929, broadcasting 
in Canada has been considered a 
public trust. There is no doubt 
that this attitude will prevail in- 
definitely. # 


Canadian Network 
Nurses Headache: 
Controversies Hurt 


Ottawa, Nov. 17—Since last De- 
cember, the Canadian Broadcast- 
ing Corp. has been hit, as one of 
its officials put it, “with a stream 
of publicized troubles unsurpassed 
in 25 years.” 

The troubles encompassed a 
strike of French-language televi- 
sion producers that made it nec- 
essary to schedule films instead of 
live programs, a controversial tel- 


ecast which attempted to mark 
the beatification of Mere Mar- 
guerite Bourgopys and which was 
condemned by French Catholics 
as completely tasteless, and the) 
revelation that CBC paid part of | 
the cost of sponsored shows. There 
was furor in Parliament and a 
spate of resignations from CBC. 


a “We have been attacked for al- 
legedly subsidizing commercial ad- 
vertisers because we have sold 


some of our programs at less than 


their package cost,” acknowledged | 500,000 spent on news which was|in Canada in a nation of “17,000,- 


Ron Fraser, CBC public relations 
director. “This is true, and yet is 
an inescapable financial fact of 
television. 

“One of the biggest American 
networks last year told the Fed- 
eral Communications Commission 
that in 1958 its total recovery on 
the cost of their network program 
packages was $19,000,000 less than 
the amount they paid for them. 
This did not include another $8,- 


not recovered, nor did it include 
an additional $3,500,000 which was 
spent on program ideas and devel- 
opment which never reached the 
air. In other words, one American 
network alone sold its program 
packages for an over-all total of 
$31,000,000 less than it received 
from advertisers. 


s “This being true in the U. S., 
think of the problems we face here 


/000, which is a much smaller mar- 
|ket than that offered to advertis- 
/ers in the U. S., where they have 
over 170,000,000. 

“In addition to that, our prob- 
lem is further complicated by the 
fact that these 17,000,000 people 
cannot all be served or reached 
by the advertiser or the CBC with 
one language. Our total English 
audience would probably not ex- 
ceed 12,000,000 at most.” # 


Western Promotes Two 


Western Advertising, Racine, 
Wis., has promoted Clifford E. 
Boettcher, formerly an account 
contact man, to creative director 
charged with coordinating all cre- 
ative services for print and broad- 
cast media, including merchandis- 
ing programs. Meanwhile, Tom A. 
Kallas, who joined Western in 
1949, has been moved up to media 
director. 


how the English-speaking section of 


IMPORTANT! First, when considering the 
Star Weekly, bear in mind that it is the only 
national publication sold as your product is 


sold—singly ... on demand . . . for cash. This 


means the Star Weekly offers you a unique 


“no waste”’ coverage to sell your product 
in volume at low cost. 


The Canadian Market 


is covered by the Star Weekly 


TOTAL 
FAMILIES 


The Star Weekly’s distribution matches the 
distribution of your product. Its mass 
circulation is evenly spread amongst urban and 


rural areas, covering every socio-economic level, 


ENGLISH 
FAMILIES 


STAR WEEKLY 
CIRCULATION 


PERCENT 
COVERAGE 


British Columbia 
Alberta 
Saskatchewan 
Manitoba 
Ontario 

Quebec 

New Brunswick 
Nova Scotia 
Prince Edward Island 
Newfoundland 
All Other 


406,065 
308,628 
242,060 
221,494 
1,450,435 
1,103,634 
127,860 
172,147 
23,112 
85,680 


405,666 
303,138 
234,701 
212,570 
1,398,257 
248,948 
94,747 
167,984 
22,014 
85,680 


106,467 
112,222 
63,645 
50,693 
479,229 
61,537 
31,137 
42,269 
5,647 
7,777 
57,524 


26.2% 
37.0 
27.1 
23.8 
34.3 
24.7 
32.8 
25.2 
25.6 
9.1 


Total 


4,141,115 


Families: Canada Post Office Figures 1958 
*Does not include “All other” 


people go out for the Star Weekly 


3,173,705 


1,018,147 


30.3%* 


The distribution of circulation shown above is that shown in 
paragraph l(a) of the Publisher's Statement to the Audit 
Bureau of Circulations for the 6 months ending March 31, 1959 


Because they want to read the Star Weekly, 


99.6% of its readers go out and buy it, or have i 
delivered, every week! People go out to buy 


your product the same way they go out to 
buy the Star Weekly. 
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Trading Stamps Sweep Canada after 
Law Is Revised; Merchants Protest 


(Continued from Page 71) stamps, premium stamps—hit the 
cash or goods that are not the/lush Toronto market in August 
property of the vendor. | following the entry into Ontario 

\of the fast-moving, Montreal-based 


s The stamp plans—trading)| Steinberg chain of supermarkets, 
stamps, bonus stamps, discount |which bought out Grand Union- 
ee fi ate So 1. Ae eee pt” hes 


When you advertise 
in Canada 


remember... 


@ 10% of Canada’s total population lives within the 


limits of Greater Montreal. 


® Retail sales of Metropolitan Montreal represent 
12% of the total for all Canada. 


@ Montreal ranks 8th in North America in dollar vol- 


ume of Retail Food sales. 


In this growing two-language city The Montreal Star serves 


and sells more than 83% of the English market. 


agree ssa Felli] 
Che al Star 


, > 
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Carroll’s outlets. 


| tions around the province. 
Loblaw Groceterias Co., an or- 


Following the announcement, 


tario and _= stores 
|Canada and in the US., initiated 
| the controversial plan  under|law’s Lucky Green stamps are 
which customers were offered |marketed by the Blue Chip Pre- 
premiums of Lucky Green stamps | mium Co.). 
in lots of 750 and more. Then the Independent Grocers’ 
| In this way, the smallest premi-| Alliance (IGA) rushed ads to 
um had a value of about $1.50—/newspapers describing its “Kan- 
based on the stamps having a|garoo Tape Plan,” scheduled for 
merchantable value of five for 1¢.| introduction in Ontario Sept. 9, and 
\ santeting: “You can lick their 
# Recently, however, a. supple-|stamps but you can’t beat IGA 
mentary catalog has been issued | tapes.” 
by Loblaw’s offering premiums for 
lesser quantities. s Power Supermarkets, with 25 
This was done to comply with|stores in the area, converted its 
the letter of the law as interpreted |tape plan to stamps, using Gold 
by Ontario officials, who said that! ducats to entice customers. 
stamps must be redeemable “at| Said Power President Leon 
any time.” This development | Weinstein: “We will not pay peo- 
meant that customers could re- | ple’s mortgages, but we will furnish 
deem from one to 749 stamps| their homes for them.” 
whenever they wished. For one| Dominion Stores Ltd., with 350 
stamp, they might get a lollypop|stores across Canada, and the 
| or a jelly-bean, Atlantic & Pacific stores made no 
move to follow the lead of Lob- 
law’s, Steinberg’s, Power and IGA. 


uct of T.N.T. Premiums Ltd. (Lob- 


|@ Loblaw’s stamp plan was one of 
|the best-kept secrets in merchan- 
dising. It came as a complete|m Meantime, the Province of Que- 
surprise to all but a few of the|bec refused a plea by the Cana- 
top men in the company. Loblaw |dian Assn. of Consumers to ban 
competitors were unaware of the | stamps. But the spread of Lob- 
|move until stamps were in the |]|aw’s Lucky Green stamps to Mani- 
stores. ; toba has resulted in police action 

Code phrase was “Fortieth An-|against the company under the 
niversary Celebration” and D-Day |criminal code and the Manitoba 
was set at Aug. 20. To put hungry | Food Minimum Loss Act. 
competitors off the scent, Loblaw’s Loblaw’s Mr. Metcalf said, “We 
rented offices and warehouses | introduced the stamps because we 
under fictitious names—and man-| wanted to reward our customers— 
aged to acquire seven boxcars of |and because we like to give lead- 
|litho paper for its premium cata-|ership. Besides, nobody can boost 
| log without arousing suspicion. 
| Most company men knew some-| He likened the plan to giving a 
|thing “big” was afoot, but they | housewife a discount on food. 
guessed it was a Big Four football|“Until now,” he said, “the only 
league Promotion or something| people who didn’t get a discount 
| equally innocuous. for anything were housewives.” 


|@ When Loblaw president George 
| Metcalf announced the plan at an 
;}early morning breakfast meeting, 
|wheels were put in motion in a 
|fashion never before seen in On- | 
| tario merchandising circles. 


families in the U.S. are saving 
bonus stamps. 

“Our stamps,” said Mr. Metcalf, 
\“are not trading stamps within 


pers. Nearly all of the staff of 
|Foster Advertising helped phone 
|radio and television spots to sta- 


| They are legal because the address 


elsewhere in| wagon with Pinky stamps, a prod- | 


prices and remain competitive.” | 


| 


| metropolitan 
= Mr. Metcalf observed that 32,- | 
| 000,000 housewives of 49,000,000 | 


on the face of the stamp.” 
Asked if stamps do not mean 


ganization with 206 stores in On-|Steinberg’s jumped on the band- | higher prices, Mr. Metcalf replied: 


“The key to effective operation 
of the discount stamp plan is in- 
creased volume of traffic in our 


stores. We need an increase of 
from 12% to 15% in volume to 


make the plan self-supporting— 
and we are confident that we can 
do this.” 


s He said the discount plan is a 
proved form of good business and 
that it is easier to offer stamps 
than a 2% discount on sales. 

“We handle 6,500 items,” he 
explained. “How would you give a 
fifth of a cent discount on a cup of 
coffee? We want everyone to share 
in this, no matter how much they 


spend with us.” 
In short, Mr. Metcalf believes 
that 15% more customers in Lob- 


law’s would make the premiums 
in the catalog free. 

“The increased business would 
mean a 2% saving on standard 
overhead costs of everything in 
the stores. This is sound, practical 
sense. 

“It is the same truth that ren- 
ders advertising costless to cus- 
tomers,” he added. 

Loblaw’s used 32 extra pages of 
newspaper advertising to launch 
its discount stamp program. Com- 
plete linage statistics were not 
available in detail either from 
Loblaw’s or its competitors. Addi- 
tional radio and television time 
likewise has yet to be measured. 


s The whole stamp question is a 
hot potato in Canada today. Mer- 
chants’ associations and consumer 
groups appear to be dead against 
the plan. The Retail Merchants’ 
Assn. of Canada has said: 

“Stamp schemes are being initi- 
ated and conducted throughout 
Toronto and_ the 
province of Ontario with increas- 
ing disregard for the public inter- 
est.” 

And a Toronto druggist figured 
out that a customer would have to 


,/buy $2,100 worth of drugs from 
Mats were rushed to newspa-|the meaning of the criminal code. | 


him to get a premium, as offered 
by one of the many stamp sales- 


and value of the stamp—as re-| men trying to sign up independent 
quired by the code—are set forth | stores, worth $29. # 


More than 2,400 curling teams could fit in the 
convention rooms of the Sheraton Hotels in Canada 
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Network Radio's Top Advertisers* |Butterfield Uses 38 of Top 100 


Roto in 8 Markets 
if Based on Four Weeks Ending Oct. 4, 1959 Advertisers Hike 


Muncie, IND., Nov. 17—Butter- 


Copyright by A. C. Nielsen Co. field Foods will introduce its 
canned au gratin potatoes in eight 
Home Broadcasts markets this month via Sunday S t TV: p t 
\ Total | roto supplements—said to be the po . e ry 
i No. Home-B’dests | first time a food product adver- 
fy aa Delivered | tiser has used roto on a regional New York, Nov. 17—Spot tv 
Rank Advertiser B’dests (000) — Sak ae the biggest peemage gain 
e color ads, four quarter- of any measur medium among 
a : os rg en OO POI socennnrescsornsersoreornee = peer page blocks across the bottom of the top 100 advertisers in 1958. 
\ 3 Sloctite Auteite Co. (NBC) 165 1 03, 401 two pages, will appear Nov. 28-29 Of the 100 leaders, 38 increased 
; 4 Bhan fine. (ABC, CBS, BC) acecsnncescccornnncscecceeee 130 74,617| 1% Chicago, Detroit, Toledo, Day- their spot tv outlay last year; of 
, 5 Bristol-Myers i J.) ee 93 71.452 ton, Columbus, Cincinnati, Lou- § New heat 'n’ serve SUTTERRED these 38, 31 scored sales gains 
y) 6 Siete iiiainal ities, (CBS MBS) 142 53.697 isville and Indianapolis. They will | TO during that recession year. Fif- 
} 7 Campbell Soup Co. (CBS) 2 nade mapa emtios 61 48.410 run for three weeks, then resume | AU GRATIN POTA ES! teen of the 100 cut bdck on spot 
\ 8 Prema py (NBC) pra bibs re ‘ 78 41.786 after Christmas. They will be | Pars hatinsns 3 Li os nl pag el spending; eight of these increased 
9 Grove Division-Bristol-Myers (CBS, NBC) ................ 59 39.910| backed up with two-color and jl nmmwminemenn | | eir sales during 1958. ' 
i 10 General Foods Corp. (4 Nets) ..cccccsssscsscccsscsssscssseoe 77 37,98) | C&W ads in Wednesday and Thurs- [Gisssssasesttseteneenee enn These are the principal findings 
nN Quaker Oats Co. (NBC) 58 33.874 day newspaper food sections. of an Edward Petry & Co. analy- 
$8 Madeen Wemie Srodieste (ABC, BED csssenceonenn 119 $2,588 | cA scheduled are tv ads on the sis of spot tv spending among the 
; 13 Soa Miabieniienl theta Ob (NBC) i again intl 89 29.477 “Ruth Lyons 50-50 Club” daily country’s biggest advertisers. The 
| 4 ‘ee Cee Me O00... wm 34 29,125| Snow on WLW-D, Dayton; WLW- study was based on Asvenrisme 
98 Gemma Ore, COREY cececeeteerenen 2 39 28,830|©?, Columbus; WLW-T, Cincin- Ace's annual report on the top 
16 CBS Electronics-CBS Inc. (CBS) o.ecscscnenen sis 46 on,s0g|SOtt, ane WW, Indianapolis. SS SOITEENS SO Se TE2: 
i vw Attenmhon......... 27aaa| Radio spots will be used in the Among the other: points noted 


other markets. 


; in the radio-tv station represent- 
18 American Home Products (ABC) ...........c.cccccscceeseeeenes 48 26,162 ative’s study: 53 of the 100 spent 
M 19 Carter Products Inc. (MBS) 109 26,012} m Due to the use of quarter-page more than 10% of their total meas- 
j 20 Sterling Drug Co. (CBS, MBS) ........cccsssceeceeseeeees 63 20,473 equivalents, art created for the ured media budgets in spot tv; spot 
‘ 2 2 opening roto ad requires only re- tv spending was up 19% for the 
i Commercial Minutes arrangement to form follow-up national pace setters; sharp in- 
a half pages. Paper sculpture art- creases were registered by soap and 
t No. Total | work is featured, giving a three- detergents, beer and oil. The to- 
v Comm‘! Comm‘! | dimensional effect. bacco category was down 11%. ° 
‘ Mins. Min.Del’d| Robinson Advertising Agency, Of the 100 leading spenders, 27 
, Rank Advertiser Aired (000) | Muncie, is handling the campaign. iia hae cg Ras channeled more than 25% of their 
‘ 1 RJ. Reynolds Tobacco (4 Nets) ......ssssssesssssesnessseeese 210 83,613 ‘ ,| VIVE AU GRATIN—Butterfield Foods,/ measured media ad dollars into 
, ke SE ener koa 147 81,661 Lipscomb Reports ‘Better Meals Muncie, Ind., is featuring paper! spot. Two of the number—Lestoil 
| , 3 Electric Autolite Co. (NBC) .......ccccseccceseseseeeeseee ian 124 72,378| Drive May Be Repeated sculpture art work in its introduc-| and Texize—put practically all 
7 / 4 Bristol-Myers Co. (CBS, NBC) 80 59,389| Charles T. Lipscomb, president of| tory color ads for canned au gratin|their advertising budgets into 
‘ 5 Gillette Safety Razor (NBC) 70 59,172/ the Bureau of Advertising, Amer-| ,otatoes, to break in roto sections| SPOt tv. # 
6 Ex-Lax Inc. (ABC, CBS, NBC) 93 50,609|ican Newspaper Publishers Assn., in eight markets Nov. 28-29 
‘ ' 7 Chevrolet-General Motors (CBS, MBS) 122 48,963| has reported the newspaper indus- , ‘ Morris Moves to Goldman 
8 RE Be Bs ak cicach vasaersescevinisicessieresonssatrsine 78 39,859| try’s two-week food promotion in Morris & Co., Baltimore manu- 
; 9 A. E. Staley Mfg. Co. (ABC) 70 33,850|September was “so successful a| NNPA Region Elects Collins facturer of Modiform professional 
st 10 = Hudson Vitamin Products (ABC, MBS) .........::0ss0000 124 31,465| similar promotion with the same} Robert H. Collins, promotion] uniforms, has appointed I. A. Gold- 
? 4 WW United Motors-General Motors (CBS) ...........c:00c008 46 30,949| theme will probably be held next| manager of the Press-Herald, Port-| man Co., Baltimore, to handle its 
‘ 12 Grove Division-Bristol-Myers(CBS, NBC) ............0:0000 47 30,378| year.” land, Me., has been elected presi-| advertising. 
yi 13 Pabst Brewing Co. (ABC) ne 29 29,478| Mr. Lipscomb, speaking before|dent of the eastern region of the 
Le 14 Schick Inc. (ABC) 29 29,478| the Newspaper Advertising Exec-| National Newspaper Promotion 
: 15 Niagara Therapy Mfg. (CBS) ......ccccccsesssesesesnenes 36 29,369| utives Assn. of Georgia, said 977| Assn. Other officers elected by the ADVERTISING CIGARETTES 
16 Wm. Wrigley Jr. Co. (CBS) 60 26,856 | newspapers in the U.S. and Canada| NNPA are Ira C. Sapozink, pro- Entire cigarette package 
{ 17 Quaker Oats Co. (NBC) 43 26,119| participated in the drive, “Better|motion and public relations man- features your ad message. 
‘ 18 Carter Products Inc. (MBS) .........:scssscssscsssssssrsesesssoes 115 25,832| Meals Build Better Families,” and|ager of the Times-Union, Roches- Cigarettes imprinted with 
Me 19 CBS Electronics-CBS Inc. (CBS) 44 25,399| that a Trendex study for the BofA|ter, N. Y., vp, and Robert H. trade name or ad message. 
’ BO CN Rae Gi TOI stat srtesntcsesescrcivicrssssccnss 31 23,087| indicated that 62% of the public|Campbell, promotion manager of G. A. GEORGOPULO & CO., Inc. 
5 *Ranked by total home broadcasts delivered and by total commercial minutes delivered | had seen or heard the promotion’s|the Observer, Washington, Pa., Cigorette Monwecturers yay 
? for individual advertisers by all programs and participation on all radio networks used. | “Better Homes” theme. secretary-treasurer. 48 Stone St. Row Vor 
It’s a fact: Sheraton’s 5 Canadian hotels h 
| S a TaCt: eratons anadian noteis nave 
tl f ing 9,635 | 
convention Space Tor a rousing Y, people 
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W, , Here's the breakdown, by hotel: 
. 
’ 


Sheraton-Mt. Royal King Edward Sheraton Sheraton-Brock 
Montreal* Toronto Niagara Falls** 
o! ss 4,300 2,400 1,190 
; “ . 
a A *Additional meeting rooms in the Laurentien, Montreal. 
2 | **New Grand Ballroom will hold more than 1,300. 
Se c See how Sheraton's outstanding accommodations and more than 20 years of ex- 
Ae 1) * perience in planning and running conventions can help you. For detailed information, 
. ; contact any of these hotels, or Mr. William Gray, Northern Division Sales Manager, 
} \ fz King Edward Sheraton Hotel, Toronto, Ontario, Canada. 
SHERATON HOTELS - Coast to Coast in the U. S. A., in Hawall and Canada 
EAST WASHINGTON SPRINGFIELD, Mass. | BINGHAMTON, N. Y. CINCINNATI FRENCH LICK, ind. CEDAR RAPIDS, lowa MOBILE, Alabama PASADENA CAMADA 
NEW YORK | ena ne Sheraton- Kimball Sheraton Inn Sheraton-Gibson French Lick-Sheraton Sheraton-Montrose The Battle House Huntington-Sheraton MONTREAL 
eraton-Par ALBANY ST. LouIS PORTLAND, Oregon Sheraton-Mt. Ro 
pm PITTSBURGH Sheraton-Ten Eyck nena Sheraton-Jefferson | A hag Tac pe need 7" WEST COAST Shoraton-Portioné Hotel The'Lecrention 
és enn-Sherato 
(the Ambassador) R ROCHESTER Sheraton-Blackstone OMAHA SIOUX CITY, lowa Sheraton Hotel SAN FRANCISCO TORONTO 
Sheraton-Atlantic Sheraton Belvedere Shenaeen Motes Sheraton Towers pc sattlaeaaemnaal Sheraton: Martin” The Wetteresn pis hy gg seamen < pdronngenad 
a HILADELPHIA BUFFALO DETROIT AKRON eraton-Warrior DALLAS LOS ANGELES ' , 
Sheraton-Ruseell eS ee Sheraton Hotel Sheraton-Cadillac Sheraton Hotel SIOUX FALLS. S. 0. Sheraton-Dallas Shereton-West ae Sheraton. Brock 
BOSTON PROVIDENCE SYRACUSE CLEVELAND INDIANAPOLIS Sheraton-Carpenter NEW ORLEANS formerly the Moana HAMILTON, Ont. 
Sheraton-Plaza Sheraton-Biltmore Sheraton-Syracuse Inn | Sheraton-Cleveland Sheraton-Lincoin Sheraton-Cataract Sheraton-Charles aton-Town House) Surfrider Sheraton-Connaught 
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Marge Kerr, Former 
Y&R Casting Director, 
Sets Up Own Firm 


New York, Nov. 17—Marge 
Kerr has set up her own casting 
and talent consulting company, 
People & Productions, with offices 
at 750 3rd Ave. Miss Kerr re- 
cently resigned as casting director 
at Young & Rubicam after three 
and one-half years in the post. 

Her new company will provide 
casting and talent consultant serv- 
ices for tv, films and radio; it will 
cover all phases of the business, 
including commercials, programs, 
closed circuit tv and sales pres- 
entations. People & Productions 
also will act as the New York of- 
fice for out-of-town advertising 
agencies which do not have a 
branch office here, and will han- 
dle sales promotion assignments. 

Miss Kerr has had wide experi- 
ence in the advertising and broad- 
casting fields. Among her past 


assignments: Script writer for the | 
“Our Gal Sunday”; | 


soap opera, 
talent chief at N. W. Ayer & Son, 
and head of creative ty package 
programming for William Morris 
talent agency. She is credited with 
at least one major first in the 
business: She was the first woman 
network tv vsalesman, having 
slashed that barrier when she 
worked for the old DuMont tv 
network. # 


Gordon & Hempstead Adds One 

Eddie Doucette’s Pancake Plan- 
tations, Chicago, has appointed 
Gordon & Hempstead, Chicago, to 
handle its advertising and public 
relations. Mr. Doucette, who has 
conducted television cooking pro- 
grams, opened the first of the 
Pancake Plantations, which fea- 
tures pancakes of wild rice, choco- 
late chip, blueberry, curried, clam, 
apple, banana and other varieties, 
in Chicago several months ago. 
Pancake Plantations formerly 


placed advertising direct. 


Cites Stations ‘Doing O.K.,’ 
But Dailies’ Volume 550% 
Bigger in Their Markets 


Fort Wortu, Nov. 17—Radio 
stations were urged to cut out the 
cannibalism and concentrate on 
paring down the advertising vol- 
ume of other media here last 
week, as Kevin B. Sweeney, presi- 
dent of Radio Advertising Bureau, 
characterized broadcasters as “half 
as smart as you should be and a 
quarter as smart as you could be.” 
Mr. Sweeney, who spoke before the 
annual meeting of the Texas Assn. 
of Broadcasters, indicted Texas 
broadcasters on three general 
grounds: 

1, Insistence on competing with 
themselves with a “fierceness just 


There is 1 


é bss eh. 


0 comparison! 

The fact is: 
WRVA-RADIO, Virginia’s Largest Single Advertising Medium * 

REACHES MORE PEOPLE AT LESS COST THAN ANY OTHER MEDIA IN VIRGINIA 


al 


*WRVA-RADIO’S. COVERAGE 
OF VIRGINIA INCLUDES: 


Retail Sales. . . . 
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WEVA - RADIO 


REPRESENTED BY PETERS, GRIFFIN, WOODWARD, INC. 


54.2% 
49.2% 
52.5% 
54.0% 
47.5% 


RICHMOND, VIRGINIA IS 
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Radio's Volume ‘Gains’ Merely Hold 
Market Share, Sweeney Tells Texans 


short of viciousness” and spend- 
ing 90% of their sales and promo- 
tion time and money in competing 
with each other. He called the Tex- 
as internecine warfare the worst in 
the country—“next to Denver.” 

2. Having a low boiling point— 
“or lack of guts’”—and refusing to 
fight for their rights in legislative 
and legal situations. He deplored 
the lack of contact with political 
representatives and urged broad- 
casters to make their interests and 
positions known. 

3. Letting a general lack of ex- 
citement pervade the medium. He 
urged strong editorial stands on 
subjects of interest to the commu- 
nity. 


= Mr. Sweeney said radio volume 
would show a 5%-7% gain in dol- 
lar volume this year, but he 
pointed out that this would mere- 
ly equal the anticipated increase 
in total advertising volume, so 
that radio would have done no 
more than to hold its’ share. 
“You’ve done very well,” he said 
caustically, “but it’s like being a 
14-year-old with a 140 I.Q. in the 
fourth grade.” 


having done little to invade news- 
paper territory. He reported that 
broadcasters in Dallas, Fort Worth 
and Amarillo are all doing well— 
except that newspapers are carry- 
ing about five and one-half times 


program to improve radio’s com- 
petitive position, and among his 
salient points were these: 


e Insist that salesmen know the 
story of your station vs. compet- 
ing media. 


e Find out the truth about radio, 
and quit playing “the numbers 
game—arguing that 


of station information other than 
ratings. 


e Give advertisers some kind of 
service: “Make a $50 survey— 
try to give advertisers some kind 
of help in your market.” 


e Expect something from your 
national representatives in selling 
against other media, 
condone divisive tactics on a na- 
tional level: “It is a tragedy of our 
business that two of the top seven 
representatives spend their time 
running down stations operated 
differently from those on their 
lists.” 


e Talk to your competitors; coop- 
erate where possible. Act as if ra- 
dio were the world’s No. 1 adver- 
tising medium, and join the indus- 
try activities that help to build the 
medium. 


= John F. Box Jr., St. Louis, ex- 
plained the Balaban radio philos- 
ophy to the TAB meeting, laying 
considerable emphasis on “dis- 
ciplined programming.” Mr. Box 
thinks all radio is likely to be 
“formula radio,” in that it follows 
some kind of patterned program- 
ming, and he was scornful of the 
networks’ efforts to recapture the 
audience from independents. 

He deplored the way “we in ra- 
dio bleed each other with charges 
of lack of believability and teen 
age audiences,” and he was caustic 
in discussing the contrast between 
motivation studies which show im- 
ages of stations and their lack of 
audience position. 


= The Texas broadcasters elected 
the following officers: Joe Leon- 
ard Jr.. KGAF-AM-FM, Gaines- 
ville, president; James Hairgrove, 
KBRZ, Freeport, vp; Gene Hend- 


ryx, KVLF, Alpine, secretary. 


He reproached broadcasters for |. 


as much advertising in each city. || 
The RAB president outlined a}. 


“my 4.5 is|iim 
bigger than his 4.1.” He said that | 
agencies are eager for some kind 


and don’t]; 


Three directors were elected for 
two-year terms: Wendell Mayes 
Sr.. KBWD, Brownwood; Leo 
Hackney, KGVL, Greenville, and 
Charles Jordan, KFDA, Amarillo. 
Jack Roth, KONO, San Antonio, 
was elected a director for a one- 
year term. # 


Chemway to Donahue & Coe 

Chemway (Canada) Ltd., Ste. 
Therese, Que., has appointed the 
Montreal office of Tandy-Richards 
Advertising Ltd. to direct the Ca- 
nadian advertising for Zonite an- 
tiseptic, Zonitors, Sentor acne stick, 
Pretty Feet and Forhans toothpaste. 
Lady Esther cosmetics remains 
with Donahue & Coe (Canada) 
Ltd., Montreal. 


Poorman Names Lukens VP 

John B. Lukens has been ap- 
pointed vp and publicity director 
of Poorman, Butler & Associates, 
Muncie, Ind. Prior to joining the 
agency, Mr. Lukens was formerly 
with Applegate Advertising Agen- 
cy, Muncie. 
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Baking Soda Cuts 
Tooth Decay, Church 
& Dwight Spots Say 


New York, Nov. 17—Church & 
Dwight Co. is currently running a 
hard-hitting network radio cam- 
paign jostling listeners with this 
jingle—“Like to smile, Keep it 
that way; Soda cuts down tooth 
decay.” 

The company began using radio 
to promote its Arm & Hammer 


and Cow brand baking sodas as 
dentifrices last February, but its | 
current campaign goes a step fur-| 
ther in claiming to cut down decay. | 

Several spots in the company’s | 
heavy six-week schedule of par- | 
ticipations on Mutual and NBC | 
Radio include the dentifrice jingle, 
beat out to a drum accompaniment. 
After the initial punch, the com- | 


trates the bacteria film that clings 
to your teeth as no ordinary denti- 
frice can. In fact, soda is specially | 
mentioned in American Dental | 


| was 5.8% ahead of the $300,738,926 
registered for the first 40 weeks of | were made, the net effect of which 
1958. Income for the 1959 period! will be a charge of approximately 
mercials go on to say: “Soda pene-| was $17,496,934 or $2.15 per share, | 10¢ per share to the net income for 
compared with $16,522,462 or $2.10| the fourth quarter of this year. A 

cash dividend of 35¢ per share was 
Subsequent to Oct. 3, 1959, sev-| declared on its common stock, pay- 
eral adjustments and transactions! able Dec. 11, 1959, to stockholders | 


Assn. literature for use as a 
dentifrice.” 


= The spots are part of a campaign 
to promote the many uses of bak- 
ing soda. Other uses being men- 
tioned are as an antacid, partial 
antiseptic, poultice and cleaner. 
The commercials can be heard 
throughout the day, in and adjacent 
to newscasts. 

J. Walter Thompson Co. is the 
agency. + 


CBS Reports Sales for 

39 Weeks at Record High 
Columbia Broadcasting System, 

New York, has reported that con- 

solidated net sales for the 39-week 

period ending Oct. 3, 1959, hit an 

alltime high of $318,291,438. This 


Abrams 


soirEE—Present at a social evening event at the convention of the 

Assn. of National Advertisers were George Abrams, 

Lambert Pharmaceutical Co.; Mr. and Mrs. Tom Tausig, P. Lorillard; 
and Mr. and Mrs. William Hesse, Benton & Bowles. 


Mrs. Tausig 
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| pointed vp and director of tv pro- 
|gramming at Benton & Bowles, 
| New York, a post formerly held by 
Oliver Barbour, before he took 
over Tom McDermott’s job as vp 
\in charge of broadcast program- 
|ming. Mr. Tinker will report to 
| Mr. Barbour. William Warwick, vp 
and director of tv-radio at War- 
wick & Legler, has assumed Mr. 
Tinker’s former duties. 


Bristol-Myers Names Ready 
Bristol-Myers products division, 
New York, has appointed Catherine 
R. Ready to the new post of direc- 
tor of health and beauty services. 
She joined Bristol-Myers in 1954 
and has been assistant director of 
the educational service department. 


Mrs. Hesse Hesse Tausig 


Warner- 


per share for the previous year. 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


Please send 
“MAGAZINE CLASSIFIED BY THE MILLIONS” 


of record as of Nov. 27. A stock 
dividend of 3% also was declared. 


Tinker Leaves W&L for B&B 
Grant Tinker, formerly vp in 

charge of tv-radio programming at 

Warwick & Legler, has been ap- 


in total net effective buying income . 


MIAMI, FLORIDA 


DENVER, COLORADO 


SAN DIEGO CALIFORNIA 
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EFFECTIVE BUYING INCOME: 51.861.359.000 


In 1958 San Diego ranked 21st among the nation’s 292 Metropolitan County Areas 


. + » $1,674,358,000 


ATLANTA, GEORGIA . 
. $1,658,945,000 PORTLAND, OREGON . $1,490,220,000 


Che San Diego Union 


.. Well ahead of such markets as these: 


s $1,639,525,000 


Sell San Diego — third largest market in the western states and fastest growing 
metropolitan area in the nation — through the market's two dominant newspapers: 
The San Diego Union and Evening Tribune. Combined daily circulation exceeds 


200,000 (215,192 ABC 3/31/59). Facts Consolidated survey shows a readership 
of 84.4%, unduplicated. 


EVENING TRIBUNE 


SALES ESTIMATES COPYRIGHT 1959 SALES MANAGEMENT SURVEY OF BUYING POWER. 


“The Ring OG of Truth” 
COPLEY NEWSPAPERS 


15 Hometown Newspapers covering San Diego, California—Greater Los Angeles— 
Springfield, Illinois—and Northern Illinois. Served by the COPLEY Washington Bureau 
and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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PRIMPING—In an improvised grass-thatched “dressing room” models 
Carmen Miles and Mary Jane Russell apply their makeup. 


Tahiti at Last... 


Cole Loves That Isle; 
It's Swimwear Style 


Since Paul Gauguin, 
There’s Hardly a Man 
Who Isn‘t a Fan 


Los ANGELES, Nov. 


18—Eight 


years ago Fred Cole, president of 
Cole of California, made his first 
visit to Tahiti. Every year since 
then the swimsuit manufacturer 
has returned to the island—and 


every year he’s agitated for his 
company to turn out a Tahitian 
swimsuit collection and ad cam- 
paign. 

This year he finally got his way. 
Style trends—such as the rising 


success of the bikini—were well |. 


suited to a South Seas promotion. 
A complete line of Tahitian swim- 
suits was designed, along with the 
company’s first group of “fun 
fashions,” i.e., casual clothes to be 
worn at home as well as at the 
beach or pool. 

To insure authentic settings for 
the campaign photos, perfectionist 
Cole proposed a three-week pho- 
tographic expedition to the South 
Seas—a 17,000-mile journey (it 
takes three days to get there), in- 
volving three models, two photog- 
raphers, the ad manager and the 
account supervisor. 

The venture was “well worth 
it,” according to Barbara Kelly, 
Cole’s ad manager. Despite unsea- 
sonal rains, swarming mosquitoes, 


troupe returned with an abun- 
dance of photos, not only for the 
ad campaign, but also for pub- 
licity shots and slidefilms. 


= Representing the company on 
the trip were President Cole and 
Ad Manager Kelly. From the agen- 
cy, Doyle Dane Bernbach Inc., 
came Edward Russell, vp and ac- 
count supervisor. The models were 
Mr. Russell’s wife, Mary Jane, 
plus Carmen Miles and Betsy 
Pickering. The photographers: 
Carmen Schiavone and his associ- 
ate, Norman Leavitt. 

The campaign opens with a five- 
page flourish in the January Har- 
per’s Bazaar. The summer sched- 
ule is still tentative, pending 
results of resort selling. The antici- 
pated schedule includes color ads 
in four fashion books, plus b&w 
insertions in Life and Look, run- 
ning in April, May and June is- 
sues. The total promotional budg- 
et for the year is $1,000,000. 

Point of sale pieces include a 
Tahitian manikin and an outrigger 
canoe with a sail made out of 
Tahitian fabric. 

Also new this year are two slide 
films. One explains the Cole line 
to buyers; the second is a sales 
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waAit—Thwarted by rain, the group killed time at a sidewalk cafe. 


training film for salesgirls. They 
are both shown on the Bessler 
Corp.’s Sales Mate machine, a 
lightweight sound projector that 
folds up into an attache case. The 
17-lb. machine combines film and 
screen in one unit, which the Cole 
salesman can set up quickly on 
any desk and show without dark- 
ening the room. 


= The films serve a double pur- 
pose, Mrs. Kelly points out, in 
that they prove to be effective 
training for Tole salesmen, too. 
After showing the films several 
times, a salesman “can’t help but 
get the feeling of the line and how 
to sell it,” she said. # 


LOCAL COLOR—Models in Papeete. 


Rh 


flaring tempers, and the like, the RAIN—With set and cameras ready, the crew waits out tropical rains. At right, the camera waits as skies clear. 
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Advertisers, no doubt, wish that all turkeys 
would be taken out of circulation. We’re 


“This turkey 
| will be taken. 
out of 
: circulation 
next’ Thursday @ 


glad to report that there’s not a single one on 
The Saturday Evening Post subscription list. 
In paid-for, hard-money circulation (no 
arrears), the Post is the number one general 
weekly! (Check your ABC and see!*) 
That’s no gobbledygook . . . that’s 


vitality! * ABC Publishers’ Statements, June 30, 1959 
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~The Sioux City Journal fol Sa 


” SIOUXLAND is a ONE MEDIA MARKET 


9990,585,000-0 y 


Gross Farm | $i,200,046,0000% i By, 


Advertising Age, November 23, 1959 


Senator Urges FCC 
to Speed Licensing 
of TV Boosters 


Denver, Nov. 17—Sen. John O. 
Pastore (D., R.I.), chairman of a 
Senate subcommittee looking into 
the need for television booster 
stations, said at the conclusion of a 
hearing here that it was time for 
the Federal Communications Com- 
mission “to move quickly in allow- 
ing the construction and licensing 
of boosters.” 

Sen. Pastore has conducted hear- 
ings in Montana, Idaho, Utah and 
Denver. He will conduct another 
at Casper, Wyo., Dec. 12 in com- 
pany with Sen. Gale McGee (D., 
Wyo.). 

At a hearing 
Ida., executives of community tele- 
vision antenna systems gave full 


Siouxland is a BIG- 
RICH-BUYING MARKET 


ag can unlock the FULL SALES POWER of 
fos te eng Do pegne ot eee Le » 4 
The Bio ity Journal and Journal-Tribune. 


advertis- 
newspaper, 


Dominant coverage of 
Siouxland is yours through 
one—and only one—Media, 
The Sioux City Journal and 
Journal-Tribune, the over- 
whelming choice of Sioux 
City’s 1,746 retail busi- 


100% Siccr City 
B20 Sarees conten 
14% coverage in 12 county 


Minn ; , 8% +? approval to any legislation that 

= . SIOUX CITYMM would put their industry under the 

JOURNAL- TRIBUNE : = Fourngy IOWA FCC. They opposed provisions that 
| 


p 


Representatives 


an eas Sere 


| would place them under control of 
| competing television stations. + 


There are 


few wealthier audiences than 


The PROTARIAN... 


And if you think we're going to tell you the names of the magazines who have them, you're 
out of your mind. However, we'll happily fill you with facts about the loaded Rotarian readers. 


They have an average annual income of $14,429. (Some 
agencies think that they’re buying a class audience where the 


average annual reader income 
aren’t they?) 


90% of The Rotarian readers play an active part in com- 
pany buying. (Is an idea beginning to form in the back of 


schedule for that important industrial account?) 

84% are homeowners, constantly buying, buying, buying. 
(And these are the men who have the money to keep ever- 
lastingly at it.) 

82% are active travelers—more than 12 trips a year. (Bet 
your travel accounts would like to know about that!) 


is around $10,000. Naive, 


your mind? Like including The Rotarian in next year’s 


And now comes the clincher. The Rotarian delivers this wealthy, influential 
audience of 357,390 subscribers to you for the low, low cost of $3.69 a thousand. 


We'll be happy to send you a complete study of The Rotarian Reader, 


done for us by Market Facts, Inc. 


Send for the study of Revista Rotaria, too. It’s the Latin American 
counterpart to The Rotarian Magazine, with a circulation of 43,462. 


1600 Ridge Avenue, Evanston, Illinois 


Revista, Retna 


a? 46, 


"tesa 


i] 
in Idaho Falls, 


on Con ms, 


eS Bez 


2, 
5 
« 


LIGHT TOUCH—Breaking with tradi- 
tional “message from the president” 
industrial ads, Warner Mfg. Corp., 
Elizabeth, N. J., is using this hu- 
morous touch in trade publications. 
Copy and art is by Paul Lippman, 
creative director, Krate-Basch As- 
sociates, New York, which handles 
the account. Warner makes alumi- 
num storm windows and doors. 


Canned Pear Group 
Incorporates, Names 
Sheehan Manager 


SEATTLE, Nov. 17—A new or- 
ganization, Pacific Coast Canned 
Pear Service, has been incorpo- 
rated to take over information and 
promotion activities on behalf of 
canned Bartlett pears. It opened 
offices at Seattle Nov. 15. 

Thomas H. Sheehan, account 
executive, KTNT-TV, has been 
appointed man- 
ager. Earlier he 
was with Seat- 
tle Transit, Fos- 
ter & Kleiser, 
|Rainier beer 
|} and KOMO. 
| Promotion of 
| Bartlett pears 
| has been on an 
|informal, vol- 
|untary basis for 
the past eight 
years. The pack 
|of canned Bart- 
lett pears runs approximately 10,- 
000,000 cases a year on the West 
Coast, and makes up almost the to- 
tal U. S. pack of pears. 

The program set up for the com- 
ing season again will include co- 
operative promotion with the 
American Dairy Assn. and other 
groups and will reach a peak next 
April with the nationwide ‘“Pear- 
adise-in-April” theme. Newspa- 
per space in all major markets 
will also be used for the promotion, 
along with spot radio and tv in 
some areas. 

The new organization is headed 
by James Welch Jr., Wenatchee. 
Members of the advertising com- 
mittee are Fred Westberg, Ya- 
kima, secretary-manager of the 
Washington State Fruit Commis- 
sion; Ross Johns, San Francisco; 


Thomas H. Sheehan 


Joe Green, Courtland, Cal.; Ray 
Reter, Medford, Ore., and Mr. 
Welch, chairman. 

Pacific National Advertising 


Agency handles the account. # 


Shopping Mall Closed 

Middletown, O., which created a 
pedestrian shopping mall on a 
downtown street in September for 
a two-month test, abandoned it 
Nov. 1 because of the parking. 
problem it created. The chamber 
of commerce’s retail merchants 
division which had proposed it 
also proposed its abandonment. 
The mall may be set up later 
when the city sets up improved 
public and private transportation 
facilities, including parking facil- 
ities. 
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| The Chicagoans with more money | 
to spend...spend more time with the 


| CHICAGO DAILY NEWS| 


The Chicago Daily News has carried more new passenger car 


; linage than any other Chicago daily newspaper during each of the families are receptive...93°¢ of them read the paper at home and 
last fourteen years. Part of the reason: Daily News families buy spend at least 35° more time with the Daily News than readers 
new cars...their median income is $1070 a year higher than Metro- of the other Chicago dailies. 
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politan Chicago as a whole. The rest of the reason: Daily News 
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24 Advertisers Get Cleveland Ad Club *istions’xcw'tneiand Mutual tn 


surance Co., Boston. 
Kirk C. Tuttle, vp and Cleveland 


Awards for Ads That Brought Results manager of Fuller & Smith & Ross, 


CLEVELAND, Nov. 18—Sponsors 
of “workhorse” advertising were 
commended publicly today when 
the Cleveland Advertising Club 
bestowed 24 honor plaques to wind 
up its 11th annual advertising per- 
formance awards program. 

Their campaigns plowed more 
ground per dollar spent, according 
to the judges, and planted a bigger 
marketing harvest than the other 


87 entries. The judging was on ad-| 
vertising prepared in Cleveland in| 


1958. 

Management representatives of 
the winning companies received 
their awards at a civic luncheon. 
Certificates are being delivered by 
mail to the 90 ad managers, ac- 
count executives and other agency 
men and women who worked on 
top-ranked campaigns. 


was general chairman for the proj- 
ect. 

Here are the winning advertisers 
and agencies, and highlights of the 
campaigns: 


Dr. Jacob O. Kamm, president 
of Cleveland Quarries Co. and a 
writer on business and economics, 
was chairman at the judging ses- 
sion, which took eight hours. 

“We felt that, although the gen- 
eral quality of the entries was up 
to usual standards, the perform- 
ance results had been adversely 
affected by the 1958 recession,” 
said Dr. Kamm, announcing the 
selections. aon a 

Other judges were Robin Doug-| leation®., newspapers, consumer, home: 
las, advertising manager, General | tives and store managers. Tv spots on 
American Transportation Co., Chi-| customer-company shows. Tie-in with 
cago; E. Harry Woodley, adver- | Sis Seo om Cooking demonstrations, 
tising manager, Northern Electric | Results: “Startling,” in view of the 
Co., Montreal; Dr. W. Arthur Cull- | cost—$1,000. Within a year, 80% of Cleve- 
man of Ohio State University; John land's drug and grocery stores were sell- 
B. Hunter Jr., associate manager |iné Char-Base. Also, Sateway Stores and 
of copy, Procter & Gamble Co.,| bined Char-Base sales by 347%. 
Cincinnati, and David W. Ribbott, | 


| Brush Instruments, Division of Clevite 


Bares Co., Cleveland, advertising its 
Char-Base, a mineral material to go un- 
der charcoal grill fires for insulation. 
Clifford A. Koenig Inc. 

Objectives: To introduce the product, 
spread its name, and design a package 
to stimulate impulse buying; to warm 
up salesmen and give them appealing 
product information. 

Program: News releases to trade pub- 


Not nerve— 


just confidence— 


—confidence in the dependability of equipment; 
confidence that has been earned through con- 
sistently trustworthy performance. 
different from faith in people, is it?—a fact 
probably back of a statement recently made by 
a well known advertising executive, “Our sup- 
pliers have earned their place on our team. 
They're not only skilled craftsmen, but through 
creative help and understanding cooperation 
have contributed immeasurably to the success of 
our overall effort.” This must be why so many of 
his kind of executives are increasingly becoming 


ROGERS clients. 


Corp., direct writing recording systems. 
Duffy, McClure & Wilder. 

Objectives: To show its newly designed 
electronic instruments and_ establish 
identity, after the company had changed 
|its name. To develop inquiries about 
specific instruments, especially about 
those made for military purposes. To lo- 
cate potential buyers, often unknown to 
|Brush salesmen because of the military 
maze. 

Program: A total of 72 single and two- 
page ads in Electronics, Electronic Indus- 
tries, Electrical Manufacturing, Electrical 
Design News, Control Engineering, Auto- 
|}matie Control, Space Aeronautics, Mis- 
|siles & Rockets, Industrial Laboratories; 
four letters to 12,000 prospects; two let- 
ters to engineers who were influential in 
purchasing aircraft and missile instru- 
ments 

Results: One instrument's sales climbed 
to 254 compared to 14 the previous year, 
a volume increase of $864,000. A new 
instrument, also backed by advertising, 
reached a $300,000 volume on 227 sales. 
More than 3,300 product inquiries came 
in as a result of space advertising. 


Carling Brew'ng Co., Carling Black La- 
bel beer. Lang, Fisher & Stashower. 

Objectives: To move the product into 
network television with minimum finan- 
cial risk by extensive pre-selling of tv 
performance, aimed at increasing retail 
outlets, the variety of packages offered 
by retailers, and eventually increasing 
consumer purchases. 

Program: Two-hour CBS 159-station tel- 
ecast of the “Wonderful Town” spec- 
tacular; color page in Life, Nov. 20, 1958; 
distributor meetings; material for distrib- 
utors, driver salesmen and point of sale. 

Results: Some 4,700 new retail accounts 
were licensed; 7,200 old accounts added 
one or more packages not previously 
carried; November sales advanced nearly 
25% beyond the previous year; December 
sales, 16%. Carling moved from sixth to 
fifth among nation’s brewers. 


Citizens Federal Savings & Loan Assn., 
Pury Cleveland, savings accounts. Meermans 
Inc. 

Objectives: To attract new accounts in 
January, usually a month of heavy with- 
drawals; to induce old customers to add 
to their savings, since January is also a 
time when people receive dividends and 
year-end bonuses. 

Program: Three Cleveland dailies, the 
weekly Catholic Universe Bulletin and 
the Berea News, a suburban weekly. 
Fifty-four insertions—either 20-column 
inches or 10. Window displays of the pre- 
miums, a pen set and casserole, offered 
on each $150 or more deposited to open 
a new account or increase an old one. 

Results: 802 accounts totaling $480,000 
were opened; 1,937 old customers added 
$644,000 to their accounts. 


Not a lot 


Cleveland-Sandusky Brewing Co., Old 
Timer’s ale. Wyse Advertising Agency. 

Objectives: To create a quality image 
for Old Timer’s by uplifting its stature 
and prestige, and thus increase sales in 
the Cleveland market. 

Program: Fifty one-minute announce- 
ments a week on Radio Station WDOK, 
on a tf basis, that started April 21. Ten 
one-half page ads opposite radio-tv page 
in the Cleveland Press. 

Results: Sales, which had been slipping 
by a few percentage points a month, rose 
“rapidly” in 1959—by 15% for bottled ale, 
30% for cans—in spite of a 22% decline 
among other Cleveland brewers. 


Cockshutt Farm Equipment Ltd., Brant- 
ford, Ont., tractors. Griswold-Eshleman 


Co. 
Objectives: To introduce and promote 
a newly designed line of Cockshutt trac- 


engraving company 
2001 calumet avenue ¢ chicago 16 


master-craftsmen of photo-engraving 


tors, the first change in the line in eight 
years; to lift the morale of the entire 
company and its dealers and salesman 
after their spirits had sagged when the 
farm equipment sales of all companies 
fell off after lush post-war years. 
Program: The campaign’s “frame of 
reference” was built around the 200 Cock- 
shutt dealers who were accounting -for 
75% of the sales. When it was possible and 


practical, advertising was concentrated in 
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their areas. Teasers and then spreads, 
some in color, ran in Le Bulletin Des Ag- 
riculteurs, Country Guide, Family Her- 
ald, Free Press Weekly Farmer, Farmer's 
Advocate, Farm & Ranch Review, La 
Ferme and Western Producer. Half-hour 
television shows introduced the new line 
on 19 Canadian stations, followed by 26 
minute-long spots, during the peak trac- 
tor-buying season. Thirty radio spots 
were purchased on 11 stations. 

Results: Demand exceeded production. 
Sales for three months ending Jan. 31 
leaped 20% over the corresponding period 
the previous year. The company expects 
the increase to hold at 18% for the fiscal 
year. 


Cover Board Inc., Bellevue, O., a cov- 
ering attachment for a plow. Brad Wright 
Smith Advertis'ng. 

Objectives: To maintain or increase 
the spectacular sales gains of 1957 in the 
face of new competition; to help distrib- 
utors sell in volume in order to with- 
stand pressure from competitors; to open 
up new territories and win the ‘‘whole- 
hearted participation” of one of the na- 


tion's largest farm equipment distribu- 
tors. Seventy-five ads spread through 
American Agriculturist, Farm  Equip- 


ment Retailing, Farm Implement News, | 


Farm & Power Equipment, Hardware & 
Farm Equipment, Impiement & Tractor, 


Michigan Farmer, Missouri Ruralist, New | 


and Wisconsin Implement Dealer. About 
50,000 brochures were made available 
to dealers and distributors. There were 
point of sale materials, 50,000 envelope 
stuffers, 10,000 charts for dealers’ walls, 
100,000 catalog sheet pads and 50,000 flip 
booklets put in boxes of Cover Boards. 

Results: The sales went 17% over those 
of 1958. Over 2,000 dealers participated 
in the dealer listing program. Lindsay 
Bros. Inc., a large aggressive midwest- 
ern distributor, took the Cover Board 
line. In Illinois, near a strong competi- 
tor, sales went up 45%. 


Diamond Alkali Co., industrial chemi- 
cals. Fuller & Smith & Ross. 

Objectives: To inform leaders in busi- 
ness and finance of the nature and scope 
of the primary chemicals produced by 
Diamond; to enlist the good will and 
patronage of its customers in such in- 
dustries as leather, glass and rayon; to 
promote the sales generally of products 
employing these materials. 

Program: Six insertions in both News- 
week and Time in 1958 and six again in 
1959. 

Results: Diamond's sales are now “at 
their highest peak" in the company’s his- 
tory; Diamond’ salesmen report that as a 
result of this advertising their reception 
by customers “is warm and friendly,” 
and “almost all customers” say that the 
advertising has prejudiced them—in fa- 


England Homestead, Ohio Farmer, Penn- | vor of Diamond, that it helps them with 


sylvania Farmer, 
lace’s Farmer, 


Prairie Farmer, 


Wal-| their customers. 
Wisconsin Agriculturist | companies have instructed their purchas- 


Executives of customer 


Popular music with a melody. __. 


Concert music and Detroit Symphony Orchestra... |. . 


WwW4J News and NBC News: complete, reliable FM 


ar 


Ce ey 


Special services, at ervi 
| 


: Civic, Religion, Bdvoation..|....)...- J... 


At WWJ, 


it all adds up to 100%: 
TOTAL RADIO 


for the 


TOTAL POPULATION 


WWJ 


AM and FM 


RADIO 


Detroit’s Basic Radio Station 


NBC Affiliate 


NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. 
OWNED AND OPERATED BY THE DETROIT NEWS 


‘ 
‘ 


\ 
= eee a 
i 
. | i 
Ay 
@ 
f { 
ah . ] 
o { 
— j 
ae 
a , \ 
. eee | 
ab Po . 7 
ee | 
- San 
: y SY : 4 OY ‘ 4 4 
42 A Me af k an a } 
5 ff : iS , ' 
sa , ; ' 
ie - fr af ; t 4 ‘4 
* rd 4} 7 \ 4 “ ¥ 
3 ¢ Sf 4, ey { 4 | y) 
rae ” vs r a j f 3 ' 
ae Mm & Bi Hale 4 | ; 
a. Ff ve a in | | 
; 4 ; ff | ils 4 ¥ 
ie Re 5k Ce ae . 
ie * . Ss cae i % i ie oe c nr ses 4 ,) \{ f. | 
pr pen ™ * Pay : 4 | 
iy fre: " ia | ; 
oo I >) as i. eB t q 
= y - 4 *y, . vt | 
‘ss : os — penieeninenen 
' ‘ po a : . 
ay i 
7s cee | 
: = ==cen 
fe —_ 
2 a 
ee CHaH & 
= 
rags 
ai 
sais j 
t 
a | | 
ee 
| —————— | a 
ss RS | 
ies | = | 
iS oe 
me | | 
aa 1s 
ae 
ie Ga i 
4° Gla face 


-~ oe 


» = 


mop 2. 


ing departments to give special consid- 
eration to Diamond chemicals, wherever 
suitable, because of the support Dia- 
mond is giving their industry through its 
advertising. 

Elyria Telephone Co., Elyria, O., rate 
case campaign. Anson F. Hardman, agen- 
cy. 
Objectives: To forestall organized op- 
position to the company’s application for 
higher rates by telling the public of the 
economic facts of life of telephone costs 
and service, “in-a simple understandable 
manner”; to win acceptance of the high- 
er schedule when it is approved by the 
utilities commission. 

Program: A series of newspaper ads ap- 
peared before the rate request was filed 
and while it was being considered by the 
Ohio officials. The company’s officers 
told the story to employes, community 
officials and civic leaders, using flip 
charts for illustration. The Elyria Chron- 
icle-Telegram and the Lorain Journal 
were the papers used. 

Results: There was no organized objec- 
tion, no protesting letters to the editor, 
and “only a handful” of customers cut 
down on their telephone service when 
the higher rates went into effect. 


General Electric Co., promoting group 
relamping, a lamp replacement plan. Bat- 
ten, Barton, Durstine & Osborn. 

Objectives: To create an interest in and 
sell the idea, which is ‘“‘an efficient, eco- 
nomic but somewhat complicated plan” 
for replacing lamps; to visually drama- 
tize a complex subject; to stimulate in- 
quiries about it, and to sell more fluores- 
cent lamps on a contract plan. 

Program: One-page b&w ads in these 
magazines—Business Week, Nation's Busi- 
ness, Newsweek and U. S. News & World 
Report, and in nine industrial publica- 
tions—Electrified Industry, Factory Man- 
agement & Maintenance, General Electric 
Review, Illuminating Engineering, Mill 
& Factory, Plant Engineering, Purchas- 
ing, Purchasing News and Purchasing 
Week, and also in Today’s Business. 

Results: Sales districts reported greater 
response ‘‘than ever before’’; readership 
studies on playbacks—regarding the ads 
lampooning the lamp replacement prob- 
lem—were “the highest ever achieved”’ 
on a GE group relamping campaign; in- 
quiries were at an alltime high; con- 
tracts for replacing lamps increased 30% 
over any previous period. Sales of the 
fluorescents increased “substantially.” 


General Electric Co., small automotive 


lamps. Batten, Barton, Durstine & Os- 
born 
Objectives: To encourage the sale of 


auto lamps and link it to a seasonal pro- 
motion aid; to sell 25,000 units of the 
merchandising aid—a special mirror for 
checking the rear auto lights—by includ- 
ing one of the devices in each case of 
headlamps in the spring and early sum- 
mer of 19538. 

Program: Twenty-eight insertions 
spread among Automotive News, Auto- 
motive Retailer, Gasoline Retailer, Jobber 
Topics, Motor, Motor Age, Motor Service, 
Service Station Management, Southern 
Automotive Journal, Super Service Sta- 
tion and Tire & TBA Review. 

Results: More than 80,000 of the mer- 
chandising aids—the ‘Tellerscope’’—were 
ordered by dealers, 300% over quota, in 
less than 90 days. District warehouses 
and the factory inventory were sold out. 
The advertisement was ‘‘Readexed"’ in 


General Fireproofing Co., Youngstown, 
office furniture and accessories. Gris- 
wold-Eshleman Co. 

Objectives: The company was offering, 
for the first time, a completely new line 
of high style customized furniture to top 
business executives. It wanted to reach 
this audience with such impact that doors 
normally closed to office furmiure sales- 
men would now open. It also wanted to 
stimulate its salesmen to see the top ex- 
ecutives even though they were calling 
regularly on purchasing and office man- 
agement people in the same company. 

Program: Fifty-six pages of b&w and 
color in 14 magazines—American Busi- 
ness, Architectural Forum, Business 
Week, Dun’s Review & Modern Industry, 
Forbes, Fortune, Interiors, National Sta- 
tioner, Office, Office Appliances, Office 
Executive, Office Management, Time and 
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*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you. Write, wire orcall 


THE JINGLE MILL 


201 W. 49 St.. N.Y. 19, N.Y. Plaza 7-5730 
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U. S. News & World Report. Two mail- 
ings were made to the officers of the 500 
largest industrial corporations and the 50 
largest banks, merchandising, transpor- 
tation, life insurance and utility compa- 
nies in the U. S. 

Results: A sale of nearly $1,000,000 
worth of Italic Styling furniture and ac- 
cessories in seven months. Many dealers 
spent $50,000 or more to remodel their 
showrooms, and some moved to larger 
quarters so they would have more dis- 
play room. Dealer relations were im- 
proved and over-all sales efforts became 
more vigorous. 


Marris-Seybold Co., a division of Har- 
ris-Intertype Corp., offset presses. Fuller 
& Smith & Ross. 

Objectives: To introduce a new small 
press; to promote and protect the sales 
volume of.three other Harris presses 
about the same size. 

Program: Color spreads were used in 


10 publications—Canadian Printer, Graph- 
ic Arts Monthly, Inland Printer, Modern 
Lithographer, National Lithographer, New 
England Printer & Lithographer, Printing 
Magazine, Printing News & Publisher, 
Southern Printer & Lithographer and 
Western Printer & Lithographer. Some 
6,000,000 mailings were made to more 
than 14,000 prospects and customers on 
the Harris-Seybold small press list. The 
mailings, a week apart, promoted the 
company’s complete line of small presses 
rather than concentrating on the new 
model. To achieve interest the pieces 
were mailed from a number of towns 
and the copy referred to the postmarks. 

Results: During the year, Harris got 
5% more of the market on one model than 
in 1957, 17% more on another model and 
showed an over-all improvement of 442%. 


Home Builders Assn. of Cleveland, 
promoting National Home Week. Howard 
Marks Advertising. 


103 


Objectives: To make people so much JUST ASK FOR MARIE eee 


aware of the Home Builders’ fall sales 
campaign that buyers and non-buyers 
would turn out to see the advancements 
in construction, decorations and floor 
planning; to sell $1,000,000 worth of new 
homes. 

Program: Some 650 radio spots, 450 of 
them a minute long, 200 lasting 10 sec- 
onds. The radio promotion was backed 
by indoor and outdoor signs at model 
homes. 

Results: Sales totaled $2,000,000—twice 
the goal. Builders said traffic increased 
up to 300% during National Home Week. 
A prize drawing attracted 60,000 entries. 


International Molded Plastics Inc., din- 
nerware. Lang, Fisher & Stashower. 

Objectives: To stimulate Christmas buy- 
ing and stem the 1958 downtrend in con- 
sumer purchases of a higher priced line 
of Brookpark dinnerware. 

Program: Two half pages in Life in 


Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


a. Leller Mop tx 


431 S. Dearborn St. * Chicago 5, Illinois 
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It’s easy to get lost... 


This is especially true in the building industry. If you 
lose one of your four “directors,” you just can’t tell 
which way the wind is blowing. 


Like the trusty weather vane, you have to direct your 
advertising four ways at the same time. The architect 
is one direction, the engineer another. The contractor 


is the third. 


Who’s missing? You'll get your bearing when you’ve 


got the building client. 


All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organi- 
zation needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 


As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact, 
FORUM is the only magazine whose growth keeps pace 
with the building industry itself. 


*Source: The new FORUM Census, ‘‘Portrait of the Building Client."’ 
Write ag a copy. Architectural FORUM, 9 Rockefeller Plaza, New York 


, New York. 


With the biggest circulation in the field — 60,000 — 
FORUM alone is edited for and read by the kind of 
building customers you must reach and influence. Just 
how important are they in building decisions? Here’s 


one indication: 


Of FORUM ’s 21,000 client subscribers — 

89% are concerned with building matters within 
their companies and 73% of them personally 
recommend or approve building products ‘heir 


companies buy.* 


Fair weather 
in FORUM 


because... 


FORUM 


delivers the 
specifying and buying 
power of the entire 
building market 


Sire ee ee z tg ae ; - Ba oe eo ee 5 é ae Pee Wie 2 ee : : BaD - is x he fe i : eS . - < a ‘ ‘ ~— = ; i ; > 
ee ’ . : - P : : a i i 
j 
| ee 
¥ = | 
i 
A 
| > | 
I : 
| 
i) 
1 i 3 
| 
| ae 
| Pe 
ee 
| mM! 
| “4 NA md 
‘ = a 
| EP i . 4 
i Do —_ PY PS a 
‘ ~a —_ ey nd 
: | < I / ~ —— y 
fs | a 
a 
ih ro Se ail 
es N 7 se: 
= SK N ; 
| : ie 
\ ~ nn tee , 5 
: ( : 
: | a 
: | 
; as is 
7 hy b , 
Jobber Topics in April and May, and “ i 
’ ceived honor ratings both times. 
a s 
j | ee 
| — ee 
— | FC = 
| — Aa| Rr|Ce 
| ee eT 
P = ——— = — A : SS , 
i Ry ee i 
| aa FORUM ‘ 
) ‘4 
: “ 
a oe 


104 


October and December; a full page in 
Living for Young Homemakers in Novem- 


ber; half or fractional pages, during the | makers 


Results: Beginning in September, after 
the Life and Living for Young Home- 
campaign was merchandised, 


late summer, in Crockery & Glass, Home | sales swung upward. Off 15% in August, 
Furnishings Daily and Housewares Re- the sales in December went 12% over the 


view. Six mailings went out to 600 rep- 
resentatives, jobbers and key dealers. 
Point of sale materials included tie-in 
displays, salesmen's lapel buttons, stream- 
ers, dealer mats, table tent cards. 


highest previous year. 


Libbey Owens Ford Glass Co., Toledo, 
E-Z-Eye safety glass, Fuller & Smith & 
Ross. 


Objectives: To increase consumer de- 
sire for this tinted glass so they would 
choose it when offered as an optional 
extra when buying GM cars. The firm is 
GM's sole supplier. 

Program: One four-color spread and 
six four-color bleed pages were used in 
the Saturday Evening Post. 

Results: The glass, which had been 
slipping in popularity, picked up again 
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by the fall of 1958. According to Wards 
Automotive Reports, the glass was in- 
stalled on 40% of all new GM cars, after 
the campaign began, compared to 26% in 
the preceding months. 


Ohice Bell Telephone Co., promoting 
extension phones in color as Christmas 
gifts. McCann-Erickson. ° 

Objectives: To sell 16,000 extension 


A NEW MORNING ‘comes’ 
NEWSPA - 


in Columbus, Ohio 


The Citizen-Journal has 


newspapel 
and other 
Company 


General advertising rates tor the 
the Citizen-Journal alone, 


j2e ton 
with the Columbus Evening 
bination with the Sunday 


Contact your O'Mara & Ormsbee 


ming, Manager, general advertising, 
lige om & 


Kepresented nationally by: 


Chicago, Detroit, San Francisco, 


replaced 
Columbus Citizen in Columbus and central Ohio 
is a Scripps-Howard publication, but all 
business affairs will be handled by the 


Dispatch, 
Dispatch 

man, or write or call Ralph G, 
Columbus 16, Ohio. 
York, 


PER 


Journal and 
This new 


the Ohio State 


Dispatch 


new Citizen-Journal are as follows 


or 7Se on the optional combination 
optional com- 


and &jc on the 


34 8. Sed Mt., 
Ormsbee,  Ine., 


Los Angeles. 


New 


~ cyt\ 


the 
morning 
advertising sales 
Printing 
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I fancied we 
sold all our 
Maidenform Bras... 


and we did, 


— 
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ee 


| on WICN-TV 


Leo Rosenthal is a worried man. As 
Maidenform’s Minneapolis District Sales 
Manager, he worries when stores sell out 

completely, as they did when this year’s 
“Star Flower” bra was introduced exclusively 


on WTCN-TV. 


“Even though Maidenform’s television campaign 
is only half way through our current fall 
season,” 


has been to keep the stores in stock. 


“Your introductory letters announcing the 
campaign and those wonderful follow-up 
4 - letters telling about the sales contest you set 
up, all helped in making the introduction 

of “Star Flower” in the Twin Cities area an 


says Rosenthal, ‘‘our big problem 


outstanding success.” 


That’s why Leo Rosenthal is a worried man 
today. Not only did “Star Flower” sell out 
completely, but sales of all Maidenform 
products are up substantially in the important 
Twin Cities market. What’s he going to 

tell all those women if the stores continue to 


run out of stock? 


You should have such problems yourself. 
Call your Katz man for availabilities on 


WTCN-TV, Twin Cities. 


WTCN -TV AND RADIO 


ABC STATIONS FOR MINNEAPOLIS-ST. PAUL 


Represented Nationally by the KATZ Agency 


P ; to sell 18,000 color phones, either 
as new extensions or as replacement for 
black ones; to sell 20% of the year’s quota 
during the campaign; to make phone 
users give an extension phone for Christ- 
mas. 

Program: Two hundred dailies and 
weeklies were used in the company’s 
territory. Color page ads ran in five 
Sunday rotogravure sections. Four-page 
color leaflets were sent along with 
customers’ bills. More than 2,300 posters 
were put on company trucks .and in the 
windows and _lobbi of rcial 
buildings. The five Ohio Bell tv pro- 
grams, in Cleveland, Toledo, Dayton and 
four other Ohio cities, carried the mes- 
sage. Almost 200 tv spots were sponsored 
throughout Ohio. More than 600 radio 
spots were used in four cities outside the 
tv range. 

Results: Over-all campaign goal was 
exceeded by 60%; sales of color phones, 
by 36%. The goal for the year was met 
and passed as the company made 26% of 
the extension sales during the promotion. 
It created ‘‘enthusiastic acceptance” of 
extension and color phones for gifts. 


Ohio Power Co., Canton, 
electric clothes dryers in general. 
drum & Fewsmith. 

Objectives: To maintain dryer sales so 
the firm could continue the load sched- 
ule it had planned for its power lines 
when it counted on the number of 
dryers to increase. 

Program: Thirty-one dailies and 60 
weeklies were used. One-minute an- 
nouncements were made daily five days 
a week on 19 radio stations. Plus tv spots 
on the same schedule, in Lima and 
Zanesville, O., and Wheeling, W. Va. 
Approximately 450,000 billcard imprints 
were mailed. Dealers received mats for 
tie-in advertising and point of sale 
materials. 

Results: Dryer sales in Ohio Power's 
area edged up 1% over 1957, compared to 
a 5% drop in the nation. During the 
campaign, sales went 51% higher than in 
a corresponding period the previous year. 


promoting 
Mel- 


Second Federal Savings & Loan Assn., 
saving accounts for new babies. Carpen- 
ter Advertising Agency. 

Objectives: To create new savings ac- 
counts by reaching untapped sources 
rather than wooing customers from other 
companies through premium offers or 
“other artificial inducements.” 

Program: Newspaper space in Cleve- 
land's three dailies. Direct mail to new 
parents. 

Results: In the first month, 56 new 
accounts were opened by parents, and 
18 by other relatives, of the new babies. 


Switzer Brothers Inc., fluorescent silk 
screen ink. McCann-Erickson. 

Objectives: To inform silk-screen users 
of the differences in Day-Glo colors and 
how they help to overcome production 
problems; to give trade support by telling 
the users where they could purchase Day- 
Glo. 

Program: It consisted in trade publica- 
tion advertising, direct mail, exhibits at 
trade shows and pamphlets that were 
handed out at trade conventions. 


Timken Roller Bearing Co., Canton, O., 
tapered bearings. Batten, Barton, Durstine 
& Osborn. 

Objectives: To overcome a long-stand- 
ing resistance of railroads against using 
roller bearings for freight car axles; to 
overcome it by using testimonial copy 
along with pictures of leading railroad 
presidents to show the idea has been 
gaining acceptance. 

Program: Back covers were bought on 
Railway Age 20 times, on Railway Loco- 
motives & Cars 12 times, all of them 
two-color ads. B&w and color pages ran 
in Modern Railroads, Railway Purchases 
& Stores, and Trains. 

Results: The campaign helped assure 
railroad management that roller bearings 
are a sound investment and it helped 


TRIG KEEPS A MAR $0 OOOR-FREE A BLOGOHOWND 
COULDN'T FIND RIM!» j 
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ra ° ; 
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SHOOK UP—A frustrated bloodhound 
adds touch of humor to copy in 
this ad for Trig, man’s deodorant, 
made by Bristol-Myers. Batten, 
Barton, Durstine & Osborn is plac- 
ing the b&w ad November through 
January, in Newsweek, The Satur- 
day. Evening Post, Sports Illus- 
trated, Time and True. 


open doors for Timken salesmen. Since 
1958, when the campaign began, 18 
additional railroads and other car owners 
have begun using the bearings. In this 
time, 27,000 Timken  bearing-equipped 
cars have been ordered, a number equal 
to all previous years combined. There are 
now 87 railroads ‘and other car owners 
operating 50,000 “Roller Freight” cars 
compared to about 5,000 nine years ago. 
Timken is getting about 70% of this 
business. 


Viking Air Products, furnace humidi- 
fiers. Carr Liggett Advertising. 

Objectives: To increase demand by 
telling home owners why they needed 
properly humidified air in the home, and 
where they can get a Viking humidifier: 
to persuade dealers to promise to par- 
ticipate in the campaign; to get them to 
participate enthusiastically and _  effec- 
tively. 

Program: Consumer ads appeared in 
the American Home—a half-page in four 
different issues—and 30 column inches 
ran from three to six times in 42 metro- 
politan dailies. There were four inser- 
tions in trade publications—American 
Artisan, Heating & Air Conditioning Con- 
tractor, New England Equipment Dealer 
and also Snips. 

Results: Because of the comparatively 
low prices on the Viking items, dealers 
could not be expected to put forth much 
personal selling effort. But they sup- 
ported the campaign with some gusto; 
they could order simply by answering 
the phone. They said consumer response 
was “startling.”” Even when 25 or more 
dealers were listed in an ad, there was 
an average of 10 phone responses per 
dealer. In previous years, the average 
dealer sold six Viking humidifiers a 
season. This time, 580 dealers signed up 
for the campaign, compared to a previous 
high of 320. 


Weber Dental Mfg. Co., Canton, O., 
air turbine handpiece. Brad Wright 
Smith Advertising. 

Objectives: To interest 90,000 dentists 
in buying a new high speed drill, ‘“‘with 
far less vibration than the conventional 
type,"’ and to emphasize that the hand- 
piece head was just as small as those of 
competitors; to impress dentists with the 
Weber design and the workmanship on 
the entire Weber line of dental equip- 
ment; to build Weber’s prestige in a field 
dominated by two older, full-line com- 
panies; to make dealers more loyal by 
giving them a dramatically promoted 


rapid art service, ino. 
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art studio « typesetting and letterpress « displays 


? silk screen printing * box easels and binders « exhibits 


304 E. 45TH STREET, NEW YORK 17, N.Y. 
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Terry Hilliard 
HAPPY—The rarefied air in Denver helped heighten the social hours 
at the regional meeting of the National Assn. of Broadcasters.-Present 
were Hugh B. Terry and Lew Hunter, KLZ, Denver; Les Hilliard, 
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‘Good Housekeeping’ Names 3 

James E. Hoey Jr., formerly with 
McGraw-Hill Book Co., and Thom- 
as P. Farrell, formerly with Cou- 
|pon, have joined the advertising 
|sales staff of Good Housekeeping. 
| Good Housekeeping also has trans- 
ferred J. Potter (Pete) Smart from 
the Cleveland sales. staff. to New 
York. 


WHAT ON EARTH 
\S THE BRIGHTEST 
COLOR 7 


oF . 

eee | 
Hall Hunter Hawkins Shahan Kendrick Bishop 
KOLT, Scotts Bluff, Neb.; Milt Hall, KWBB, Wichita; and, from New 
Mexico: Lloyd Hawkins, KRTN, Raton; I. E. Shahan, KNDE, Aztec; TS 
C.O. (Ken) Kendrick, and NedBishop, KENN, Farmington. 


product with which to battle against, Nielsen Elects Justin Power 


competitor dealers. 
Program: Fifty-one insertions, from | 


Justin Power, managing director |and Australasian operations, has| cago. Mr. Power joined Nielsen’s| the registered trademark of Switzer Bros, Inc, 


MOONMAN 


Nielsen’s European Continental| company, headquartered in Chi-| There is only one genuine Day-Glo! Day-Glo is 


two-third pages to a spread, were spon- Of A. C. Nielsen Co.’s subsidiary|been elected a member of the|client service group at Oxford,| Cleveland 3, Ohio, for daylight fluorescent products. 


sored throughout 11 professional maga-|in West Germany, and director of| board of directors of the parent | England, in 1941. 


zines—Dental Assistant, Dental Survey, | 
Dental World, Journal of Dental Edu- 
cation, The Odontos, Ohio State Dental 
Journal, Oral Health, Oral Hygiene eet | 
the U. S. and Latin American editions), | 
Proofs and the Texas Dental Journal. | 
Approximately 65,000 folders of either | 
four or six pages were mailed to dental | 
students, dealers and selected dentists. | 

Results: Weber sales increased 400% 
over those of 1957. “Oldtime dealers 
who never had wanted the Weber line, 
now eagerly sought it.” Sales of Weber 
x-rays, chairs and units rose 35% over 
the 1956 volume. In that economic slip- 
back in 1958, the Weber plant was work- 
ing two shifts a day, six days a week, 
when other Canton firms were laying off 
employes. 


Durkee Famous Foods, a Glidden Co. | 
division, Cleveland. Meldrum & Few- 
smith. | 

Objectives: To determine the most ef- 
fective medium for selling Durkee’s in- 
stant minced onions. 

Results: Television came out on top, 
with the result that Durkee went into 
network tv, using the Jack Paar and Dave 
Garroway programs on NBC, four pro- 
grams on ABC, including the Gail Storm | 
show and Bob Cummings. Nothing else is 
available on this campaign because the 
company withdrew its entry as soon as 
the judging was completed in order to 
keep details a secret. 


| 

Donnelley Boosts Mitchell | 
Hamilton B. Mitchell, vp of | 
Reuben H. Donnelley Corp.’s di- | 
rect mail division, Mount Vernon, 
N.Y., has been promoted to vp and | 
general manager of the company’s | 
direct mail and merchandising di- 
vision. He willnmove to the com- 


: pany’s Chicago. headquarters about 


Dec. 1. 


Nalco Promotes Johnson 

Herbert S. Johnson Jr. has been | 
named vp of marketing of Nalco 
Chemical Co., Chicago. Mr. John- 
son, who formerly was manager of 


the industrial division, is succeeded | 


by Leonard R. Robinson Jr. 


PUBLISHING 
CENTER 


“Monmouth County, N. J. 
Located on state highway 
40 miles from-New York City 


A publisher who wants to get 
-away from the crowded area 
has acquired 50 acres for the 
creation of a publishing center 
—offices, engraving plant and 
printing plant. 


Inquiries are invited 


from other publishers who want 
to enjoy the many advantages 
of living and working in one 
of the finest communities in the 
East, near the $80 million Bell 
Laboratories now under con- 
struction. Write to Box 821, 
Advertising Age, 630 Third 
Avenue, New York 17. 
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we're bustin’ 
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Because of our amazing growth! The 


RIVERSIDE area is an important half of the 
4th largest market in California. It's a BILLION 
DOLLAR market—only 60 miles from metropolitan Los 
Angeles, yet less than ¥2 of 1% of Los Angeles newspaper 
circulation reaches this area. Here is a rich vein to be 
tapped. Growing by leaps and:bounds, the Riverside- 
San Bernardino-Ontario area is the 6th largest 
market on the Pacific Coast and the 27th in the 
country. Only the paper that grew up 
with Riverside completely covers this 
important half of California's 4th 


largest market. 


THE RIVERSIDE PRESS AND ENTERPRISE 


represented nationally by doyle & hawley 
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Ira Murray Joins Stevens |He has served as public relations|the ad department of the News, 

Ira J. Murray has joined Stev-|@"4 advertising consultant for| Port Arthur, Tex., for the past six 
ens Inc., Grand Rapids, as an ac- | Continuing Education Service, an | years, has been appointed retail ad 
count executive. Mr. Murray was|@!™ of Michigan State University.) manager. Horace Fontenot Jr., who 
co-owner of Jepson-Murray Ad-| has been with the ad department 
vertising, Lansing, prior to dis-| Murrell, Fontenot Promoted since 1952, has been named national 
posing of his interest last spring.| Ken Murrell, who has been with| ad manager. 


IF YOU DO BUSINESS IN THE QUAD-CITIES 


ROCK ISLAND + MOLINE + EAST MOLINE, ILL. © DAVENPORT, IA. 


YOU NEED THIS NEW DATA 


Ask Allen-Klapp or write to Harold E. 
Swanson, General Advertising Director, 
ARGUS-DISPATCH, Rock Island, Moline, 


Hlinois. 


THE QUAD-CITIES’ LARGEST COMBINED DAILY CIRCULATION 


THE MOLINE DISPATCH 
THE. ROCK ISLAND ARGU 


_ NATIONAL REPRESENTATIVE — THE ALLEN-KLAPP CO. — 
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Photography by Dick Boyer 


OLD FAITHFUL 


At Buckingham on the dot — no halftone 
hangup for this P.M. He has his own 
ON THE Old Faithful in his engraver. To meet his 
ebb and flow needs, Superior’s 45-man night 
staff shores up the day staff. It serves to 
make inflexible practices of dot-by-dot care 
and on-the-dot delivery. For SUPERIOR SERVICE 


Y] TOWN 
. . / and SUPERIOR QUALITY call SUperior 7-7070 


SUPERIOR ENGRAVING CO. 2/5 West Superior St. € Chicago 10,//. CALL NIGHT OR DAY 
aN Chicago's Foremost Photoengraving and 
Offset Platemaking Plant 


Advertising Age, November 23, 1959 


Videodex Network TV“ 
Oct. 1-7, 1959 


Copyright by Videodex Inc. 


Rank Program (%) 
1 World Series—Sunday (Gillette, NBC) ..........::cccscsssesessneenrseesensnersresnnenensnens 34.8 
2 Perry Como—Music Hall (Kraft, NBC) 32.4 
3 Danny Thomas Show (General Foods, CBS) ........ Ji 30.3 
4 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........ 30.1 
5 Ford Startime (Ford, NBC) 

6 77 Sunset Strip (Several 

7 Jack Benny (Lever, CBS) 5 
8 Have Gun, Will Travel (Lever, Whitehall, CBS) ............ccccccccseseeeereeeeceeeeeeeeneees 28.0 
9 Art Carney (General Motors, NBC) ........c:scsssssecersessensenssessnerennees 27.4 

10 Alfred Hitchcock Presents (Bristol-Myers, CBS) is 

Rank Program (000)** 
1 World Series—Sunday (Gillette, NBC) ..........cccccccscseseesseeeeserseenepensennesenennnnes 14,900 
2 Perry Como—Music Hall (Kraft, NBC) ..............00 13,700 
3 Danny Thomas Show (General Foods, CBS) ....... «. 12,800 
4 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............0+ ee 
5 Deer NOS SU, UID ssaiicsscnseccucennsticiesoiinenvecsssennesstoncnnsnets 11,800 
6 77 Sunset Strip (Several sponsors, ABC) .... as soc” VR 
7 De Ie I GON) aii nahi ssceda css sesnsvascianesasenssseecaviconsonvvaosvteeen we 11,600 
8 Have Gun, Will Travel (Lever, Whitehall, CBS) ...................:0008 we. 11,700 
9 Art Carney (General Motors, NBC) ........ccccccccsccsccssssensensessenenensensenaneeneanenss 11,100 

| 10 Alfred Hitchcock Presents (Bristol-Myers, CBS) ...........ccccccescseseseeseeeeeenneenneees 11,300 
*Homes viewing in cities where program is telecast. 

**Listed in sequence of rating level from first table. 

Trendex TV Ratings 
Nov. 1-7, 1959 

Rank Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .... anes 
2 Another Evening with Fred Astaire (Chrysler, NBC) ..........cccccssssseeseeeenenenneneee 31.3 
3 Danny Thomas (General Foods, CBS) .........:c:cccscesscesssessserecenseeesecaneensesenasennsnenee 31.0 
4 eee Dems CRI I | snes inxinitcsviceianecnsctineseisersicvessocns “| 
5 Markham (Schlitz Brewing Co., CBS) ..... —— 
6 Deen Tes Beak Cath, Dwe,, GO evccsscsnsssccsvecivcnceccnevacosessesasessesesssensse 27.8 
7 Price Is Right (Lever, Speidel, NBC) ...........ccccsssssscerrcrrrrrsrsseeceseeseneres 27.6 
8 Wagon Train (Ford, National Biscuit Co., NBC) ..........ccccseeseesseserseseerenerneeens 27.5 
9 PN RII CINONE, PUIG Dc vecieivesevncssvensssinsa vsseoersnscasssapeevnnvteaveeterrsedeupvendvassense 27.1 
10 77 Sunset Strip (Several sponsors, ABC) .........ssrercrcorcrercocssssscoscssosscsesovessesees 26.1 


*Ratings are based on the one broadcast during the week of Nov. 1-7, 1959. 


ADVERTISEMENT 


“That office machine salesman’s wasting his time in the boss’ 


A little exaggerated—after all, the boss has to pay the bills! But 
a salesman who knows the facts of office life never fails to sell 
both secretary and boss. Be smart—be sure the advertising of 
your office product reaches an audience of over 145,000 secre- 
tarial career women through... 


Glenda the beautiful secretary 


office. The decisions are made here at the water cooler.” 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 
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John Flanagan, 54, 
McCann VP, Agency 


Media Veteran, Dies 


New York, Nov. 17—John J. 
Flanagan, 54, vp and associate 
media director of McCann-Erick- 
son, died Nov. 12 at Flower Fifth 
Avenue Hospital of a heart ail- 
ment. He was considered a leading 
authority on all aspects of con- 
sumer advertising media. 

Born in New York, he was grad- 
uated from Fordham University in 
1927. The following year he began 
his business career with Homann, 
Tercher & Cornell, in the agency’s 
media department. In 1931 he be- 
came media buyer for the Paul 
Cornell agency and two years later 
became media director of Geyer, 
Cornell & Newell. He had been 
with McCann-Erickson since 1936 
and was elected a vp in 1952. 

Mr. Flanagan had the reputa- 
tion of being one of the best liked 


media men in the agency field. He}. 


made it a practice to give media 
salesmen every opportunity to pre- 
sent their cases in detail and is 
known to have gone out of his way 
at times to help salesmen strength- 
en their sales talks with facts that 
he had personally uncovered. 

Mr. Flanagan was a past presi- 
dent of the Media Buyers Assn., 
a member of the newspaper com- 
mittee of the American Assn. of 
Advertising Agencies and a board 
member of Business Publications 
Audit. 

He was also active for many 
years in Catholic charities and was 
a member of the St. Vincent De 
Paul Society, and a member of the 
Cardinal’s Committee of the Laity. 


ANNE GASPARD 

Cuicaco, Nov. 17—Anne Gas- 
pard, 47, veteran copywriter and 
former president of the Women’s 
Advertising Club of Chicago, died 
Nov. 13 in St. Lukes-Presbyterian 
Hospital after a long illness. 

Miss Gaspard had been a copy- 
writer for J. Walter Thompson Co. 
here since 1948 but had been inac- 
tive at the agency for the past two 
years because of ill health. 

Prior to joining JWT, Miss Gas- 
pard had worked in the advertising 
departments of the Chicago Trib- 
une and the Racine Journal-Times, 
and she also had worked for West- 
ern Advertising Agency here. 


= Miss Gaspard served as presi- 
dent of the Women’s Advertising 
Club of Chicago in 1957-58, and she 
also was a member of the Chicago 
Copywriter’s Club. In 1951, she 
produced “Do You Belong in Ad- 
vertising?”—believed to be the 
first vocational guidance film on 
advertising produced for high 
schools and colleges. She won an 
award from the Advertising Fed- 
eration of America for this film in 
1951. 


WIRE-LY.: 20 


In a sociable corral, a horse, 
a cow and a donkey were argu- 
ing about their contributions to 
the success of TV. 

“I'm the greatest,"’ the horse 
declored, ‘‘without my roles in 
westerns, TV would have hed a 
cultural lage’ 

*“‘Rubbish,’" said the cow, ‘‘you're strictly 
film-packaged, one ‘live’ camera take and you've 
shot your wad. i'm TV's sacred cow, | keep 
performers, technici and di alive and 
healthy; | keep ad execs ulcerless. Without all 
of them, TV would have fizzled ovt.'’ 

“‘Nobody contributed as much as I'' scoffed 
the donkey, ‘‘if jackasses hadn't been mixed up 
in programming the big quiz shows, there 
wouldn't have been any TV in the first place!’ 
@ Here's some real horse sense . . . If you want 

to milk the prosperous Wheeling Market, 

don't hitch your bandwagon to a donkey. 

Actually, the TWO MILLION PEOPLE with 

their annual income of 21 BILLION DOL- 

LARS in this 36-county area have made 

WIRF-TV the success thot it is. WTRF-TV de- 

livers buying action. How about your adver- 

tising campaigns . . . are they scheduled 
for this rich ond busy Wheeling Market? 

George P. Hollingbery can arrange it! Merchon- 

dising? RCA Videotape equipment? Yessiree! 


CHANNEL e WHEELING, 
SEVEN WEST VIRGINIA 
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rT oe : 
HOWARD C. PARMELEE THERE'S NENS ak A new Incentive Plan for advertisers who 
ook Promecinn Gh taltues on tat oes seek MAXIMUM NEWSPAPER EFFEC- 
editorial director of McGraw-Hill| _.: #,. TIVENESS i 
Publishing Co., New York, died WOR... 
here yesterday. He retired from the| ,.° ee 
McGraw-Hill organization in 1946,| *: CSontinuiry "FE mpact="FYiscount 


after 36 years with the company. 

Born in Omaha, Mr. Parmelee 
received both his bachelor’s and 
master’s degrees in chemistry from (EFFECTIVE JANUARY 1, 1960) 
the University of Nebraska. He 


. > . 4) 
taught at the university for two providing discounts up to 13% 


eS 
years, then worked as an industrial ay, aa = “ds based on current open rates 
chemist for three years before Ly it: s A dverti d : hi os d 
joining McGraw-Hill in 1910. He oe he n advertiser determines his minimum space an 


edited Mining Reporter until 1916, frequency. The greater the linage and frequency 


PLAN 


FOR COMPLETE INFORMATION cormmitment, the higher the discount. For space above 
when he served for a year as pres- Ask a BRANHAM man—or write: this minimum, an even higher discount is carned. 
ident of the Colorado School of General Advertising Dept., Daily combination, Sunday ROP and Sunday Maga- 
Mines. From 1917 to 1928 he was NEWSPAPER PRINTING CORPORATION zine may be applied and combined to earn discounts. 
editor of Chemical & Metallurgical 1100 Broadway, Nashville 1, Tennessee 


Engineering, later called Chemical : occ ga SHVILLE "TENNESSEAN = 
Engineering. From 1933 until his ‘A Mi td 
retirement he was editor of Engi- a a oe hele: ——— ——_ | 

neering & Mining Journal. He was MiD- STATE G GAINS NEW PLANT 
honored by the American Institute | TON IN HOMES : 


of Chemical Engineers for his work 


Morning @ Sunday 
in the movement to accredit chem- NEWSPAPER PRINTING CORPORATION, Agent 
ical engineering education. Represented Nationally by THE BRANHAM CO, 


covers the entire 

State of Nebraska‘ 
daily, better than 

any Houston paper 


covers the Houston 


metropolitan area. 


*A vital, growing market 
of 1.6 million people with 
$2.7 billion to spend. 


O'MARA & ORMSBEE, ING., Nationa! Representatives Worid- 
New York © Chicago © Detroit * Los Angeles * San Francisco 


ABC Audit—Daily: 247,665 


= Dai: 247 88 Herald 


* Based on latest ABC Audit Reports re 
and papulation figures from 1959 Sales Less than 5% duplication of — 
Management Survey of Buying Power. circulation, morning and evening. 
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sewers 


Lewis Graham Goodman Courtney 


AWARDS—Tv personality Virginia Graham receives a special citation 

from the American Cancer Society, presented by William B. Lewis, 

president, Kenyon & Eckhardt, and a board member of the society. 

Julian Goodman, director, news and public affairs, National Broad- 

casting Co., accepted a special citation made to NBC, and Alan Court- 

ney, NBC vp for nighttime programming, accepted a special citation 
for Ralph Edwards. 


Tool Lazier Allebaugh 


PANEL—The Advertising Club of Denver. recently 
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FISHING FOR A SALE—Shown above is Chris Christensen, advertising 

sales promotion manager, KPIX, San Francisco, “selling” an idea to 

his general manager, Lou Simon. After verbally trying to sell the 

idea for two weeks, Chris promoted a water ski, swim trunks, etc., 

then romped unannounced, amid screams of secretaries, into the 

boss-man’s office. Result: No sale, but Mr. Simon is convinced Chris 
means business when he pushes an idea. 


Amole Marsh Gurley Duffy Dailey 


presented a series of ad programs entitled “What’s 
My Whine.” Representatives of agencies, media, 
suppliers and advertisers appeared to air ideas on 
how to improve relations with each other. On the 


first panel were Jean Tool, Tool & Armstrong Ad- 
vertising; Harry Lazier, Rippey, Henderson, Buck- 
num & Co.; Frank Allebaugh, Galen E. Broyles Co., 
and Moderator Gene Amole, KDEN. First program 
featured agencies; second, media and suppliers. 


TO THE WINNER—Four executives of Santa Fe Railways admire the 
1959 Golden Freight Car award given them by Modern Railroads | 
for “outstanding work in promoting freight sales.” E. S. Marsh, og 
president, holds the golden replica up for inspection by Fred G. 


Sorensen Lamdin Prechter Kevis Kizer 
TRANSIT TALK—Among those attending the annual sales promotion meeting of the Na- 
tional Assn. of Transportation Advertisers in Chicago were Dane Sorensen, Fielder, 
Sorensen & Davis, San Francisco; Bud Lamdin, Nation-Wide Bus Advertising, New 
York; George Prechter, Transportation Advertisers, New Orleans; Dave Kevis, Phil- 


adelphia Transit Co.; Thomas Kizer, Los Angeles Transit Co.; Andy Howe, Wm. Wrig- 


Fiala Layne Russell Haverlin 


GET TOGETHER—Relaxing at the Denver regional meeting of the National Assn. of Broad- 
casters were A. M. Fiala Jr., Intermountain Network, Denver; C. N. Layne, KID-TV, 
Idaho Falls, Ida; J. D. Russell, KKTV-KFMH, Colorado Springs; Harold Fellows, NAB 


Fellows 


Howe 


Gurley, retired chairman and president; G. E. Duffy, vp-traffic, 
and E. E. Dailey, general advertising manager (story on Page 28). 


Livingston Morris Murphey Carlin Weliman Batchelder 


ley Co., Chicago; Charles Livingston, Fifth Ave. Bus Advertising, New York; Howard 
Morris, Baltimore Transit Co.; C. H. Murphey, Chicago Car Advertising Co.; Tobin J. 
Carlin, McCann-Erickson, Chicago; Joseph Wellman, chairman of the National Assn. 


of Transportation Advertisers, New York, and Joseph Batchelder, O’Ryan & Batch- } 
elder, Memphis. } 


Lown 


Ebel Burden Hill Stalnaker 


president; Carl Haverlin, Broadcast Music Inc.; Bert Lown, CBS-TV, Los Angeles; A. J. 
Ebel, KOLN-TV, Lincoln, Neb.; Don Burden, Star Stations, Denver; J. D. Hill, KWHK, 
Hutchinson, Kan., and H. L. Stalnaker, KPHO-TV, Phoenix. 
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This was one of a series of probing questions, developed by a team of psychologists, and put to appliance-tv 
dealers early this summer. It was all part of a Motivation and Image Study conducted by the A. J. Wood 
Corp. for Home Furnishings Daily. (To insure completely unbiased answers, HFD’s sponsorship of this 
study was not revealed to the dealers .. . or even to the individual interviewers. ) 


It was obvious that the most meaningful answers would come from the most informed dealers—those who 
could judge most fairly because they read both a monthly publication and a daily publication. The dealers 
were selected, therefore, who read both Electrical Merchandising and Home Furnishings Daily, and their 
answers to this question were tabulated. 


to see how these HFD-EM readers answered, turn the page... 
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Here’s how appliance-tv dealers answered the question on the previous page: 


A majority of the HFD-EM readers said... 


“DAILYT" 


WEEKLY 


MONTHLY 


The figures are conclusive! More of these dealers voted for “daily” than for “weekly” and “monthly” com- 
bined! Note that the vote for “daily” is almost 60% higher than for “weekly” ... more than triple that of 
“monthly”. 


And the reasons are obvious. Only a daily is fast enough to keep pace with industries as vital, as fast-mov- 
ing, as news-hungry as these! Only a daily can bring these industries news while it’s still news . . . while 
there’s still time for them to act on it, profit from it. No wonder they consider a daily their ideal! 


Home Furnishings Daily 


The industry’s full-coverage daily newspaper! 


A FAIRCHILD PUBLICATION ° 7 EAST 12TH STREET, NEW YORK 3, N. Y. 


= NOTE TO ADVERTISERS AND AD AGENCIES: Your HFD representative will be glad to show you additional findings revealed by the 
A. J. Wood study; let us give you the whole significant story. 
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Ben Lewis, 57, Ad Dow Launches Campaign for 
Saran Fiber Seat Covers 


: F West Virginia’s 
rans See: AB Mich. has launched an. 11-month | The C HARLE STO ie Market Is No. , Mar “h ~ | 


incentive plan to promote the use 
New Yorn, Nov. 17—Ben Lewis of Saran fibers in seat covers. 
57, an advertising and packaging Aimed at manufacturers, jobbers, | 
designer, died Nov. 14 in the Flow- wholesale and retail salesmen of 
er & Fifth Avenue Hospital of com- automobile seat covers, the “Sa- 
plications resulting from diabetes. b= Live Like a Millionaire Seat 
Born in New York, he started his | Cover Campaign” will consist of 
career as copy boy at J. Walter | a ogg tape tistn 
Thompson Co. and later worked in | ’ e advertising| 
the agency’s art department. After | schedule are eight two-color, page | 
working for several agencies no insertions in Automotive Chain) 
longer active, Mr. Lewis in the | Store, Automotive Retailer, song 
early 1930s opened his own studio) Phe Bhp -on. egy sal a 
as a designer and free lance artist — oe a — 


He won several prizes for package | ‘°¢ Station and Southern Automo-| PROGRESS IN CHARLESTON—Here's C&P Telephone Co.'s new (Bell System) $4% 


million 
designs that included perfume bot-| ”° Journel. dollar home. Their 7-story downtown structure with installations (another $3 million) will be- 
tles for Lenel, Dallas; cosmetic 3 come the nction's 67th direct long distance switching center. Said a C&P spokesman: (These in- 
packages for Colgate-Palmolive| Wilkinson Opens Art Studio 


vestments) “have been made because of a deep and abiding faith in the future of West Virginia.” 
Co., and a trademark for Miller Charles F. Wilkinson, former art 
Harness Co. He also designed| executive with McKee & Albright 
jewelry, type faces and point of|and Gray & Rogers, has opened 
sale displays for various companies,| Wilkinson Studio of Advertising 


as well as the cylindrical delivery | Art in the Main Line Professional Represented Nationally by JOHNSON. KENT. GAVIN & SINDING. INC. 
truck body used by Life Savers. | Bldg., Narberth, Pa. 


s Mr. Lewis was also an authority | 
on horsemanship and was the au-| 
thor of “Riding” and “Better Rid- 
ing,” originally published in Eng- 
land. Recently he became inter- 
ested in photographing American 
Indians, particularly the Sioux, on 
their reservations. His photographs 
of contemporary Sioux life have 
been exhibited here and in other 
cities. At his death he was working 
on a photographic book of contem- | 
porary Indian life. 

His widow, Mrs. Ruby Weil Lew- 
is, is an editor with Associated | 
Press. 


JOSEPH A. MUTRIE 


Boston, Nov. 18—Joseph A. a, 
Mutrie, 53, manager of resort and 
travel advertising for the Boston 
Globe, died Nov. 16 at Faulkner 
Hospital after a short illness. 

For 16 years he covered the Bos- | 
ton waterfront for the Globe, and | 
during that period reported most of | 
the major sea stories, including the 
sinking of the U.S.S. Squalus, off 
Portsmouth, N. H., in the late 1930s. | 
Later, he was assistant manager of 
the maritime department of the 
Boston Chamber of Commerce. 
During World War II Mr. Mutrie 
served as an officer in the Coast 
Guard in both the Pacific and Eu- 
ropean theaters. During the Euro- 
pean invasion he was chief of pub- 
lic relations for the Coast Guard in 
London, with the rank of lieuten- 
ant commander. 

Following the war, he returned 
to the Globe and was named head 
of the resort and travel department. 
He was a former grand knight of 
the James E. Hayes council of the 


pe aeons Bill, Charlie and Tovarish 


New York, Nov. 17—Mrs. Theo- 


, This cozy little scene at Coon Rapids was one 
Cote Aeenee Fereeien, 58; sah sin of the few times everybody slowed down long 
ager of advertising services of ‘. a 
Look, died yesterday at St. Luke’s enough for a still shot—and guess who got in 
hospital of cancer after a long ill- the picture? At far right is WDAF Assistant 
ness. The wife of Dr. Luis Perel- 


News Director Bill Leeds. Center (with 
glasses and camera) is WDAF News Photog- 
rapher Charlie Campbell. The older gentle- 
man (left) in the light suit and medals is a 
prominent mining engineer from abroad. His 
movements figured big in the news at the 
time—so Bill and Charlie were getting on- 
the-spot coverage. 


Wherever the news is, WDAF will be there. 
How else could we have become known as 
the best news station in the Heartland? 
Radio representatives: Henry |. Christal Co., Inc. 
TV representatives: Harrington, Righter & Parsons, Inc. 


man, a psychiatrist, she was born 
in Detroit, took her B.A. degree in 
journalism at the University of 
Michigan, and did graduate work 
at the University of Wisconsin. 

After writing advertising copy 
for the J. L. Hudson Department 
Store, in Detroit, she became ad- 
vertising manager of the John 
Wanamaker men’s stores, in New 
York and Philadelphia. Later she 
joined Pettingell & Fenton, New 
York, as copy chief of the agency. 

Since 1947 Mrs. Perelman had 
been with Look, first as merchan- 
dising editor, and later as manager 
of advertising services. 


PAUL NOEL DE TILLY 

MONTREAL, Nov. 17—Paul Noel 
de Tilly, 45, treasurer and member 
of the executive board of Le Petit 
Journal Inc., died Nov. 7. Mr. Tilly 
was also associated with Commer- 
cial Revue and La Revue Moderne, 
both local publications. 


RADIO & TV 
GNAL Hit 


KANSAS CITY, 


MoO. 


A SUBSIDIARY OF NATIONAL THEATRES AND TELEVISION, INC 
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Here's the big buy in spectaculars 
and it doesn't cost @ a bundle of money 


.y 


A full page in The Milwaukee Journal costs The audience is ready-made and waiting for 


you only $1,800 for 370,000 daily circulation, your product news, in the only medium tailor- 
or only $2,040 for 505,000 copies on Sunday. 
(Cost per 1,000 is lower than in 1933.) 


made for product news, the only medium 


which adds the ‘“‘get-it-now’” news impact 


Multiply this big newspaper page in other 


your advertising needs today. 


Bae Vi. Gas en 


big-circulation newspapers across the nation, 


and you have the most economical, ‘‘selling- 


est” spectacular in the advertising business. 
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Feature Section 


Advertising Age 


Does Nostalgia Sell: Armstrong 


C.M. on ‘New Advances’ 
Weiss Discusses Chain Ordering 


Cheers for Ad Council Drive 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome, 


Tyler Picks Ten for October... 


May Be a Good Sign 


By William D. Tyler 


Maybe I’m wrong, but there seems to 
me to have been a dearth of good agency 
ads recently. Not only have there not been 
many lollapaloozas, there just haven't 
been many, period. It could be argued that 
this is a good sign: 
You could make a 
case for the theory 
that agencies 
are spending less 
time promoting 
their own wares and 
more time promot- 
ing their clients’: 
hence, fewer house 
ads. 

Or, you could con- 
tend that the best 
house ad is a suc- 
cessful campaign for the client, and you’d 
have a lot of takers for that proposition. 
Then again, there is the school of thought, 
one popular with agency heads, that the 
only reason there aren’t more good house 
ads is that the people who should be writ- 
ing them aren’t. And ought to. So much 
for pretty theories. 


William D. Tyler 


e Valiant 


= 


Chrysler Valiant 

So far the new-car advertising has 
been disappointing. Not that it has been 
bad. It’s just been unexciting, uncontro- 
versial, and alike. Only one ad struck me 
as worth mentioning here. This was the 
advance teaser for Valiant, which reads, 
“We warn you. You'll be unbearable the 
day you drive home in your new Valiant. 
You'll be bragging about...how it 
stretches gas like rubber bands...the 
cavernous trunk space...the engine in- 
clined like an $11,000 import ... Aw, what 
do you care if they think you’re un- 
bearable. It’s your money you'll be sav- 
ing.” I also liked the introductory ad 
that went, “Nobody’s kid brother, this 
one stands on its own four tires.’’ Good, 
because the other two compacts did come 
out with a “little brother” flavor to them. 
Hal Bers’ group at BBDO wrote the copy. 


Where do women find so much to talk about? 


New Hats {or Fall Shown 
By Mr. John, Lilly Dache 
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“HARY POOTPRINTS 
ROQUURED OCT 1 


BULLS TAKE OVER 
1 SOYREANS P17 
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Ken Paul is the art director. 


New York Times 

The most ingenious campaign idea of 
the month was John Bergin and Mal 
MacDougall’s of BBDO for the Times’ 
circulation department. It consists simply 
of having people talk in balloons made 
of newspaper headlines which, typo- 
graphically, are the paper’s distinctive 
trademark. Here is a case where the copy 
need not be read for the idea to come 
through. One look at the ad reproduced 
here tells you that women can get a lot 
of conversational fodder out of reading 
the Times. An example of using typo- 
graphy both as copy and illustration, as 
done in the Renault ads. Jack Steinau 
was the art director. 


Pond’s Dry Skin Cream 
Two interesting campaigns for this 
product are currently being tested in 


Now, a cream that actually starts to 
repair dry skin in just 10 minutes 
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THE NATIONAL NEWSPAPER OF MARKETING 


different media. Each is worthy of men- 
tion here. In Ladies’ Home Journal, the 
headline reads “Now, a cream that act- 
ually starts to repair dry skin in just 10 
minutes.” Copy story: “Contains Stimulin. 
Starts to disperse dry skin in 10 minutes. 
Uncovers firm young skin. Helps skin to 
breathe.” This campaign is the work of 
J. Walter Thompson’s Nan Findlow and 
Dorothy Pfeiffer. Layouts by Fred Kittel. 

In Reader’s Digest, an all-type editorial 
format was used with the headline ap- 
proach: “Cosmetologists reveal beauty 
secret kept for centuries—New Hope for 
Dry Skin.” This starts out with a historical 
buildup of the mysterious curative powers 
of the herb, comfrey, and then into the 
modern-day application of this medieval 
healing “potion,” called by Pond’s, Stim- 
ulin. Written by Nan Findlow and Dorothy 
Pfeiffer. Each ad has a buried offer of a 
trial-size jar for 25¢. Interesting to watch 
and see which wins out. 


Advertisement 
World-famou 


reveal the beauty seeret 


crstnic tolowists 


that was ke pt for centuries 


Post Alpha-Bits 

One of the most readable cereal ads is 
the one Benton & Bowles’ Ed _ Bihl 
thought up for Alpha-Bits. The agency’s 
Jean Culpepper, a professional crossword 
puzzle writer on the side, worked out a 
series of puzzles for ads like the one 
shown here. These ads should get reader 


involvement of a higher order and leave 
few noters unconvinced of the fact that 
there now isa cereal that comes in 
alphabet form. Zolton Medvecky made the 
layout and Gene Schinto wrote the head- 
line. 


When 
the lady 
has “butterfingers 
thank heaven 
for the hidden* 
beauty of 
MELMAC 
QUALITY 
DINNERWARE 


108 ORtan meginTaNT! 


Melmac Dinnerware 

One of the fine, unsung campaigns is 
for this dinnerware, out of Erwin Wasey, 
Ruthrauff & Ryan. The trick was to play 
up the break-resistant features and yet 
separate Melmac from cheap plastic 
ware, not an easy task. This ad does it 
well, I think. Ruth McCarthy’s copy lead 
sets the tone: “The party is over... the 
hour is late...and oops! There goes 
the plate. But no harm done. That’s the 
hidden beauty of Melmac.” Layout by 
Sam Ferraro. 


Avodher Qoaaey Prodast fron EB tates 


Monk's Bread 

Ads that call upon the Almighty to help 
advance their cause give me the creeps. 
But, I must admit I never pass them by, 
like those for that holy wine out in 
California that the good brothers piously 
stamp out with their bare feet for the 
betterment of my soul. I always feel that 
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if I miss church on Sunday, I'll be back 
in good graces by nightfall if I get myself 
a skinful of that uplifting beverage. Now, 
there’s a holy bread put out by that 
great arm of the church, the General 
Baking Co. And it is so written in the 
words of apostle Constance McKenna of 
Compton’s: “It is called Monk's Bread, 
and has been the daily bread of the 
Trappist Monks of the Abbey of the 
Genesee. Baked with the special devo- 
tion these selfless men give to every task. 
Visitors ... leaving the Abbey would take 
loaves...with them. Before long [the} 
great demand... persuaded the monks to 
share their bread with the outside world.” 
The evangelical mood of the copy is 
somewhat at variance with the headline, 
“The bread that was never meant to be 
sold.” Unless, of course, the reverent 
bakers are planning to dispense this 
sacramental fare without benefit of 
worldly recompensate, as would be only 
right and seemly. Ira Herrick was the art 
director. 


River of waste acid 
flows under river of water 


WF Cowpebricl smpros ements tn rubber brought extra wiring 


B.EGoodrich industrial rubber products 
Goodrich Industrial Products 


A campaign that has been running 
since 1933 and has had several hundred 
imitators, is the venerable B. F. Goodrich 
case history series in business magazines 


for its industrial products. It is based on 
using an example of how Goodrich engi- 
neers solved a specific problem to illus- 
trate their ingenuity and resourcefulness. 
The trick lies in sufficiently dramatizing 
the example so that the reader will sit 
still for a story that has no immediate 
application to his own business. Thus, 
the headline holds the key to success or 
failure. The current one, by Griswold- 
Eshleman’s Betty Landers, is in the 
former school: “River of waste acid flows 
under river of water.” Problem: Paper 
mill has to dump hot waste acid in river 
without polluting water. Solution: A spe- 
cial acid-resistant rubber hose that takes 
acids across river bed to lagoon. Art 
director: V. C. Kenney. 


Grandoe Gloves 

Given the job of presenting three styles 
of gloves in a way that is not only smart 
and fashion-y, but interesting enough to 
stand out among ads for women’s wear 
far more exciting than gloves. Carmel 
Friedman of Mervin and Jesse Levine, 
solved the problem with two devices. 
First, she had the model wear the gloves 
as she held a cat, a sure-fire attention 


getter that focused attention on the glove 
area. Second, since she had three styles to 
illustrate, she selected a _ three-handed 
model, as you can plainly see. Excellent 
layout by Ken Duskin. 


How many of these cities 
can you identify? 


Before: 

cr WP CH 
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Capital Airlines 

Given the assignment of impressing 
upon air travelers the fact that Capital 
service is available to almost every lead- 
ing city in the midwest, Robert Hildt of 
Kenyon & Eckhardt came up with about 
the most adroit solution imaginable. He 
built an ad around those mystifying 
initials that appear on airline baggage 
checks and which actually stand for the 
city of destination. Captions below each 
tell what city is meant, and give number 
of flights available to each daily. Informa- 
tive (YIP is Detroit—for Ypsilanti, dope!), 
ad makes quick over-all impression that 
Capital is bigger than you thought. Art 
Director, Warren Perryman. 


Looking at Radio and Television... 


Commercials Need Theatrical Techniques 


By the Eye and Ear Man 


The congressional investigation of the 
television industry is now perilously close 
to becoming another witch hunt with 
more headline hunting than good sense. 
The prying into show business techniques 
used in filming commercials is approach- 
ing ad absurdum. 

American television is the finest in the 
world because it is free. The economy of 
the U. S. is strong because compulsive 
advertising messages have created a 
desire in the mind of the common man to 
better his lot in life by getting more 
material things for himself and his fam- 
ily. 

In the course of selling merchandise 
that is subject to regulation by the FTC 
and other groups in regard to the fulfill- 
ment of product claims, many technical 
methods have been used to demonstrate 
a product ‘that are far from realistic—and 
yet the product will in normal usage per- 
form as claimed. 


= It is not possible to photograph or 
demonstrate a product realistically under 
studio lights, with stop motion photog- 


raphy and with the perspective of the 
television screen to be considered. It 
would be ridiculous to assume this could 
be done. 

It is further not possible to photograph 
realistically some boxes or packages be- 
cause of their reflective surfaces, irregu- 
lar size, or color which does not photo- 
graph well in black and white, or size of 
brand label, etc. For this reason, dummy, 
outsize or modified boxes are used for 
the photography. 

Did anyone ever pour a glass of beer 
under hot lights and with an hour of 
photography and have it hold its head? 
Did anyone ever see a fashion model 
whether for television or printed ads, 
from behind where her skirt or blouse is 
pinned, slit, stuffed with paper or wired 
to simulate wind blown effects? Are 
these non-realistic devices criminal or 
dishonest or deceiving the public? 


s If a company has a fine floor wax 
that has been proved in laboratory and 
in home demonstrations, but cannot be 
seen by the camera for television dem- 
onstrations, is it wrong to apply a shiny 
coat of chemical to the floor for the pur- 


pose of highlighting the cleansing and pol- 
ishing effects? 

Did anyone ever see the effects when 
a stage actor or a television actor really 
drank the hootch that was called for in 
the script? How about that delicious ice 
cream? If it is really melt-proof for an 
hour how can it be ice cream? 

Should girls wear makeup? Should soap 
suds not be chemically faked to suit the 
demands of the cruel camera eye, when 
the product in normal use would look 
just like that? Should the glass of water 
balanced on the bed of finely constructed 
coils be abandoned because people at 
home can’t duplicate the experiment 
yet their spines feel dandy while sleeping 
on the same mattress? 

Should Houdini have been forced to 
show exactly how he did all of his tricks? 
Should major motion pictures be forced 
to play all scenes realistically, including 
the killing of the vast armies involved in 
deadly combat? 


s Salesmanship is a vital part of the 
American economy. The driving force of 
salesmanship in television has certainly 
contributed to the present booming econ- 
omy. In order to be most effective, the 
salesmen in any medium must have some 
dramatic license or exaggeration for em- 
phasis. Nothing is duller than the plain 
facts, ma’am. 

Furthering the damage of the untutored 
yelling about realism where realism is 


Advertising Age, November 23, 1959 


Bes] 


’ Four Roses Whisky 


The Four Roses Society gag, which has 
formed the basis for this brand’s adver- 
tising for some time now, has a built-in 
opportunity for some quite hilarious copy. 
This promise, it seems, is starting to be 
fulfilled with ads like last month’s. This 
illustrates the heartrending scene of a 
member being “Banished from the Four 
Roses Society,” in Norman Robbins’ head- 
line. His copy: “This man walked up to a 
bar and asked for a ‘whisky on the rocks.’ 
Just like that. Now every member knows 

. the word whisky should always be 
prefaced by ‘Four Roses.’ Why not join 
the .. . Society? As you can see we now 
have a vacancy.” Wonderfully nutty 
photograph by Howard Zieff for Roger 
Mader’s layout. Young & Rubicam is the 
agency. + 


unrealistic, are the snoop” nosers who 
are now setting themselves up as experts 
in advertising. “Many television com- 
mercials are annoying,” they say. In 
whose opinion? The amateurs, of course, 
who have never had to move merchan- 
dise to make a great company greater and 
add to its ability to pay taxes and do 
research to make better products. 

Remember when the late, great ad- 
vertiser George Washington Hill was 
“annoying” people with hard selling 
radio commercials and his company was 
growing to the benefit of the employes, 
stockholders, suppliers and the general 
economy? 


a Who is to judge when a commercial is 
“annoying?” The consumer alone can do 
just that by refusal to buy the product. 
It may come as a surprise to the censors 
that the commercials they consider “an- 
noying” move the most merchandise. 
Drive the snoopers from the learned halls 
of advertising before it is too late. Be- 
ware those who would legislate how 
many times a product could be mentioned 
per minute and just how loud it could 
be said. 

Let us pose another investigation. Dur- 
ing the last Presidentia] election there 
were several shows which involved a man 
on the street technique where the Presi- 
dent of the United States was asked 
spontaneous questions from all parts of 
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Selling to the OEM: 


Then let’s take off the blinders! 


There’s a large and lively segment of the OEM that you may have over- 
looked. It’s covered, or rather uncovered, by advertising in PD&D. 

The design engineer by any other name—technician, manager, research 
man, development engineer . . . does design work, and is the pace-setter of 
the Original Equipment Market. He reads PD&D for news of components, 
materials and tools that help him—today—take his ideas for 1965’s products 
and turn them into tomorrow’s hardware. And as part of the process, your 
PD&D ad turns into dollars for you. 

Design men read PD&D for the most news in the shortest time. PD&D’s 
three-column ‘‘compact ad” tabloid format makes fast and easy reading for 
prospects who have a problem to solve. It gives your ad the widest and most 
effective exposure for your money. PD&D Reader Service Cards have passed 
along nearly half a million sales leads from reader to advertiser in the last 
12 months alone. 

Your market-knowing, facts-at-fingertips PD&D representative ‘is wait- 
ing to bring you your new 1960 PD&D Media Data File. Phone him. 


A CHILTON PUBLICATION 
Chestnut and 56th Streets, Philadelphia 39, Pa. 


PRODUCT DESIGN & DEVELOP™ 


* Exclusively Component, Materials and Equipment NEWS for a!! Product Design Men 
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the country and answered them informal- 
ly. Let’s find out whether there was a 
disclaimer that the shows were carefully 
rehearsed. And why not? Should the 
President of the United States be exposed 
to the danger of insolent, embarrassing, 
or impertinent questions? Should he be 


On the Merchandising Front... 


unprepared because an obscure question 
has been asked which requires highly 
specialized knowledge? Of course not! 
And neither should television programs 
or commercjals be done amateurishly or 
without the painstaking rehearsal and 
scientific knowledge available. # 


By-Guess and By-Gosh Chain 
Ordering Procedures 


By E. B. Weiss 


In that authoritative publication of the 
food super field, Super Market Merchan- 
dising, I came across a report based 
on a study of store-to-headquarters gro- 
cery ordering procedure followed by nine 
food chains. The 
nine food chains are 
not identified, but 
the assumption is 
valid that these 
chains are fairly 
well representative 
in store-to-head- 
quarters grocery or- 
dering procedures. 

Now nobody—just 
nobody—who has 
had much contact 
with the large 
chains in any field can come away with 
a high respect for their store-to-head- 
quarters. ordering techniques. But it 
comes nonetheless as a distinct shock to 
read that “most chains "base their store 
ordering on the experience and» intuition 
of grocery clerks!’ (The italics and the 
exclamation mark are mine.) 

I am not one to rate down intuition. 
On the contrary, I rate it ’way above a 
great many of our statistical studies and 
above many of our market tests. But 
intuition is a compound of many years of 
experience, many years of observation, 
many years of study by keen and dis- 
ciplined brains. I’m afraid that not many 
“grocery clerks” in our food chains can 
lay claim to those requisites of reliable 
intuitive processes. 


E. B. Weiss 


s So write off intuition as a guide in 
food chain grocery ordering. What about 
the experience of “grocery clerks?” 

If I understand what is meant by 
“grocery clerk” (in some instances this 
is simply glorified semantics for a “stock 
boy’”’)—why, then, I’m afraid that the 
experience angle is no more reassuring 
than the intuitive process. In many 
instances, I am sure that these are teen- 
age boys working part time. While I have 
an enormous respect for these youngsters 
(I'm one of those old-timers who earnest- 
ly believes that our younger generations 
are always improvements on older gen- 
erations), I purely doubt that they can 
regularly do a competent job of deter- 
mining orders, especially since we find 
out later in this study that there is little 
by way of an ordering formula—‘experi- 
ence of store personnel predicts require- 


Employe Communications... 


New Ad Council 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


We cannot undertake to speak for the 
entire employe communications craft of 
the country, but would cheerfully gamble 


ments,” to quote from the study. 

Of course it is pointed out that “the 
grocery manager in the majority of chains 
spot-checks the order.” But spot-checking 
is hardly a very accurate procedure, and 
therefore hardly very dependable. More- 
over, one man’s concept of spot-checking 
could be quite different from what the 
term is intended to embrace—and since 
the grocery manager of the food chain 
store is a mighty busy individual, I sus- 
pect that the spot-checking is more 
observed in the breach. 


s The grocery department will carry well 
over 4,000 items. It accounts for over 
60% of the total food store volume. Yet 
“grocery clerks’ control the _ store-to- 
headquarters ordering! 

And these clerks are seldom guided by 
anything resembling an ordering formula. 
They have no stock objective figures— 
they have no turnover records—and, if 
these statistics were supplied, it is ob- 
vious that they do not have the experi- 
ence or the wisdom to make competent 
use of them.. Certainly they have no 
knowledge of, and no guide to, the 
requirements of special seasons, special 
holidays. They have little if any knowl- 
edge of promotional spectaculars—of 
competition, of week-by-week changes in 
inventory requirements. 

In brief, in these nine food chains the 
store-to-headquarters ordering technique 
is by-guess and by-gosh. I suspect that 
the oldtime independent food merchant 
tended to do a better job of it. 


s All this becomes even more appalling 
when we learn from this study that 
“most chains were unsure of their out+ 
of-stock situation.” This is on the fantas- 
tic side. Here is one of the greatest causes 
of retail loss of volume and profit, and 
the chains have no reliable figures as 
guides—and, clearly, no reliable ordering 
technique that would lessen out-of-stock. 
To emphasize the lack of knowledge of 
these chains concerning cancerous out- 
of-stock the respondents “estimated it as 
between 2 and 5%”"—blunt evidence that 
they had little concept of their out-of- 
stock condition and apparently cared less. 
We regularly hear chain-store execu- 
tives sound off on the deficiencies of 
manufacturers—and these are plenty. 
But I suspect that there are few food 
suppliers to the food chain who operate 
their own inventories with the remark- 
able inefficiency of the food chain. + 


Drive Is Welcome 


that most of the veterans will welcome 
the announcement of the Advertising 
Council, that it is soon to launch its 
campaign against inflation. The average 
communicator who has been waging his 
anti-inflation fight with too few tools 
and possibly inadequate skills, can only 
breathe, “Thank heaven you've come.” 


Advertising Age, November 23, 1959 


The Creative Man’s Corner... 


ale 


\Wonderful 
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- lowing paragraph: 


and appreciated.” 


and uneven in ride as last year’s. 
This takes skill? # 


‘So Many New Advances’ 
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PISIT YOUR Lost AUTHORIZED CADLLLAC DEALER 


Will anyone in the class who has seen a class of advertising more tired than 
automobile advertising please raise his hand? Detroit, the miracle of modern 
marketing, suddenly seems to have lost its touch. Not just in anticipating what 
the public wants—like less chromium, smaller cars, more economical oper- 
ation—but in communicating to the public. 


No matter how many times Detroit changes its agencies, its advertising re- 
mains essentially unchanged. A glorified presentation of the car, plus state- 
ments like, “There have never been so many new advances.” Then copy which 
claims that everything about the car is new. And advanced. 

The copy for the most expensive cars, the cars most difficult to sell, is 
especially stereotyped. It talks of new concepts. Elegance. Enduring beauty. 
Classic styling. Expert craftsmen. Brilliantly new. Unquestionably the finest. 
Distinguished. Painstaking craftsmanship. 


This Cadillac ad is depressingly typical. It states unequivocally that Cadil- 
lac’s “new styling will set the pace in automotive design for years to come.” 
They really believe that? It says, ‘Inside, a new era of elegance is evident on 
every hand.” But what really got us—and apparently got the copywriter as he 
waded through the richest and juiciest adjectives he could find—was the fol- 


“Its performance represents a re- 
warding departure from the past 

. . 80 smooth, so quiet, so effort- 
less and level in ride that it must 
be experienced to be understood 


Here the copywriter not only confesses his inability to write competently 
but he says that the new Cadillac is not as rough-riding, noisy, hard-to-handle 


arte cos oan 


cade ! 


Talking the perils of inflation is diffi- 
cult conversation. To be effective, a 
communicator must provide a _ simple, 
palatable course in homespun economics. 
He must recognize that, to the typical 
working man, “inflation” is only a word. 
He is obliged to bear in mind that the 
average employe likes a lot of things 
about inflation and would prefer to have 
inflation left alone. 


s Secretary of the Treasury Anderson 
set the sights high: “It will be most 
helpful to make clear that monetary 
stability and vigorous economic growth, 
far from being incompatible, go hand-in- 
hand. In my judgment, the proposed 
Advertising Council campaign will con- 
tribute to better public understanding.” 

Robert M. Gray of Esso Stgndard Oil 


Co., who has contributed tremendously to 
earlier Ad Council efforts, has agreed to 
spearhead this one. There seems scant 
need for advising Mr. Gray of the tech- 
niques for properly carrying out his 
chores, but these few little memory re- 
freshers might help. These are the un- 
yielding walls against which communi- 
cations people have been batting their 
heads in their attempts to stall inflation: 

1. Many employes feel that inflation is 
a word coined by industrial management. 
That being the case, inflation must be 
okay for the working man because man- 
agement insists it isn’t. 

2. To most working people, inflation 
means economics, and working people 
don’t care much about economic discus- 
sions. They’ve heard too many that are 
above their heads. 
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Pillsbury sells N.Y. in TV Guide 
...and in full color! 


New Pillsbury: Cake Mixes 


So rich with a velvety crumb. So moist witha 
light and tender texture. So quickly gone the finest 
cakes ever baked from a mix 

It’s the way Pillsbury puts everything together that 
makes it easier for the shortening and flavoring to 
spread richly and evenly all through the cake. So the 
cake keeps its moist fresh taste longer than any mix 
cake ever did before 

Baking is believing. Try your favorite and see. 


IN YOUR 7 FAVORITE FLAVORS 


;. CAKE MIXES «J 


Golden Yellow + Caramel + Orange + Chocolate Fudge + Pineapple + Spice + White peers abery eave 


4 


In America’s No. 1 market, the New York Edition of TV GUIDE outsells every 
other magazine. One out of every four families reads it... with an unmatched 
frequency, as proved by consistently high Starch readership scores, 


Now you can reach this huge audience in full color, 2-color, or black and white— 
any week of the year. And you can reach it more often, more efficiently than in 
any other major magazine. 


And like Pillsbury, you can parallel concentrated New York coverage with broad 
national coverage in TV GUIDE. For Pillsbury followed its full-color page in the 
New York edition of November 7 with a full-color 1!4-page national advertisement 
in TV GUIDE the following week! 


Remember, too, that some 40°, (3,000,000 copies) of TV GUIDE’s total 7,250,000 
weekly circulation represents single-copy sales made where you sell—in food stores. 


HOW MAJOR MASS MAGAZINES COVER THE NEW YORK AREA 


; Circulation of 4-color 

Minimum unit to cover New York area mininam writ page cost 
TV GUIDE—New York Metropolitan Edition 1,415,651* $5950 
Reader's Digest—New York Metropolitan Edition 1,000 000+ 5480 
Look—Middle Atlantic, Zone 2 1,258,000+ 9750 
Saturday Evening Post—New York-New Jersey 656,608} 5421 


*ABC issue—March 14, 1959 
tRegional rate base 


$Based on percent U.S. circulation in geographical areas involved according to latest 
publisher's statement: SRDS 
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3. Employes are reading less, because 
their outside interests have grown. Tele- 
vision is no pal of the campaigner against 
inflation. 

4. If inflation is so bad, the employe 
contends, where is the proof that ending 
it will improve things? Will it lower the 
rent, reduce the cost of food? You say 
so: Prove it. 

5. Inflation, an impressive percentage 
of employes feels, has no direct concern 
with the employe. It’s a problem, he might 
admit, but he still doesn’t see that it’s 
his problem. It’s management’s problem, 
or it’s something the union will take care 
of. Or the government will pass a law 
and fix it all up. 


s These barriers are not described in 


order to make the job of the Ad Council 
appear almost insurmountable. These are 
provided as reminders that this anti- 
inflation drive will be no pushover. It is 
going to take time and patience and 
money; more than anything else, it is 
going to take know-how. 

The know-how we think the Ad Coun- 
cil has. We have watched several of the 
Ad Council campaigns through the eyes 
of plant people; studied the plant-level 
reaction; been in a position to determine 
whether the stuff made sense. In many, 
many cases it has made a lot of sense— 
the kind of sense that must be made in 
this anti-inflation campaign. 

Bob Gray and his boys have the skill. 
What they need is luck, and this depart- 
ment wishes them the very best. # 


From an Art Director's Viewpoint... 


Does Nostalgia Sell? 


C } Vion Daniel Boone goes by, at night 
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A Great Narre Ot 


By Andy Armstrong 


Sinclair, apparently, has decided to ig- 
nore the peculiar merits of its own prod- 
uct (whatever that is; the ad doesn’t say), 
to act as spokesman for the gasoline in- 
dustry, the auto industry, our national 
network of highways, 
railroads and airlines, 
the National Park 
Service, the bus com- 
panies, and the US. 
Forest, Fish and Wild- 
life Services. Plus all 
the credit card systems, 
the Duncan Hines trav- 
el guidebooks, Rand 
McNally, the luggage 
manufacturers, and 
everyone else the Ethyl people have been 
giving a free ride. 

Combining the ectoplasm of Daniel 
Boone with the Playhouse 90 poesy of 
Stephen Vincent Benét, Sinclair first re- 
minds us of what America once was and 
now is not, and second, declares that this 
vanished Eden is still with us. Resolve the 
contradiction if you can. Sinclair, it is 
clear, cannot. 


Andy Armstrong 


= But now that the Big Stance has been 
appropriated—now that the gasoline and 
oil industry and all these other services 
have elected a mouthpiece stuffed with 
pemmican and high-sounding verse—how 
compatibly do Sinclair and the other 
“Great Names in Oil” fit the scenery you 
are enjoined to get out there and ooh-h at? 

Take a big road. Highway 66, for in- 
stance. Coming east from Arizona into 
New Mexico, you often have trouble get- 
ting an uninterrupted view of the Red 
Cliffs. You must stop, park, get out of 
your car (no small trick in itself, these 
days), bark your shins on the playpen 


“Saeee y 


“iS 
= * 


Sa 


you have strapped to the front bumper, 
and then work your way back past the 
roadside signs. 

Of course not all of these signs promote 
nationally advertised gasolines. Some fea- 
ture cactus candy, chenille bedspreads, 
Mexican jackets, rubber tomahawks, jum- 
bo buffalo-burgers and other local arti- 
facts at the nauseously air-conditioned 
shack up ahead. Even genuine Indian 
dancers, every hour on the half hour. 

But other signs talk about gasoline or 
motor oil, tires or batteries or sterilized 
restrooms, over the signatures of famous 
refiners. 


= Get back in the car and follow the 
highway—and the signs. Suddenly, in the 
poetic, Benét vastness of the landscape, 
a garish oasis erupts, streaming day-glo 
banners and the stench of burning french- 
fries. The Trucker’s Rest. Littered, too 
often, with dirty paper and rusting ja- 
lopies. Selling Japanese birch bark canoe 
bobby-pin holders, Japanese Hopi Kachi- 
na dolls, Japanese sombrero ashtrays, and 
a nationally advertised gasoline. Neither 
the shoppe nor the gas station could get 
very far without a nationally advertised 
gasoline, nor, if we had never had nation- 
ally advertised gasolines, would these 
places have been built at all. 


= Now, no one wants to turn the world 
back, really. Not many hanker to get 
Daniel Boone’s time back again. Few ever 
pause very long to sentimentalize over 
the forests that are gone—the whole 
“lost, wild America” that Benét and Sin- 
clair bewail in song. Most of us are more 
than content to pick up that new Chevy 
and roll off into the blue, sniffing the 
heady aroma of the vinyl upholstery and 
counting our blessings, peeling an eye for 


tee a * ba potas 5 ead 


the next Howard Johnson’s. 

So quite needlessly, it would seem, 
and annoyingly, Sinclair harks back to the 
vanished wilderness, while risking a re- 
minder of how it vanished. Among the 
many who helped it vanish were the so- 
called oil barons—Sinclair among them. 

Sinclair, old baron, old buddy, all we 
care about is—have you got a good prod- 


Salesense in Advertising ... 


Advertising Age, November 23, 1959 


uct? What is it? What can it do? Let us 
whip up our own nostalgia, please, on our 
own time. Don’t sit there mouthing poesy 
and acting as if you were the Conservation 
Department or an historical quarterly. 
Tell us something about what you can 
offer us—right here, right now, in the 
daytime, when old Daniel and those deer 
aren’t around. # 


I Hope It's Only a Passing Phase 


By James D. Woolf 
Creative Consultant 


On Tom Erwin’s excellent wall chart, 
“The Making of a Good Advertisement,” I 
find this bit of advice in the wise words of 
David Ogilvy, an admaker of long experi- 
ence: “The illustration should not be lazy 
—it should work 
hard at selling the 
product.” 

I may be stupid or 
something, but I fail 
utterly to compre- 
hend the thinking 
behind the illustra- 
tions in the three 

J ads shown here. To 

me they have no 

, meaning whatever. 

James D. Woolf They certainly do 

not work hard at 

selling the product; they do not talk to the 

reader; they say nothing; they are com- 

pletely pointless. They fail to communi- 

cate any favorable ideas pertaining to the 

subjects of these three pages. They are 

just about the most inane and meaningless 

illustrations I have ever seen in advertis- 
ing. 


Connecticut General can help you increase productivity 


company 4 group msurance OF penmen program with the added 
fy. Betior Rimpkvyee Understanding @ When your employees 


henefite you provide, you find it camer to merease productiwety, 
~o band hold good penple too These are the results of Better Iimployee Understanding, Ask 
atens {BE U Conneticut (eneral Lite Insurance Company, Harthord. 


Take, for example, the Connecticut 
General ad that ran in Time. The copy 
promises a group insurance or pension 
program which offers employes “the real 
value of extra benefits” that will make it 
easier “to attract and hold good people.” 
This is a selective appeal that ought to be 
of interest to business men who are em- 
ployers. What is there about the illustra- 
tion that will reach out and capture the 
attention of this select group of Time 
readers? Certainly wide indiscriminate at- 
tention is not the objective. What disturbs 
me is that more and more of this kind of 
advertising is beginning to appear in our 
best magazines. The copycats are having a 
ball. 


= I have said it before but I feel I must 
say it again: The primary purpose of an 
illustration is to communicate—easily and 
quickly—ideas pertaining to the product 
that will appeal to the reader’s self-inter- 


est. If it merely attracts indiscriminate 
and indifferent attention from casual 
glancers, it is, in my opinion, falling down 
on the job. 

The current notion seems to be that, 
because of the enormous volume of ad- 
vertising today, it is getting harder and 
harder to catch the eye of the reader. I 
don’t believe this. A thoroughly sound ad, 
promising a desirable and credible benefit, 
has a good chance of attracting reader- 
ship. The most interesting subject in the 
world to you is you. The three ads shown 
here have no “you appeal” whatever. 

I hope to see the day when crazy quilt 
advertising illustrations disappear. May- 
be they are just a temporary vogue. I hope 
so. # 


all it shares with other cars is the road —O—=esco—es 


* * * 


Mr. Woolf’s articles are available in a 
handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Ad- 
vertising Publications, 200 E. IWinois St., 
Chicago 11, Ill., for “Salesense in Adver- 
tising,” available for five days’ approval. 
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Pillsbury combines couponed ad in TV Guide and 
T'V spots for national cake mix-frosting promotion 


E> Hostings! 
D lickin’ good kinds from 


@¢) Pillsbury 


Y ~~. 
FluyOrange 
a Sluffy or creamy style- 


no cooking a 


(ia 


Newest from Pillsbury 4 
FLUFFY ORANGE 


FLUFFY WHITE 


Ce 


SAVE 5° 


ON ANY REGULAR SIZE 


Pillsbury 
Frosting Mix 


5 CLIP COUPON 
ey, NOW! 


Fluffy White + Fluffy Orange 
e of the above product when 
will re 
tactur 


si itde see Sse eae . ¥, 


_ THIS COUPON WORTH 
Pillsbury Frosting Mix 


Creative selling and TV GUIDE go hand in glove. There’s so much 
flexibility and sales power in America’s best-selling weekly magazine 
that your possibilities are almost limitless. 


Pillsbury, for example, promotes its cake mix via TV spots. What 
better place to talk about the Pillsbury frostings that go with it than 
in America’s television magazine? Result: a 1!4-page color ad in 
TV GUIDE, November 14, complete with 5¢ coupon on Pillsbury 
Frostings. And to help saturate the nation’s largest market, Pillsbury 
also advertised its mixes with a 4-color page in the November 7 
TV GUIDE New York Metropolitan Edition. 


In addition, there’s a tight tie-in with food stores themselves, where 
TV GUIDE is the best-selling magazine 
and one of the biggest individual profit 
items. More than 3,000,000 copies of 
TV GuIDE’s 7,250,000 weekly total are 
sold in 30,000 food stores. 


Like many other successful national 
and regional food advertisers, Pillsbury 
turns to TV GUIDE for volume promo- 
tions with quick payoff at the checkout 
counter. 
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Agencies Ask Us... 


Beware of Public's Changing 
Attitude Toward Advertising 


By Kenneth Groesbeck 
Advertising Agency Consultant 


“Will you give us your theory, please, on 
what ails advertising?” writes a Wisconsin 
agency head. “I think we must all agree on 
the fact of increasing public disbelief, 
which is, of course, reflected in our higher 
advertising costs. 
Most people, how- 
ever, seem contented 
with the admission 
that something is 
wrong, but that it 
will be remedied if 
advertisements pay 
more attention to 
the truth—in other 
words, if we decide 
to be better boys. 
Don’t you think it is 
more serious than 
this? How did we get into this pickle, and 
how bad is it, really? Has something been 
going on we don’t know about? Can you 
spot it?” 


Kenneth Groesbeck 


That’s a very shrewd and wise observa- 
tion. This lad is evidently some one who 
can smell smoke. Let’s see what we can 
uncover. 

Basically we are here concerned with 
a problem in public relations, are we 
not? I agree with our Wisconsin friend 
that the danger is far greater than most 
of us realize. I suspect a basic change 
taking place in the public attitude to- 
ward advertising which is far more seri- 
ous than increasing incredulity. I think 
we are now building up a feeling of 
resentment at being imposed on which 
can work havoc with our business. Let’s 
see if this is provable. 


® Start with the obvious fact that most 
advertising is sincere, honest, and in- 
formative. Add that the people still like 
advertising, and want to believe it. Also 
true, however, as we all know, are the 
sensational “exposures,” the rigged quiz 
shows on television, the derogatory 


novels, with, as usual, the crimes getting 
all the headlines and the good deeds 
buried. 


We make some progress when we set 
the thing up this way, and realize that 
the less people trust us, as our inquirer 
remarks, the more it costs to sell them. 
Is there something more in the picture, 
which is even more of a menace to our 
business? 

This is a sales problem, of course, simi- 
lar to the many we confront for our 
clients. 
self properly. With what additional re- 
sults beyond the obvious ones? 

You will agree that advertising deals 
with human minds. Also that we suc- 
ceed in direct proportion to our under- 
standing of how these minds work. Also 
that fundamental in the reaction of the 
mind we are addressing is its attitude, 
interested or uninterested, favorable or 
unfavorable, at the moment we attack 
it. Elementary, of course. 


® Now please look most carefully and 
curiously at the human mind in the very 
definite attitude it adopts when it is ad- 
dressed by advertising, or indeed by any 
selling approach. 

We shall find that attitude an exceed- 
ingly strong one. Not at all neutral. Buy- 
ing has always been so important a part 
of man’s life—or exchange, or whatever 
form business takes—involved as it is 


Advertising is failing to sell it- 


with self-preservation—that here we 
have what we might call one of the fun- 
damental attitudes. 


® Is it a simple frame of mind? No. It is 
most surely a double or split frame of 
mind. This is what makes it so difficult 
for us to understand. It runs off in two 
directions at once. No wonder it eludes 
any but the most careful analysis. 

The buying frame of mind contains 
two ideas: one is the willingness that 
the seller should tell his story as favor- 
ably as possible, emphasizing its good 
points and minimizing its bad ones. So 
we find in the buyer’s mind considering 
advertising a friendly complaisance for 
all those little devices which the seller 
may elect to employ in order to please, 
attract attention, entertain, and throw a 
favorable atmosphere around what is be- 
ing sold. What a delightful prospect! 


® Right in this same friendly mind, how- 
ever, is another and even stronger idea 
which may appear quite inconsistent. This 
is, “Don’t fool me. You are signing your 
name to this which you are telling me. 
Lord help you if it isn’t true!” 

What kind of a double-headed rabbit 
is this we are chasing? Hang your clothes 
on a mulberry bush, but don’t go near 
the water! 

Satisfying both of these requirements 
of the buyer’s mental attitude is tight- 
rope walking of a higher skill than some 
advertising has yet developed. However, 
what if we fall off the rope occasionally, 
what’s so serious about that? 

Now we are coming to the crux of the 
problem. 

Entirely unfair, and perhaps unjusti- 
fied, but essentially human, is the way 
the pendulum of tolerance and complai- 
sance swings too far in the other direc- 
tion to distrust and anger when the in- 
dividual senses the fact that he or she 

has been taken in. 


® This is a very interesting quirk of hu- 
man nature, but easily understood when 
you come to think about it. The more a 
guy has courteously listened to your 
story, the madder he gets when he finds 
out he has been had. Check? 

Note three points. 

First the double nature of the buy- 
ing attitude, half friendly and half sus- 
picious. 

Second that the second aspect, 
haps akin to self preservation, 
the stronger. 

Third that the potential resentment in 
the buyer’s mind, if allowed to form, not 
only defeats the sale, but spreads over into 
disbelief in all advertising and dislike of 
all who have anything to do with it. 


per- 
is by far 


= We are not going to improve the ad- 
vertising situation by talking morality 
or by blaming someone else for the fix we 
are in. We are in it, I think, because of 
our inadequate analysis of the buying atti- 
tude, and our lack of realization of the size 
of the potential resentment present in it. 

If you were training door-to-door 
salesmen and you found out that women 
hated green hats you'd add this item to 
your instructions, wouldn’t you? Add 
potential resentment to your advertising 
formula, in red ink, and avoid it like 
poison. If you learn this, your advertising 
will work, I think, surprisingly better. 
This greater understanding of our pros- 
pects may well improve the entire ad- 
vertising picture. # 


Learning from the Retail Ads... 


Advertising Age, November 23, 1959 


The Ad that Makes Rates Seem High 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


This past spring, an article titled “Is 
THE PRESS WRITING ITS OBITUARY?” ap- 
peared in Saturday Review. It pointed out 
that although the American press has tra- 
ditionally been less than self-critical, more 
and more thinking members of the press 
are concerned over serious deficiencies in 
the “profession.” 

“The newspaper business operates with 
a technology 60 years old in a world in 
which invention and automation have tak- 
en over everything else.” 

Failure to serve the public with content 
of purpose was pointed out. “All the 
signs point to the decline and fall of the 
newspaper ...One concludes the printed 
newspaper just isn’t cashing in on its op- 
portunity.” 


s The three things the newspaper must 
do, concluded the article, are these: “(1) 
rethink its mission in today’s world; (2) 
modernize its editorial methods to match; 
(3) revive the underlying moral purpose 
of journalism.” To all of which students 
of the American scene may say: “Bravo.” 

But the article glso pointed out that 
extremely high costs are a deterrent to 
the newspaper’s progress. 

This is an interesting “cart before the 
horse.” Granting costs are high due to 
technological backwardness and wastes, 
correcting these will not do much to 
solve the problem. Costs need to be looked 
at in any business, not only in relation 
to how they are incurred, but in relation 
to revenue. Newspaper publishers rarely 
dig in with sufficient professional zeal 
and competence to understand their ma- 
jor revenue-producing methods and po- 
tentials. 


# It is not uncommon for a publisher, or 
his associates, to accuse a merchant of 
putting all emphasis on buying (produc- 
tion) and too little on selling (advertis- 
ing). Actually, this is the common fault of 
publishers. Most publishers are devoted- 
ly interested in news and editorial col- 
umns. But they show small concern (rel- 
atively and generally) for the character 
of advertising that goes into their col- 
umns, Yet this is where the bulk of their 
revenue must come from. 


s Weak or ugly ads that do not begin to 
use intelligently the remarkable market 
place the newspaper is, make rates seem 
high to retail stores. Actually, retail ad- 
vertising rates across the country are ex- 
tremely low for the store that knows how 
to convert white space into advertising. 
Most stores, even big ones, don’t know 
how. They commonly use a diluted form 
of imitation advertising. 

Here is an ad sent me by an AA reader, 
from an eastern city—and a paper, part 
of a considerable chain. It seems apparent 
the publisher doesn’t care whether his 
advertisers get their money’s worth or 
not. (Whatever this ad produced, thanks 
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to circulation, store name, bargain prices, 
and high-expendable public income, it 
produced only a fraction of what good 
advertising could produce.) 


s Such an advertiser as this is bound to 
think newspaper rates are very high. If 
he did good advertising, his rate (per 
dollar of return) would slide ’way down. 
It is strange that newspapers have been 
training staffs (usually underpaid for 
their intelligence and potential ability) 
for many, Many years (another point at 
which publishers are blind), and yet these 
staffs don’t know how to counsel mer- 
chants out of the use of such leprous 
and hideous imitations of advertising as 
this. This is one of the many types of 
weak newspaper advertising that prove 
publishers are helping radio and tv and 
billboard and matchbook people chip away 
at the monies which ordinarily would flow 
into the retailer’s most natural medium, 
the newspaper. 


s Obviously AA _ should be the first 
“must” reading for an ad person. But 
since articulate ad people should be opin- 
ion makers and well informed, I believe 
Saturday Review and National Review 
should be next on their reading lists. 
Saturday Review for liberal and radical 
(Ciardi) viewpoints, and National Review 
for conservative viewpoints. # 
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The President studied his company’s 
marketing map. Picking up the brand new 
product, he told his Sales Manager, “‘Jim, 
we'll pinpoint! See that sector? That’s our 
best market. And now we can hit it right 
on the nose. Saturate where our potential 
peaks. Concentrate impact. Deliver where 
we got dealers. And cut our introductory 
selling costs...” 

The enthusiastic executive was talking 
about the advantages of advertising his new 
product in the new SuccEssFUL FARMING 
State and Regional editions. 

Starting with January 1960, SF will offer 
twenty State and Regional editions — 
with circulations ranging from 67,000 to 
600,000—plus the national edition. 

Now for the first time, advertisers in a 
quality farm magazine will be able to 
localize copy and ideas, match media to 
marketing maps! 

Your sales messages can be put where 
your salesmen make calls, open doors and 
open minds. It will be possible to list 
dealers, personalize sales messages, get the 
added advantage of dealer good will and 
cooperation. 

Copy can have great flexibility. The 
added efficiency pays off in profits! 

The new SF editions will have all of 
the power and prestige of SuccessFuL 
FaRMING—editorial excellence, beautiful 
color reproduction, quality presentation in 
the magazine which has served the nation’s 


best farmers for 57 years, achieved influence 
based on merit. 

The SuccessFuL Farminc market is 
big—and important. SF farms now average 
336 acres, more than 50% larger than the 
218 acres of 1945. In all, SF subscribers 
own or operate 380,000,000 acres. 

Vital to the U.S. economy, SuccEssFUL 
FARMING farmers plant 58% of all the 
nation’s corn—plus 61% of all oats, 57% 
of all soybeans, and 46% of all wheat. 

SUCCESSFUL FARMING’s audience has 
money to spend. With average estimated 
cash farm income of around $10,000 
annually for the past decade, SF farmers 
earned $12,120 in 1958—an all-time high! 

Whether you advertise in the SF State 
and Regional editions, in the national 
edition, or in a combination of both, you 
get the best of the market, concentrate 
in the high bracket with the best brains, 


inpoint for profits! 


best purses, the highest productivity and 
the highest living standards. Plan now for 
your best sales opportunities of 1960. 
Get the details from any SF office. 


Meredith of Des Moines... America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


Z B&W . 
| Edition States *Circulation Pg. Rate 
1 lowa, ios, Indiana, 608,297 $3,955 | 
: ebraska, Minnesota, Wisconsin 
20 State & Regional 2 Minos, Indiana 218,956 $1,860 
Editions of Successful Farming— 3 lowa ie yo 
4 Minnesota 116, : 
in January 1960 5 Nebraska 67,646 $ 625 
6 North Dakota, South Dakota 82,225 $ 760 
7 Wisconsin 76,277 $ 705 
8 lowa, Illinois, Indiana 347,626 $2,780 
9 lowa, Minnesota 245,418 $2,085 
10 lowa, Nebraska 196,316 $1,720 
11 Minnesota, Wisconsin 193,025 $1,690 
12 Minnesota, North Dakota, 198,973 $1,740 
South Dakota 
13. North Dakota, South Dakota, 149,871 $1,350 
Nebraska 
14 Illinois, Indiana, Ohio 320,412 $2,565 
15 lowa, Minnesota, North Dakota, 395,289 $3,065 
South Dakota, Nebraska 
16 lowa, Illinois, Indiana, 540,651 $3,785 
Wisconsin, Minnesota 
17 Illinois, Indiana, Ohio, 464,985 $3,370 
Wisconsin, Michigan 
18 North Dakota, South Dakota, 217,241 $1,850 
Nebraska, Kansas 
19 lowa, Nebraska, Kansas, 339,268 $2,715 
Missouri 
20 Middle Atlantic, New England 138,385 $1,245 
*A.B.C., Publisher's Statement 12/31/58 
Successful Farming . . . Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 
Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 
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— Pages _—_— Lines — 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. _Jan.-Oet. 
1959 1958 1959 1958 1959 1958 1959 1958 

Weeklies, Bi-Weeklies, Semi-Monthlies (October) 
QUE Vis cnestedeses 36.5 27.2 1550 145.7 15,330 11,424 75,684 61,194 
WIAs cbs dosteov rs hee 83.2 80.2 6643 700.2 35,677 34,391 284,989 300,364 
NE ooo son rzviesesce 63.3 67.0 4569 408.2 27,586 28,252 191,826 169,462 
MTT Sos ssh cotnievaesas 248 336 238.7 243.2 24,751 33,632 238,683 243,232 
re aaa xg 421.9 339.6 2,999.4 2,749.0 ‘ 230,912 2,039,631 1,869,330 
A cancvdadscbs 178.2 136.6 1,176.0 1,140.5 121,196 92,868 799,687 775,567 
a o's ain cvs B5v0% 274.8 255.3 2,446.4 2,254.4 115,416 107,226 1,027,488 946,848 
StNew Yorker .........0005 675.1 523.2 3.9128 3,370.1 289,625 224,467 1,678,596 1,445,787 
Ee aye 660.0 509.6 3,817.8 3,264.9 283,153 218,620 1,637,846 1,400,653 
MD sccks'sdsees ons 539 48.7 3345 375.8 23,116 20,881 143,514 161,195 
Presbyterian Life ........... 132 155 1331 109.5 5,534 6,512 55,972 46,007 
The Reporter .............. 51.2 192 2224 109.8 21,493 8,045 93,402 46,175 
tSaturday Evening Post ...... 383.6 283.7 2,360.0 2,374.8 260,825 192,949 1,604,832 1,614,838 
{Saturday Review .......... 1186 92.7 886.2 785.2 49,826 38,952 372,192 29,831 
t?Sporting News ............ 168 381 248.1 275.4 18,264 41,299 269,181 298,808 
*Sports Illustrated .......... 192.9 1334 1,329.2 1,105.2 82,758 57,247 574,478 474,078 
* ep oa en, 301.1 250.5 2,386.9 2,300.7 126,451 105,228 1,002,487 302 
CN ids sicesss 1219 751 $43.1 426.9 22,193 13,677 98,832 77,719 
ttU. S. News & World Report 261.0 250.5 2,199.3 2,057.5 109,620 105,210 923,706 864,150 
NTMI. sco cacscnees Fel Ted 223578 20,5563 1,613,450 1,332,291 11,331,676 10,529,692 


tFive issues October 1959; four issues October 1958. ¢¢Four issues October 1959; five issues October 1958. §Total represents 


national advertising plus sectional at reduced decimal equivalent. Z{Not included in totals. *These figures adjusted for 
regional space. 


— P ‘ Lines 

Nov Nov. Jan.-Nov. Jan.-Nov, Nov Nov. dan.-Nov. dan. -Nov. 

1959 1958 1959 1958 1959 1958 1959 1958 
Women’s 
CRE BO ov ccdceabecs — — 331.8 203.6 ee ae 209,675 
tBride’s Magazine .......... a oe 697.7 653.6 ee 440,946 413,075 
Everywoman's Family Circle .. 70.0 68.9 490.7 459.5 30,030 29,558 210,511 197,126 
Good Housekeeping .......... 143.8 127.4 1,159.7 1,151.1 61,673 54,637 497,515 493,826 
Ladies’ Home Journel ........ 1119 99.6 1,002.3 941.4 76,084 67,738 681,596 640,164 
GD Ri eVocerceesépsone 92.2 82.5 739.7 719.5 62,688 56, 503,031 489,298 
Ok See 79.0 87.3 586.8 520.9 49,928 55,142 370,832 329,196 
§Parents’ Magazine .......... 92.0 65.4 711.0 672.2 39,943 28,320 306, 289,504 
SE a 108.2 101.6 1,270.9 1,184.5 73,575 69,055 864,181 805,450 
*Weman's Day .......5..5- 60.5 46.0 431.5 351.0 25,940 19,734 185,128 150,579 
, 0 39.7 49.7 423.9 415.7 7,793 9,751 83,088 81,494 

Pe Kee os sn5¢00 797.3 728.4 7,846.0 7,273.0 427,654 390,001 4,353,367 4,018,360 


t Published quarterly in January, April, July and October. Cumulative figures shown for October issue. §Includes Shopping 
Scout Section linage. *Sectional linage included prorated to circulation of regional editions. ttBeginning in 1959 Modern 
Bride changed from a quarterly to a bi-monthly. Figures shown for combined November-December issue. 


General 


American Artist ........... 30.7 30.2 261.2 270. 12,880 12,669 109,705 113,776 
American Forests .......... 15.9 12.0 187.1 191.4 6,678 5,040 78,532 80,402 
American Legion ............ 21.1 20.8 182.7 154.5 8,868 8,729 76,760 64,908 
Fo SRR RC 23.8 23.9 261.7 243.3 10,220 10,250 112,269 104,354 
Fn, QR eR 57.4 56.0 413.9 361.1 24,115 23,534 173,841 151,669 
tChristian Herald .......... 57.4 54.9 397.2 400.5 24,658 23,560 170,502 172,055 
cade eave sdees 19.3 19.4 138.3 115.6 8,110 8,154 58,159 48,527 
sac ictyeccescs 67.0 580 5295 461.5 12.060 10,440 95,310 83,070 
Cosmopolitan .............0. 36.3 23.3 273.2 216.1 15,629 9,985 117,299 92,659 
be ikias x eeces 99.1 4 8743 760.7 67,420 61,532 594,568 517,333 
BIED gc cicocccsoes 26.9 26.0 154.9 138.8 11,546 11,161 65,716 64,027 
eh sesh ceddnsaece 120.3 85.1 793.1 783.5 80,842 57.187 532,963 526,512 
SN dk cctncbcdocesvee 22.1 22.1 185.4 193.5 15,190 15,236 115,184 133,109 
ei shaban aces ays 42.7 37.0 539.3 485.5 17,929 15,540 226,522 203,897 
ND ods vanysee se 20.0 15.7 253.1 217.9 4,080 3,210 51,628 44,453 
Rianne kasoe ike « 61.3 62.4 356.2 344.4 26,292 26,791 152,682 147,793 
Grade Teacher .............. 52.3 424 339.2 346.0 23,080 18,719 149,576 152,611 
Harper's Magazine .......... 52.3 36.1 387.9 338.1 22,165 15,163 162,930 141,983 
High Fidelity .............. 100.3 «94.0 = 830.1 793.9 42,126 39,480 348,642 333,438 
1 0 ere 62.0 53. 520.2 413.5 26,040 22.633 218,479 173,665 
Eo vickasbesseece 115.3 120.1 989.9 952.8 78,390 81,679 673,146 647,897 
Se lea cyauie ese ve 38.9 27.6 400.6 286.6 16,324 11.592 168,308 120.400 
Improvement Era ............ 44.6 43.7 291.9 285.6 18,730 18.349 122,612 119,953 
ans a's o's 37.5 38.4 324.0 317.3 25,679 26.107 221,712 216,926 
Kiwanis Magazine ........... 9.8 12.4 97.7 78.2 4,122 5.222 41,021 32,841 
Motor Boating .............. 119.5 93.8 1,528.2 1,322.8 70,291 55,145 898,492 836,759 
SETS. cons estemeics ce 17.3 11.2 211.4 180.9 7,280 4,718 88,792 76,006 
Motor Trend .........0000005 24.4 18.5 289.1 224.2 10,262 7,756 120,206 94,206 
National Geographic Magazine . 46.9 40.0 452.5 432.1 11,156 9,520 107,253 102,428 
ES i RR 30.7 21.3 270.0 147.3 12,896 8,941 113,338 61,408 
Popular Boating ........... 41.6 27.5 805.8 595.5 24,454 16,175 473,816 350,171 
Popular Photography ......... 84.6 75.4 771.1 824.2 35,540 31,516 323,870 346,159 
NE 31.3 35.8 216.8 219.2 13,614 15,327 92,961 94, 
Reader's Digest ............. 98.0 77.5 839.0 559.0 17,836 14,105 152,698 101,738 
ak cc akivssess 43.5 40.3 369.5 355.0 18,666 17,269 158,526 152,308 
I ee ii, 550 10.3 =.:10.7 95.6 87.5 4,315 4,651 40,119 36,945 
Sports Cars Illustrated ...... 32.4 30.1 296.0 268.8 13,591 12.650 124.315 112,891 
Today's Health .............. 30.4 27.6 302.2 263.7 13.050 11.853 129.645 113,140 
| | Raia 29.1 13.5 132.8 97.5 12,484 5.817 57,232 42,472 
Town & Country ............ 111.8 87.4 828.8 719.4 70.619 55.257 523,756 454,668 
, Re eS 47.5 44.7 363.9 326.8 20,395 19.164 156,102 140,208 
V.F.W. Magazine ............ 13.4 13.9 124.4 127.9 5.641 5,858 52,235 53,731 
ssi‘ SRR aN __ 108.7 89.8 1,361.3 1,257.0 63,915 52.802 800,444 739,116 
ere 2.155.7 1,864.4 19,241.0 17.160.0 1.029.178 890.486 9,251,866 8,396,640 


tThis year's linage does not include any linage carried in Protestant Church Buildings. This publication formerly was bound 


into Christian Herald quarterly; now it is a separate quarterly publication. §Total represents national advertising plus sec- 
tion! at reduced decimal equivalent 


Home 
American Home ............. 57.9 53.9 526.3 540.4 36,592 34,066 332,598 341,568 
Ms oii vicacacces 69.7 646 664.5 667.1 20,491 18,962 194,810 198,023 
Better Homes & Gardens ..... 105.3 103.1 983.2 1,027.6 66,524 65,169 621,363 649,468 
Flower & Garden ............ 12.9 13.5 324.7 285.8 5,427 5,657 136,369 113,703 
Flower Grower .............. 25.2 25.8 514.8 501.3 10,575 10,853 216,295 210,538 
House Beautiful ............ 196.6 181.2 1,180.6 1,129.7 124,255 114,517 746,229 713,992 
House & Garden ............ 149.9 126.8 826.2 738.7 94,704 80,103 522,129 466,828 
tLiving for Young Homemakers 98.6 925 787.5 710.5 62,338 58,465 497,698 449,052 
Popular Gardening .......... 27.5 28.6 481.6 451.8 11,535 12,024 202.260 189,751 
Sunset Magazine ............ 154.1 142.6 1,344.0 1,263.8 64,741 59,932 564,638 531,047 
| en 897.7 «68326 «7,633.4 “73167 407,182 459,748 4,034,389 3,863,970 
tSectional linage included. 
Fashion 
ies vain cce es ve 127.9 68.6 902.3 830.4 54,876 29,438 356,235 
Harper's Bazaar ............ 110.8 89.7 971.6 1,018.7 70,149 56,765 614,070 643,893 
*Mademoiselle ............. 74.7 67.8 934.2 937.2 32,046 29,105 400,798 402,056 
a eas 196.1 175.3 1,512.4 1,540.8 123,919 100,798 955,820 973,771 
NA eee 509.5 4014 43205 4327.1 280,990 216,106 72,357,780 2,375,955 


tGlamour figures also include linage for Charm, which was incorporated with Glamour effective November 1959. *Sectional 
linage included. 
Movie-Romance-Radio-TV 


tDell Modern Group: 
Modern Romances ......... 29.0 35.0 


297.1 292.6 12,430 14,997 127,455 125,498 

Modern Screen ............ 20.4 15.8 193.1 177.3 8,754 6,765 82,837 76,049 

Screen Stories ............ 16.9 14.2 159.5 151.0 7,239 6,109 68,427 64,798 
Fawcett Women’s Group: 

Motion Picture ........... 19.2 v1 164.5 152.6 8,251 7,337 70,550 65,481 


True Confessions .......... 
Hillman Romance Group ..... 
ttHillman Women’s Group ... 
Ideal Women’s Group: 

Intimate Story 

Movie Life .......50eeeee 

Movie Star TV Close-Ups ... 

Personal Romances ........ 

TV Star Parade .........+- 
§Screenland 
Secrets Romance Group: 

*Confidential Confessions ... 

*Daring Romances ........ 

Revealing Romances ....... 

Secrets 
True Story Women's Group: 

ere 

True Experience .......... 

True Love Stories ......... 

True Romance ............ 

Weed GRP cccccccccssees 

TV-Radio Mirror .......... 


Voted GrGUD occecccccsccce 


Advertising Age, November 23, 1959 


November Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


_ Lines ~ 
“Wor. Nov. Jan-Nov. Jan.-Nov. Nov Nov. Jan.-Nov.  Jan.-Nov. 
1959 1958 1959 1958 1959 1958 1959 1958 
28.1 29.4 250.2 230.2 12,063 12,615 107,348 98,746 
6.0 22.4 48.6 109.8 2,589 9,611 044 47,165 
22.4 —— 200.4 — 967 —— 86,227 
31.2 27.4 255.8 188.8 13,403 11,754 109,787 80,985 
31.9 30.2 257.0 218.8 13,694 12,937 110,307 93,856 
31.8 30.2 257.0 218.7 13,624 12,937 110,260 93,786 
31.2 27.6 257.6 191.2 13,402 11,853 110,627 82,019 
28.6 26.9 230.7 181.6 12,286 11,531 98,980 77,978 
11.8 13.5 136.6 131.5 5,055 5,806 58,605 56,427 
aso 216.4 —- 10,482 92,815 — 
24.3 22.8 210.4 146.6 10,432 9,784 90,276 62,892 
24.3 22.9 229.6 205.1 10,446 9,840 505 87,505 
24.3 22.9 229.6 205.1 10,446 9,839 98,491 87,975 
39.9 31.9 325.2 289.6 17,124 13,684 136,489 124,227 
17.6 14.1 179.8 146.7 7,567 6,061 77,127 62,947 
17.2 13.7 180.8 146.2 7,397 5,872 77,577 62,729 
17.4 12.6 157.1 146.4 7,477 5,386 77,894 62,750 
69.2 59.4 595.0 571.9 29,706 25,476 255.240 245,339 
15.1 13.7 155.5 121.1 6,466 5,872 65,417 51,970 
R21 ~ 503.7 5.1875 42228 249920 216,066 2,235,285 1,810,712 


NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
as a whole PLUS additional advertising carried by each individual publication. tNo January issue in 1959 or 1958. ttNo 
November 1958 group. §Published bi-monthly; alternates with Silver Screen; cumulative figures shown combined with those 
of Silver Screen. “Beginning in February 1959 Confidential Confessions and Daring Romances published monthly instead of 


bi-monthly. 


Magazine Linage Trend. Figures in tmousands 


1959 


WEEKLIES 


oct.[1,613 


sept.[ 1,231 


GENERAL 
1959 


NOV.| 1,029 oe 


ocr.[ 972 


J 


1958 


ov. aT 


WOMEN'S 
1959 


nov 426] 
oct. 


1958 


nov. Ea 


SBusiness (November) 


Dun’s Review & Modern Industry 
PD cc csccccvcccscccees 
Nation’s Business ........... 


errr ere 


§ Because current month binage figures for several publicati 


an October section. 


Business (October) 
BONG ccccccsedesersecce 
tBusiness Week ............ 
ttFinancial World .......... 
PUNE bee dbecbcreccccncess 
| OTe ee 


BUSINESS 
1959 


ocr.[330_] 
SEPT. 


19 


79.8 54.8 892.3 882.8 
219.0 188.7 1,798.7 1,699.5 

61.9 52.1 570.5 486.1 
360.7 295.6 3,261.5 068.4 


nov.[281 ] 
oct. 


FASHION 
1959 


1958 
NOV. Par) 


33,529 24,414 


374,768 
138,408 119,290 1,136,810 1,074,084 
239 


26.033 21,884 698 
87,970 


370,792 
207,101 


5 3,068.4 ; “lessees “L7si2% TLes1s7 
are not yet available this group is broken into a November and 


tFive issues October 1959; four issues October 1958. ¢tFour issues October 


Farm Magazines 
Capper’s Farmer (mon) ..... 


Farm & Ranch—Southern Agriculturist: (mon) 
30.6 


Southeastern Edition 
H#Southwestern Edition .... 
Average 2 Editions ........ 
Farm Journal: (mon) 
#Central Edition ......... 
Eastern Edition ........ 
#Southern Edition ........ 
Western Edition ........ 
Average 4 Editions ........ 
Progressive Farmer: (mon) 
#Carolina-Va. Edition ..... 
#Ga.-Ala.-Fla. Edition .... 
#Ky.-Tenn.-W. Va. Edition . 
2Miss.-La.-Ark. Edition ... 
STOR TI ov cs cvsccs 
Average 5 Editions ........ 
Successful Farming (mon) 
Fe BD cocccenscences 
2tNot included in totals. 


Youth 


CC 
Bab Aes ars oe k4ike 
ED. Walvis av tvs cocveses 
Scholastic Magazines ........ 
Scholastic Rete .......csee- 
» eT 


ME 4:65 Kovach beens 


Mechanics & Science 


Mechanix Illustrated ........ 
Popular Electronics ......... 
Popular Mechanics ........... 
Popular Science ............ 
tScience & Mechanics ....... 


DIET 


tPublished bi-monthly; cumulative figures shown 


Outdoor & Sport 


American Rifleman .......... 
a fk ere 


67.0 
(Continued on Page 124) 


“i Pages \ — Lines ‘ 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. dan. -Oct. Jan.-Oct. 
1959 1958 1959 1958 1959 1958 1959 1958 
73.7 58.3 768.7 658.6 48,379 38,261 504,250 432,063 

518.4 386.2 3,949.9 3,648.8 217,707 162,196 1,658,950 1,532,488 
91.8 82.6 522.4 452.9 38,571 34,720 219,413 190,224 
60.7 38.2 563.6 481.3 25,478 16,025 236,684 202,156 

744.6 565.3 5,804.6 5,241.6 330,135 251,202 2,619,297 2,356,931 

1959; five issues October 1958. 

Pages . Lines —, 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. 

1959 1958 1959 1958 1959 1958 1959 1958 
29.8 36.9 417.2 529.8 12,772 15,845 179,034 227,323 
33.4 376.9 395.0 13,143 14,346 161,669 169,442 
32.7 30.4 385.1 390.9 14,042 13,036 165,225 167,708 
31.5 32.2 380.1 394.0 13,493 13,835 163,056 169,006 

108.6 81.8 967.2 887.9 46,573 35,073 414,921 380,915 
90.6 78.2 861.9 795.4 38,852 33,568 369,737 341,226 
82.6 72.9 751.2 718.4 35,420 31,284 322,267 308,210 
94.2 77.6 916.7 828.5 40,426 33,285 393,279 355,409 
94.0 77.6 874.2 807.6 40,318 33,303 375,051 346,440 
66.2 65.5 804.9 811.0 45,005 44,553 547,338 551,497 
68.3 67.1 801.9 824.0 46,466 45,604 545,316 560,317 
66.0 63.2 757.7 763.4 44,887 42,952 515,259 519,094 
64.4 61.9 767.7 770.3 43,815 42,121 522,069 523,827 
65.4 66.9 795.2 796.6 44,478 45,516 540,764 541,689 
66.1 64.9 785.5 793.1 44,930 44,149 534,151 539,285 
75.9 80.1 862.2 800.7 34,156 36,031 388,008 360,319 
297.3 291.7 3,319.2 3,325.2 145,669 143,163 1,639,300 1,642,373 
22.0 24.8 273.1 293.0 9,449 10,627 117,180 125,694 
27.3 27.2 300.1 287.2 18,550 18,528 204,043 195,321 

2.9 4.7 8.4 23.7 1,261 1,998 3,636 10,137 
40.7 43.7 385.3 363.2 17,057 18,339 161,838 152,515 
9.0 8.0 64.4 51.8 7,908 7,043 56,425 45,278 
13.5 a4 87.6 51.5 5,670 1,834 862 21,728 

115.4 2128 11189 10704 59,895 58,349 579,984 550,673 
96.5 84.5 782.3 742.8 21,625 18,934 175,233 166,394 
63.5 63.8 630.7 668.2 14,221 14,280 141,285 149,683 

134.1 127.3 1,284.0 1,215.0 30,046 28,522 287,638 272,172 

12008 1106 1,1448 1,130.1 27,051 24,775 256,392 253,145 
a a 440.0 432.6 a 100,989 96,981 

414.9 ~ 3862 4281.8 4,188.7 92,943 86,511 961,537 938,375 

for combined September-October issue. 
58.0 61.1 583.7 609.3 24,891 26,514 250,393 261,401 
70.9 834.1 789.2 30,437 28,740 357,849 338,554 


—— 
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IN JUST 3 MONTHS 100 ADVERTISERS PLACED 500 INSERTIONS IN LOOK’S MAGAZONE PLAN 


Since September, when Look introduced 
its Magazone regional advertising plan, 
Magazone volume has incréased issue by 
issue. Compared with the first issue, the 
December 8 LOOK will carry double the 
number of Magazone advertisers, triple 
the Magazone insertions. 

Magazone is hot and the reason is simple—sales. Recent example: 


Slumberland, a New England mattress manufacturer. This com- 


pany’s ad featured its regular fair-traded mattress and listed the 


names of local dealers who stocked it. Result: Slumberland sold 
more mattresses than ever before in its history ... the ad paid for 
itself 100 times over. 


Magazone is designed specifically for the marketer with a regional 
advertising pattern, providing seven geographic zones available indi- 
vidually or in any combination. The Magazone Plan combines the top 
flexibility and lowcost of regional coverage with the impact, authority 
and prestige of one of America’s great national showcase magazines. 

See your Look representa- 
tive... we'd like to run your 


Magazone success story soon! 


LOOK offices are situated in NEW YORK, HARTFORD, PHILADELPHIA, PITTSBURGH, CLEVELAND, ATLANTA, CHICAGO, DETROIT, MINNEAPOLIS, LOS ANGELES and SAN FRANCISCO 
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Nov. Nov. Jan-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. dan.-Nov. Nov. Nov. Jan-Nov. Jan.-Nov. Nov. Nov. dan.-Nov. dan.-Nov. 

1958 1958 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 

Pur-Fidh-Game ....0600s'e0e: 23.1 215 2480 207.0 9,920 9,208 106,384 88,812 Se Oe 28.2 240 196.0 1621 19,641 16,767 137,197 113,467 

cons Pasaidbinstandeests 392 318 2824 #£«+2789 #$£=%+.8l7 13,339 121,150 119,345 #Saturday Wight ............ 63.6 498 418.0 364.7 26,702 20,900 175,555 153,162 

Outdoor Life ..........004+: 69.7 723 7772 «+740 29,884 31,014 333,411 319,184 #Time-Canadian ............. 247.3 209.3 1,537.1 1,458.9 103,845 87,885 645,575 612,675 

Sports Afield .......-..004- 66.9 613 7329 660.6 28,719 26,304 314,427 283,399 Total Group ............. “655.4 “6425 50563 47408 284473 271,265 2,311,519 2,124,020 
Serre R78 S50 Fass FW0 Woees W519 1,483,614 1,410,695 tTwo issues November 1959; five issues November 1958. Not included in totals, as figures for the November issues were 

unavailable as this issue went to press October figures are shown. 

Detective & Fiction 196 1965 160.0 9,517 8,420 84,294 68,614 ‘Foreign (November) 

BT scbccdececcepecvecce 22.2 I . , 5 oreign ove r 

Dell Men’s Group ........... 1229 129 1337 1114 5,540 5,529 57,347 47,768 

ante. ............ 89 96 979 1120 1995 2185 21,943 25,101 pon. oe Oe 23.9 150 183.7 ILS 20,076 12,558 154,266 118,804 
Total Group ......++++++. M6 Gi Gi “MIG 17052 16,106 163,584 141,483 Popular Mekanik (Danish) .. 23.0 21.0 2230 1105 5,152 4,704 49,952 24,752 

1Formerly known as the Thrilling Fiction Group. Mecanique Populaire (French) 33.0 32.0 310.5 307.1 7,393 7,168 69,552 68,790 

Populare Mechanik (German) 10.1 6.6 66.0 51.1 2,268 1,478 14,795 11,452 

Newspaper Sections (I) Mecanica Popular (Spanish) 26.7 30.2 268.0 298.3 5,985 6,768 60,028 66,819 

(Nationally distributed with Sunday newspapers) Popular Mekanik (Swedish) . 9.5 9.5 99.0 90.0 2,128 2,128 22,176 20,160 

The American Weekly ........ 46.1 57.7 403.5 636.3 39,190 49,068 342,980 540,864 Reader's Digest: 

Family Weekly ............. 53.4 54.3 492.9 590.7 45,406 46,180 419,023 502,206 Arabic .......sseeeeseees 31.5 44.0 346.5 384.0 5,166 7,216 56,826 62,976 

(aah ae 21 ell a 75.2 86.6 690.9 807.8 63,955 73,670 587,287 686,591 DINE. snide ecteniouies 73.5 69.5 598.0 614.0 13,377 12,649 108,836 111,748 

This Week Magazine 101.0 92.9 849.3 926.5 85,804 78,961 721,912 787,562 Pe 92.3 85.3 767.8 720.8 aoa by mys pny ld 

eaiaahes —. “Zr >. so . a5 376 : - MN. auck vadcenucnat 80.0 80.0 666.0 664.0 4, t i y 
Total Group eeeteeseeeces 275.7 291.5 2,436.6 2,961.3 234,355 247,879 2,071,202 2,517,223 OS eS eRe re 60.0 58.0 474.5 414.0 10,500 10,150 83,038 60,550 
pean Lines OD io awa inde ba 1135 905 8360 779.5 21,111 sass wees 5en.ee? 
e . P pay GOBEER onc cccccccscces 735 815 651.0 7030 13,377 14, y Y 
— Sf ase oeshUr;;,/ FF SO sc csesccncesess 510 535 4500 5148 8670 9, 76,500 ‘87,508 
De Pre sccm nasa 74.0 56.0 524.0 397.0 13,468 10,010 95.368 72,072 

Newspaper Sections (II) (October) — hahanbembeenpeaiaets 30.0 280 2420 213.0 5,580 5,208 45,012 39,618 

(All other newspaper sections) eee 146.0 137.5 1,133.5 1,148.5 25,550 24,063 198,363 200 988 

Chicago Tribune Magazine .... 155.7 172.0 1,500.8 1,524.1 145,107 146,219 1,275,673 1,295,459 SN as: 70sbceunese 29.0 38.0 2625 287.0 5,075 6,650 45,938 50,225 

New York Times Magazine .... 252.9 222.8 2,442.9 2,385.1 215,000 189,347 2,076,477 2,027,349 || sane a eta See 160.0 170.0 1,197.0 1,213.0 29,120 30,940 217,854 220,766 

Philadelphia Inquirer ........ 133.9 149.2 1,266.5 1,412.2 113,833 126,819 1,076,592 1,200,546 on oa woereae¥ cues = = op oe onan <ae By aaa 

“EASE “RA A “= :> Ea A "e3 Gee OC ADR TAD OT” A ae PT ccccvccccssccceoce }. lo . a . * . 
WE TD cccccdcccvsse 5425 5440 52102 5321.4 473,940 462,385 4,428,742 4,523,354 ee ceeaenerevennes t+ m8 4sle 490 S620 12902 9282 112658 100.464 
Pages ~ an Lines csi ivines vennve 107.55 109.0 787.55 943.0 18,490 18,748 135,450 162,196 
“Co. ‘ Mev. ev, Nov. Nov. Jan.-Nov. dan.-N ESSA Cae 34.0 44.0 384.5 409.0 5,712 7,392 64,596 68,712 
— — — — cp wee 1959 1988. ane 665 715 5425 597.5 12103 13,013 98,735 108,745 

Cc — New Zealand ............- 25.5 245 249.0 326.0 4,641 4,459 45,318 59,332 
omics Magazines Norwegian ..............: 56.5 53.3 480.5 430.0 9,605 9,053 81,685 73,101 

American Comics Group ...... 7.0 7.0 77.0 77.0 2,646 2,646 29,106 29,106 Overseas Military .......... 42.0 49.0 430.0 473.0 7,644 8,918 78,260 86, 

tArchie Comic Group ........ 8.0 7.5 43.5 43.3 3,024 2,835 16,423 16,065 Do, os cakeas 96.0 107.0 957.0 905.0 16,800 18,725 167,475 158,375 

ttHarvey Comics Group ...... 9.0 10.0 91.5 96.7 3,402 3,780 34,587 36,540 South African ......ccccc- 95.0 88.5 782.5 894.0 17,005 15,842 140,068 160,026 

National Comics Group: Southern Hemisphere ...... 22.0 32.5 214.5 314.5 4,004 5,915 39,039 57,239 
 o) eee 5.0 6.0 67.5 57.0 1,890 2,268 25,515 21,384 Masi cs 0ncdkcves 615 610 515.5 486.5 11,439 1,346 95,883 90,489 
Es ise hbvhesvie 4.5 50 68.5 600 1,701 1,890 25,893 22,695 ree "T9380 1,923.4 16,380.8 16,465.1 367,551 358,152 3,096,296 3,064,148 
PD nckieseensse 33.5 35.5 348.0 334.0 12,663 13,419 131,524 125,790 §Because current month linage figures for several publications are not yet available this group is broken into a November and 

tPublished bi-monthly; cumulative figures shown combine November-December issue. ¢{Some books in group published monthly; an October section. 

others published bi-monthly. 

Canadian National Weekend Newspapers (Rotogravure Linage) “Oct. Oct. ~~ Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. —_ Jan.-Oet. 

Ee i cebes es 55.6 625 467.3 633.5 50,014 74,276 420,605 570,161 1959 1958 = 19591958 1959 1958 1959 1958 

ee alae 86.0 97.7 927.5 683.4 77,433 87,939 834,824 615,062 Foreign (October) 

ae 1731258 (1,0085 1,009 111.546 108308 914833 918,600 gb ea org 

Star Weekly .....-cccceene . 5 7 ,049. , , . F International Edition ...... ’ ’ ’ 3 : y . x 

{Weekend Magazine ......... 116.1 135.6 1,180.3 1,168.9 113,226 132,195 1,150,753 1,139,734 ay Oh a glll a TE cl ls me 
TEE. ccc ceusscees 441.7 439.6 93,7965 3,535.7 407,271 402,714 3,492,535 3,243,647 Spanish Edition .......... 55.5 59.5 519.9 563.4 37,740 40,460 353,515 383,095 

+Four issues November 1959; five issues November 1958. ¢tFour issues November 1959; commenced publication September 12, Newsweek: 

1959. Pacific Edition ........... 100.0 689 811.0 620.0 42,000 28,938 340,620 260,400 

European Edition ......... 101.0 72.6 773.8 663.0 42,420 30,492 324,996 278,460 

Canadian Time International: 

Canadian Homes & Gardens ... 46.7 50.1 420.9 458.7 31,768 34,082 286,217 311,914 Time-Atlantic weeeeeeeeees 144.6 117.2. (1,171.4 ‘1,050.0 60,690 49,210 491,960 441,000 

ee aa viiesedesces 72.6 618 689.0 4563 49,340 42,013 468,495 310,273 Time-Latin American ...... 115.4 1004 1,012.0 1,016.8 48,440 42,140 425,040 427,000 

Bes 40.8 41.3 302.7 326.4 17,488 17,718 129,859 140,014 Time-Pacific .......-.00+ 95.3 92.4 919.1 799.6 40,005 38,780 386,365 335,790 

oa. cee haces 120.2 105.7 902.9 879.7 81,745 71,883 613,947 598,207 Vision: 

Reader’s Digest: Visao (Portuguese) ....... 171.5 2085 1,478.0 1,514.8 72,030 987,570 620,760 636,230 
English Edition ........... 150.0 152.8 1,026.8 1,003.0 27,300 27,801 186,869 182,546 Mexican Edition .......... 101.3 87.4 808.6 745.7 42,560 36,715 339,605 313,215 
French Edition ........... 155.0 160.5 1,099.3 1,054.3 28,210 29,211 200,064 191,874 Spanish Edition .......... 17.30 19.0 1828 158.3 7,280 7,980 76,790 66, 

Revue Moderne ............+: 20.1 30.7 2126 2251 13,662 20,896 144,569 153,051 See ae 1,002.3 905.9 8,497.3 7,858.2 461,420 416,685 3,917,676 3,635,795 

Revue Populaire ............. 21.9 15.6 206.1 175.2 15,319 10,894 144,302 122,674 *First published May 18, 1959. 

CBS Labs Names Conti components. The advertising pro-,has appointed Aitkin-Kynett Co.,; must be made before Feb. 15, 1960. 

CBS Laboratories, Stamford,| gram will be launched with space | Philadelphia, to handle its adver- s memo: 
a division of Columbia|in nuclear, medical and electronic Smith, Hagel Elects 2, Names 1 a 


Conn., 
Broadcasting System, has named 
Conti Advertising Agency, Ridge- 
wood, N.J., its first agency as it 
enters the industrial non-military 
market for the first time. CBS 
Labs will market its photomulti- 
plier tubes and precision counting 


magazines, starting early next 
year. Heavy direct mail promotion 
also is planned. 


Landers Names Aitkin-Kynett 
Landers Corp., Toledo, manufac- 
turer of supported vinyl fabrics, 
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tising and publicity. Landers’ ads 
formerly were created and placed 
by William Schmidt Associates, 
Detroit, an industrial designing 
company. Landers will increase its 
advertising to the home furnish- 
ings and furniture manufacturing 
trades, but will continue its adver- 
tising to the automotive and marine 
industries in 1960. 


Stanford Offers Fellowship 

A graduate fellowship in adver- 
tising research is being offered by 
the Department of Communication 
and Journalism at Stanford Uni- 
versity, Stanford, Cal., for 1960- 
61. The stipend is $2,400. The re- 
cipient will pursue a course of 
study for one academic year, pri- 
marily in the theory and method of 
behavioral sciences. Applications 


Richard H. Darby, an account 
executive with Smith, Hagel & 
Knudsen, New York, has been 
elected senior vp. Edward E. Van 
Horn, marketing director of the 
agency, has been elected a vp. 
Smith, Hagel also has named Theo- 
dore A. Tefft, formerly ad manager 
of Aerotec Industries, an associate 
account executive. 


Bissell Boosts Flick, King 

Bissell Inc., Grand Rapids, Mich., 
has promoted Joseph S. Flick Jr. 
to director of foreign operations 
and Peter J. King to director of 
new products. Mr. Flick joined Bis- 
sell two years ago from N. W. Ayer 
& Son. Mr. King joined the com- 
pany last year as New England 
sales manager. 


Hand-Picked Coverage 


EVERY hotel in the 
U. S. with over 100 rooms. 
EVERY motor hotel — 
The TOP 64.5% of hotels 
from 50 to 99 rooms — 
Covered at the buying and 


specifying level 


105 W. Adams St. 
Chicago 3, Ill. 


a Clissold Businesspaper 


Campaigns and businesses? 
- : 

e University of Chicago. 
read in an hour but will 


Cars are produced.” 


Where do the moneymaking ideas come from—those ideas which make 
success novels, radio and television programs, moving pictures sales 


James Webb Young, one of the highest paid idea men in the adver- 
business, set out to answer this question for his students at 
The result is a little book which you can 
remember the rest of your life. 


_ In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 


Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and students, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 


Attn.: Book Department 
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More Admen Scold AA 
on TV Editorial Stand 


(Continued from Page 3) 
understand is that it makes little 
difference whether networks cre- 
ate and/or buy all of tv programs 
themselves and then sell them in 
pieces to advertisers or whether 
the networks create some of them 
and agencies and packagers cre- 
ate others. 

“Regardless of the creative 
source, tv programs for all time 
must be obtained from the same 
group of writers, producers, per- 
formers and idea-men who pro- 
vide the bulk of series program- 
ming today. Simply examine tv’s 
history for the past eight years 
and inspect the quality and en- 
tertainment values of those pro- 
grams which can be stated to have 
been clearly network-created and 
controlled versus those brought to 


EFFECTIVE 
COVERAGE! 


WILX-TV 


Channel 10) 


Completely Covers Michigan's 
Rich GOLDEN TRIANGLE with 
a City Grade Signal! 


LANSING 


BATTLE 
CREEK 


JACKSON 


WILX-TV 


Serves and Sells 
Michigan’s No. 1 Market 
outside Detroit 


SOME PRIME TIME 
STILL AVAILABLE 


contact 
VENARD RINTOUL & McCONNELL, INC, 


WILX-TV 


Channel! 1) 


Associated with 


WILS—Lansing 
WPON—Pontiac 


the networks by agencies. 

“Neither source outshines the 
other. Both sides often make use 
of the exact same producers, writ- 
ers, etc. 


3. “You are apparently under the 
amazing impression that network 
program people are highly crea- 
tive and imaginative and that 
agency people are just plain ad- 
vertising business men. The re- 
verse of this is more often true. 
Many agency men have years of 
show business experience as writ- 
ers, producers and directors. The 
networks would rarely ever afford 
the salaries necessary to take 
these men away from agencies. 


4. “Direct program control by 
advertisers is, like so many other 
misconceptions, 
Simply take the time to analyze 
what you wish to call magazine-| 


type programming (participating | 
programs)—in which advertisers | 


have no program control—versus 
those few programs on the air in 
which agencies and advertisers 
have full control. Is ‘77 Sunset 
Strip’ or ‘The Lineup’ or ‘River- 
boat’ better programming in what 
you so dreamily call the public in- 
terest, or is ‘Alcoa Theatre,’ a 
wholly controlled and agency-ad- 
ministered Emmy award-winning 
dramatic series? 


5. “Many advertisers obtain 
considerable values from total pro- 
gram sponsorship, from opening 
billboards, from publicity about 
their show and from newspaper 
listings. Also, merchandising im- 
pact to distribution and retail 
forces in the field is a mighty 
value of network television. All of 
these would disappear under your 
system. And for what end? The 
same programs presented in the 
same way. 

“Believe me, the major prob- 
lem of tv is talent. There are no 
other real problems. Your idea 
merely creates a new problem and 
in no way helps solve the basic 
one.” 


= More comments: 


Stuart Ludlum, director of ra- 
dio-tv at Kudner Agency: “Ad- 
vertisers have little or no say in 
most shows today. What an agen- 
cy actually does is attempt to 
evaluate the possible success or 
failure of shows already available 
to it, or make suggestions to the 
show producer, but these sugges- 
tions are not always taken. 

“We bought Ed Sullivan in Mos- 
cow for Renault and couldn’t even 
see it before it went on the air. 
We also bought ‘Moon and Six- 
pence’—the production was already 
done and we couldn’t possibly make 
any changes. 

“I was with C. J. LaRoche when 
they had Revlon, then sponsoring 
the quiz shows. No agency man 
(LaRoche man) was at any of the 
meetings with the producers, to 
my knowledge. Jim Webb was at 
none of the meetings. We also 
never got together with contest- 
ants. We were never aware of any 
rigging.” 


Victor Elting, vp in charge of 
advertising and merchandising, 
Quaker Oats Co.: 
tainly appear to be the advertiser’s 
advantage were he to be removed 
from show business. But this is 
not feasible now. 

“The problem, of course, is that 
broadcast media do not deliver a 
guaranteed audience. Newspapers 
and magazines do. The Audit Bu- 
reau of Circulations assures all 
advertisers that they get what 
they pay for in audience and cov- 
erage. 

“Until networks and _ stations 
can assure the advertiser that 


indeed a myth. | 


“It would cer-) 


they get what they pay for, I do 
not think that the elimination of 
advertisers’ and advertising agen- 
cies’ influence on programs is a 
feasible thing.” 


Richard E. Forbes, director of 
corporate advertising and sales 
promotion, Chrysler Corp.: 

“I agree with your broad state- 
ment that advertisers do not be- 
long in show business. I do not 
agree that the advertiser’s respon- 
sibility and direct influence should 
be limited entirely to the commer- 
cial. 

“You favor complete separation 
of sponsor and program. To reach 
this aim, this separation must take 
place in the mind of the audi- 
ence, not just on a piece of policy 
paper. 

“We regard this as a very diffi- 
cult thing to accomplish, and ac- 
tually, if accomplished, it would 


Chrysler’s Richard E. Forbes 
“Separation must take place in the 
mind of the audience, not just on a 

piece of policy paper.” 


in a great many cases reduce the 
effectiveness of television adver- 
tising. 

“We believe that the identity of 
an advertiser with a good pro- 
gram, and the appreciation of the 
audience for the  advertiser’s 
bringing it into their homes, re- 
sults in far greater commercial 
effectiveness than would be the 
case if the same commercial mes- 
sages were suspended on the air, 
in limbo you might say, with no 
identification with a particular 
program. 

“For example, the mail and wires 
received after our three Fred 
Astaire specials have been highly 
complimentary and, when people 
take the trouble to write and wire 
their thanks and appreciation, you 
can be pretty sure that your com- 
mercials are working in the right 
kind of climate. The same thing 
is true of many other fine pro- 
grams. 

“Whether or not the networks 
and broadcasting stations assume 
full and sole responsibility for the 
programs, the public will always 
place a good part of that respon- 
sibility on the sponsor. And this 
is a responsibility to which the 
advertiser cannot blind his eyes.” 


Milton Goodman, president, 
Lawrence C. Gumbinner Adver- 
tising Agency, New York, com- 
mented on the editorial by asking 
a series of questions: 

“Would there be programs like 
the recent ones of Fred Astaire, or 
Lawrence Olivier on the networks 
if resourceful advertisers -and 
their agencies didn’t command the 
drive, the money and the skills to 
produce them? 

“If networks undertook to pro- 
duce such entertainment, which 
advertisers would appear adjacent 
or within such programs? 

“If networks provided all the 
programs, wouldn’t they have to 
fight for audience, or ratings, just 
as advertisers fight for them 
now?” 


® Most admen were forthright in 
their opinions for or against, but 
some revealed an obviously over- 


powering desire to be somewhere 
else when anything related to 
quiz scandals was brought up, for 


publication. Two advertising chiefs 
of major advertisers insisted that 
they could comment more freely 
and throw more light on the situa- 
tion if permitted anonymity. Both 
flatly opposed AA. 

One, the advertising head of one 
of the nation’s top ten brewers, 
asserted that the advertiser must 
retain the right to choose his own 
tv program because too many pro- 
grams are incompatible with his 
product. 

“Ty programming is a very di- 
verse thing,” he said. “You have 
the so-called service-strip—news- 
weather-sports. In the case of 
news or sports (more often news), 
you often run into conflict of in- 
terest between the advertiser and 
the newscaster. 


s “I know of one newscast which 
devoted several minutes to telling 
about a house that blew up as 
result of a gas leak. The commer- 
cial that followed was by the gas 
company.” 

He cited another incident where 
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a brewer’s commercial appeared 
adjacent to a broadcast of a golf 
(Continued on Page 128) 


A Danger to 


GUARD 


Against in Contests 


Can a legally conceived contest be 
judged a lottery? Yes, if illegally 
executed—for example: if the ju 
ing standards are not uniform. Only 
— rience can develop judging pro- 
ures qualified to protect sponsors 
against is hazard. ere is no ob- 
ligation in consulting our Contest 


CORPORATION 
CONTEST MANAGEMENT 


AND JUDGING 


104 E. 20% Bt. N.Y. 10+ aaa 1.600 
(In Chicago: Dial 2 
Ask Goatene for faa Rll Ea 4531) 


VITALITY ans GROWTH 


10% higher in paid circulation than the second 
book! In 5 years, 4 times the growth of the next 


largest- rowing! ‘book. 


- WHY? Because these leading dealers an 


miaiesolere say they “Depend upon ie the 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


U.S. Intormation Agency Asks Permission to Reprint} 
Mortimer’s Advertising Statement in Belgrade Paper Kreml. Now where do I vote?” 


To the Editor: We would greatly 
appreciate permission for republi- 
cation of Charles G. Mortimer’s ar- 
ticle on marketing and his state- 
ment on General Foods’ 1959 ad- 
vertising expenditures, from the 
Aug. 10 issue of ADVERTISING AGE. 

The material has been requested 
by our office in Belgrade for 
translation and republication in 
“Pregled,”’ a Serbo-Croatian lan- 
guage monthly which is published 
by the U. S. Information Service in 
Yugoslavia. Since some of our of- 
fices in other areas also may want 
to use the material, may we have 
permission for its republication (in 
English and in translation) by all 


45.3% 


MIDWEST FARM PAPER UNIT 
23.6% 
A survey of 4,726 Mid- 


17.7% west farms, conducted 
Successful Farming by the market research 


division of McCann- 
a 4.2% Erickson, Inc., odvertis- 
Capper's Farmer 


ing egency. 


45.3% 


Farm Journal 


MIDWEST FARM PAPER UNIT 
18.6% 


cessful F ‘4 
cue eplpee- A survey of 385 Midwest 
1 6.9% county agents as to whet 
Farm Journal 


farm publicationis most 
infiventiel’’ among 
farmers of their respec- 
tive counties. 


§3.2% 


Capper's Farmer 


60.3% 
MIDWEST FARM PAPER UNIT 


Wa 9.2% 


Farm Journal 


Besed on 7,726 dealer 

Gl 8.8% replies received by 
Successful Farming wheleselers in nine cate- 
9 gories. Individual cote- 

t 1. % gories of dealer prefer- 


Capper's Farmer ence available on request. 


+ 37.8% MIDWEST FARM PAPER UNIT 


Source: Form Publication Reports 
Comperative Lineage 1948-1958. 


Capper's Farmer 
(decreased page 


site in 1953) 26.8% -25.2% 


Successful 
Farming 


47.5% Journal 


Only one medium in the World's 
Richest Farm Market can offer you 
this four-way proof of local impact. 
So, buy the Unit—one order, one 
plate at a substantial saving in rates. 


MIDWEST 


Farm Paper 


UNIT 


WALLACES FARMER ¢ THE FARMER 
PRAIRIE FARMER ¢ NEBRASKA FARMER 
WISCONSIN AGRICULTURIST 


ADDRESS: Midwest Farm Paper Unit, Sales 
offices at: 35 E. Wacker Drive, Chicago | 
« «+ 250 Park Avenue, New York 17, N. Y. 
...« 110 Sutter Street, San Francisco 4... 
159 South Vermont Ave., Los Angeles 4. 


U. S. Information Service offices 
and the local press outside the U. S. | 
and Canada? Credit, of course, will 
be given to the author and to Ap- 
VERTISING AGE. 

Since some foreign publishers | 
may not be able to publish the 
complete text because of space 
limitations, may we have permis- 
sion for abridging? .. . 

Your cooperation will be great- 
ly appreciated. 

Garrett K. Sias, 

Chief, News and Features 

Branch, Press and Publications 

Service, U. S. Information 

Agency, Washington. 

Permission granted. 

e 


Hayakawa: Is He ‘Out’ or ‘In’? | = 


To the Editor: Hayakawa says | 
Madison Avenue is “out’—does | 
that make him “in’’? 

The “Language in Thought and | 
Action” man, respected semanti- | 
cist and scholar, threw slings and | 
arrows at what this writer be- | 
lieves is outrageous war. Occasion | 
was last month’s Westinghouse | 
Broadcasting Co. public service 
conference at Stanford. 

His accusation: “Advertising | 
has no ethical goal.” Hasn’t it? | 
Doesn’t it have something to do| 
with protecting free will in free | 
enterprise? 

Even more intense is Hayaka- | 
wa’s objection to the wide influ- | 
ence of advertising media. He} 


the southern Negro for sake of 
illustration: “Okay, I’ve bought 


Once again, by a _ respected 
scholar, advertising has _ been 
placed in the trite dilemma of Pub- 
lic Service (telling 
where—or how—to vote?) versus 
Commercialism. And don’t we tire 
of the false comparison. 

Marilyn Lees, 

Botsford, Constantine & Gard- 

ner, Portland. 

- * e 
Diesels and Beauties Don’t Mix 

To the Editor: The enclosed 
somehow strikes me as a sorry 
mix-up. 

Even though I live on the Ohio, 


WATERWAYS 


ST. LOUIS SHIPBUILDING & STEEL CO 


dy 


and can see it from my office (if I 
walk across the room), I have nev- 


the Negro 
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I wonder if the young lady has 
been tank-tested, too. 
George P. Stimson, 
Sales Promotion Division, Un- 
ion Central Life Insurancé Co., 
Cincinnati. 


Kevin Sweeney Amuses Him 

To the Editor: I am more 
amused than annoyed at the 
|fiery remarks as quoted by Ap- 
\vERTISING AcE of RAB’s Kevin 
Sweeney relative to the Depart- 
ment of Agriculture’s findings 
that “newspapers appear to be 
the best medium for both food 
advertising and for marketing in- 
formation.” 

“If the statement was backed 
by real research .. .,” Mr. Sween- 
ey says. This same Mr. Sweeney, 
again quoting ADVERTISING AGE 
(Aug. 17), in telling the Steel 
Companies Coordinating Commit- 
tee how badly they were mis- 
treating radio, said they “should 
use radio advertising to reach 
tens of millions of people your 
current newspaper advertising ef- 
forts cannot reach.” I would like 
to see the research to support 
|THAT statement. Mr. Sweeney, 
| whom I have admired from afar 
|for his ‘“‘sooped-up” salesmanship, 
|didn’t stop with “millions” but 
really went all-out with “tens of 
millions’—of which there are 
about 17. 

It may not please Mr. Sweeney 
to know that newspaper circula- 
tion is at an alltime high of some 
58,000,000 (for which there is 
proof) and, taking a leaf from 
magazines, could be multiplied by 
a conservative three readers per 
copy. 

Noting the extreme unhappiness 
|of Messrs. Rogers, Huntington and 
|Sweeney, one would think that 
|tv and radio were the only media 


would have us selling goals, not|er associated curvesome beauties) upon which the Agriculture De- 


goods. And he elaborates, using) 


with Diesel towboats. 


| partment and other government 


The $7 BILLION GOLDEN CIRCLE 


Exclusive ABC for most of its coverage. 


Investigate . . . write, wire or phone 


@ LAKE PLACID 


WESTPORT @ 


BRISTOL@® 


SARATO! 
SPaincs® 


* 
4 BENNINGTON t 


- aleasemmcane 


eet tt 


pivots 4 MASS. 


e 
| GREENFIELD 
@ PITTSFIELD 


7 woRTHAMerO 


vides a sales potential 


Food sales alone are 


$72 million. 
today. 


BAT TLEBOR ® J kcence 


, VERMONT 4 _ 


ALBANY 
SCHENECTADY 
TROY 


WAST ALBANY, N. Y. 


This new station is engineered to deliver the market 
covering eastern New York, western Massachusetts 
and parts of Vermont and New Hampshire. It pro- 


of $3;495,571,000.00 consumer 


spendable income. And that’s cash register money! 


over $615 million; drugs over 


Represented by H-R TELEVISION, Inc. 


agencies call for “free rides.” 
Newspapers carry public service 
information as a matter of course 
while broadcasting sagely is re- 
quired to do so as a matter of 
franchise retention. 

I am wondering if they would 
have been quite so chagrined at 
such government impropriety if 
the results had been different! 

Richard A. Davis, 

Advertising Director, Daily 

Tribune, Wisconsin Rapids, 

Wis. 

. e 
Some More Ads in ‘Bad Taste’ 

To the Editor: Don’t you think 
this is eligible for your “Advertis- 
ing We Can Do Without” award of 
the week? 

One of the good things about St. 
Louis—and its advertiisng frater- 


IN MEMORIAM 


UW, at Moliing Ford are mourning the pass- 
ing of something that has been very dear to us. 
However you, like so many people, may have 
cherished the thought of having a new ‘59 Ford. 
During these last days we will be open 
Monday thru Saturday until 9:30 p. m. 


to assist you in your selection and the real 
country deal. 

Hurry, only 100 lft and slypping fast. 
Noting Ford, 136 Manchester Road, Ball. 
win, Mo. Just 6 miles past oLindbergh. 
Capital 7-5311 


nity and the folks who buy the ad- 
vertising—is that this sort of thing 
is the rare exception. 
Robert Lee, 
Marketing and Creative Com- 
munications Counsel, St. Louis. 


To the Editor: I think the at- 


| tached ad might well be entered in 


the “Advertising We Can Do With- 
out” sweepstakes. 
It’s sometimes 


said that you 


€ 


We're 


Pas 4 ’ 
Expanding! aX 


BROWNELL TOURS 


Brownell Burlding, Birmingham |, Alo 
Fomous tor Quality of Service —now in our 74th yeor 


can’t go wrong with appeals based 
on God, flag and motherhood. But 
I think this one easily captures a 
prize for bad taste. 
Venlo Wolfsohn, 
Earle Palmer Brown & Associ- 
ates, Washington, D. C. 
e e + 

Says Burson Missed PR Point; 
Lauds ‘Blue Angel’ Ad Stand 

To the Editor: Harold Burson’s 
criticism of agencies for failing 
to provide adequate public rela- 
tions services (AA, Oct. 26) ‘is 
valid but misses the point. Agency 
people generally, and this ap- 
parently includes Mr. Burson, fail 
to realize that advertising and 
publicity are merely two elements 
of public relations, and that neith- 
er is or should be subordinate to 
the other. Our major agencies 
never will be able to provide ade- 
quate over-all public relations 
services, but a gratifying number 
of smaller agencies are beginning 
to offer coordinated public rela- 
tions campaigns, effectively utiliz- 
ing advertising, publicity and oth- 
er pr elements. 

Congratulations to The Crea- 
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tive Man’s Corner (same issue) 
for the blast at Life magazine for 
carrying the three-page May Britt 
ad for “The Blue Angel.” It is 
interesting to note that this film 
has had poor box office response 
in Chicago, Los Angeles and other 
cities. “Pillow Talk,” on the other 
hand, which has to a much great- 
er extent utilized radio-tv pub- 
licity tie-ins as well as paid time, 
is a box office success. 
Arnie Matanky, 
General Manager, Information 
Consultants, Chicago. 
© 

To the Editor: 
huzza! 

A tip of my topper to you and 
your editorial staff for bringing 
to task the editors and publishers 
of Life magazine for their poor 
taste in running the “Blue Angel” 
ad [AA, Sept. 21 and Oct. 26]. 

More power to you, gentlemen, 
and congratulations on your forth- 
right thinking and speaking to a 
“Goliath” such as the Time-Life 
(ABC 6,400,000) publications... 

Charles E. McKillip, 
Bellwood, Ill. 


The Ad Biz (Gee Whiz!) 
To the Editor: 
Copy due, and if you 
Can get through, 
What with deadlines glaring 
And phone lines blaring 
And bosses staring... 
With pencils dropping 
Problems popping 
And ideas stopping... 
Then, by golly 
You'll get jolly 
Go off your trolley 
(And your wagon) 
And be draggin’ 
Spirits saggin’ 
Tomorrow morning 
Too near dawning 
And filled with yawning 
Back to work 
You cannot shirk 
(You poor jerk!) 
From nine to five! 
Man alive 
Will you survive 
This ceaseless drive? 
Francine L. Trevens, 
Boston. 


Huzza, huzza, 


‘No Wonder the Tailor...’ 

To the Editor: Puts his foot 
down about worsted, they must 
mean. 

No wonder the tailor is looking 


WUNA OT —DUY! s6. o.oo 


cele esee 


over his shoulder with a worried 
expression! 
Jordan D. Wood, 
Springfield, Vt. 


‘Smoke Solids, Smoke Salems’ 
To the Editor: Now that the re- 
sults are in, may we expect some- 
thing like the following to appear? 
Smoke Solids, Smoke Salems. 
The cigaret with more tars! No 
other cigaret has more nicotine! 
G. Harris Danzberger, 
Hingham, Mass. 


“FIRST W/E STOPPED ADVERTISING, THEN OWE THING LED TO ANOTHER /* 


Apologies to Mr. Baldowski 


| gies to Mr. Baldowski and the At- 


enclosed could also be a truism. 
As we have some additional 
copies lying around, we will be 
happy to comply with requests. 
Wallace Friedman, 
Director of Advertising, Capi- 
tol Products Corp., Mechanics- 
burg, Pa. 


. e * 
Should GM Get Equal Time? 
To the Editor: Vice-President 
Nixon appeared on the “Ford 
Startime Program” Oct. 27. No 
matter what, the fact is that the 
great office of the Vice President of 
the United States helped sell auto- 
mobiles and Art Linkletter’s book. 
Perhaps General Motors, etc., and 
the book publisher should ask for 
equal time. 
Milton M. Hermanson, 
Great Neck, N. Y. 
e . . 
Should Be 4.64%, Not 64% 
To the Editor: WOW! “Beverage 
companies invest 64% of sales in 
advertising” (AA, Oct. 19, Biz 


To the Editor: With due apolo-| lanta Constitution, I felt that the | Quiz). Is this typo a result of 
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WCTU or just DT’s? 
Marvin Barab, 

Director of Business Research, 

Parker Pen Co., Janesville, Wis. 

Correct figure is 4.64%. Typo 
was not a result of WCTU, DT’s 
or wishful thinking on part of 
media used by beverage compa- 
nies. In military parlance it rates 
as a 4.0 error. 


A LT ATE A ATEN 
Your screen processor 
can print on anything 
—even on running water! 
Ask him to prove It. 


Put Punch in Point-of-Purchase 
POINT OF PURCHASE COMMITTEE * SPPA 


No other paper sells 
Boston like The Globe 


Only The Globe delivers you a fresh batch of Boston 
readers twice a day. Because morning and evening 
editions are almost the same, you get almost no dupli- 
cated circulation. More of everybody reads The Globe. 
More men. More women. More young people. More 
intowners. More suburbanites. More readers in each 
income group. Make a note to learn all the Global 


| 


\\. your fin 
ak ee | 


\\ puts the world at 77 


I 
| 
[| 


gertips _// 
| ae 


l 


/ 


SS 
vy 
if 


truths— from Sindlinger to Media Records to full ROP ’ 
color. The Globe can do worlds for you in Boston. 


Wy. 


| 1 Ap 
-_, 


/ 


<“. f Morning 
J Evening 
Sunday 


ee = 
| weet Haan Soe = Se ae tee = SN oe ——— ja 
paeeic genie MAE «a Tg = a | 
| ee anal ————— | 
| 7 - 
| =e —cateesctintiiiemitiies fj - : 
se ce, cas gg team i a 
ea P . - 
“~ ~ hp \ z x 
wos ae oti, | ee Se dis | ae 
tC / lines: ~ “2 = = 
| ZUON + 4 de Clea ta= = mat ace 
, eK At eee. Claw ae 4 
wesets 350s — > 2, eee caEnneneenemnettennensenel on 
ee Se AN ishcivenadhs | bs 
we ? =|, “i ps \{ = ce se ert tt poabessaee eae 
lea Nin Como \itres a HH - 
eee. hh A Yea ia | eo 
ees Se : ~ ae. KY 2k |e eee oe es 
: Wee Wg oe area GRY ailiiitiissisis 
Merosts 1OSED 1! | /] =n eres | 
Tk Ce : Ml £222) imesansssss = oe 3 
¥ , ; THe. a lwiinaant mph? as 
| - “tg ee a & = h2:", ~ . 
. f ——_ ofa Te — 
ae ) —=— 
® re ~ = 
SS Pe . 
ne eens Pi 
” = * 
og EP * a nil : ae: gy & PR ARN a 
- sete % a, ; a we 
wd* ee i tn . * ee a ts : ha NS “7 Mh * 92. “idk - 
Am Rie  * a ta. | pm oe a se apy! a 
BO Oe re : 
Arn a ee Lo. Qe ee ; 
Nw api ry = Al ce La a a : 
Rs-0 sm - n< . a : va ~~ e ne Sa Fe: 
ap ne “ae _ ~~. 2 , .. oa a tN afi 54 
gn Th Fes one -T » = eee al " ys ~~ i . by 
poe EG 37 Fi. Xs . * 
i i . ‘ a al “ ws * ag aoe is - Nae - Bua: « 
eke n . ¥ » — ee ae io) ee 
eee ih Pa 
i. Peis: en m Bs was — - — = Dae = ‘" F <2 a a ae -— 1 § ‘+a a 
2 rs a Po SS . aoe —— + ad ~ r “2 q rag ~— & 7 Z ‘ , 
eee yr iis a Seattle — oe we. ‘ — - we 
a a : o™ ot as —— SS ee ca ne ee —— BE ‘i 7 
< : Ee —————— a = ER, 
* a 5 —~ Ee ——— Zs me, Ws 
ge a a aa a _ ia ome. ee ~~ — [a . ye : F? é si 
o> Wry = ao eb 
wy CC =... iii ; 
* w a¢ _ ( 1 Sr oe 4 enem 7 ! : 
; ” * a { Alia : 
+ ” ‘ ve, ee : = 7. - i Wey : 
Ath Foxe PS f ; 
oe Fi ips 3 
. . ’ oa iu 
get *» ‘ @ — »> . 4 ‘ 
. . : nas . 2 woy " 
ae oss “s oe ———e ' i 
| > * ~ ¥ ; a ' 
S ron wy oe ln v4 . —_ ; f 
a a ; 
' ~ boicy — ~~) 3 : 
¥ me ~ nie eae » —N Se a Se 
“Mustm tics. encom” =D igh Te, SS SEO eGl hog eh ee eS ig 
ge all > . ; HE ia ep 
Sei dihs ak set , | eee eye: Rees: ij amma | 
: ik a ee SO BS 
‘ ern "PSS. as eae roe 
ez . 1395 : : 
"5 i \ 
J hod 7 3 
"e coor, | | 
a r | 
ak rd aw) 
—_ id ~~ cage pet saotene 
i) 1 ae \ 
} 
7 
. 7 * ‘- 
a 
vy 
| a ee 
| 
) 
a . te “ ' a - ca — vas Spee es Se a 7 an Pc ‘nav o ole 3 eta . ot 7 ped Gy Tt rs oa Dale pa os) ‘ 


128 


Mie |Admon Scold AA on TV Editorial 


(Continued from Page 125) | 
| tournament ‘sponsored by a com- | 
| petitor. | 

“When the advertiser sponsors | 
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|\cast programs are properly a-func-| “We have been concerned by 
\tion of networks and stations, like|the fact that network executives 
‘editorial contents of magazines | have taken quality local program- 
‘which are a function of publish-|ming off the air and replaced it 

H. H. Kynett, Aitkin-Kynett Co.,| ers.” |with network offerings solely to i 
Philadelphia: “Your concept is | Will president of | gain a rating point or two.” 


® Other comments: 


Cc. Grant, 


‘his own show, he avoids these| worth serious consideration. But|Grant Advertising: ‘The question| Wilbur Van Sant, president, 
conflicts. You have the same/if we take the premise that pro-|is not who controls shows. It is|VanSant, Dugdale & Co., Balti- 
problem in the newspapers—one | gram content is the sole responsi- whether the entertainment por-|more: “If broadcasters will be as 
of our ads appeared next to a news| bility of the station and/or net-|tion of television may practice de-| jealous of their independence as 
|story about 14 people killed in an | work, then the independent or|ception upon the public. Toward | the newspaper and magazine pub- 
auto accident caused by a driver| associated producer must also be|that end, it is immaterial who | lishers are, radio-tv will best serve 


as seen by 


JOHN BURGOYNE & BILL MASTERSON 


|who had been drinking beer. My 


A gentleman, obviously not ac-| Plea to the newspaper was, run 
‘ ; re |the ad, but will you please put it 
quainted with the thinking) somewhere else in the paper? 


man’s filter, was recently taken | 

t a fins fe for fail-| s “On the other hand, some kinds 
© court by his ex-wie for fali-| of ty programs are particularly 
ing to keep up alimony pay- | suitable to the product. A brewer 
ments. The man’s explanation: ,can pick sports programs with} 


| large audiences of men in the age 
Cost of supporting wife No. 2|groups he is trying to reach. If 
and six children left him only | You. end this control, and let the | 
; stations and networks merely sell 
enough money to buy cigarettes. you spots, rotating them in cer- 
The court’s decision: Stop tain time periods, your advertising 
»,| may or may not be effective. 
smoking! And they said it couldn't “Even the newspapers give you 
be done! Yes friends, next time | S°™e control. You can buy posi- 
: tion on the sports pages, or in 
you want to give up the nasty other sections. 

cigarette habit, stop in at your, “I have the feeling that the 
favorite law office—and file suit! |;;7 neve Sn Wp Sie 
* thing beyond its true news value, 
to embarrass an important com- 
petitor. Television’s big problem 
|is not several rigged quiz shows. 
Much more serious is the socially 
undesirable story line—programs 
too heavily occupied with murder 
and crimes of violence. And I 
think the advertiser will be more 
sensitive to rising public indig- 
jnation about this, than will the 
|networks. It will hit the adver- 

tiser where it hurts.” 


on OF 
Sper Markt Shappors 
thet 
Liuping habia avd Udictuded 


® He maintained that magazines 
and newspapers are at least as 
bad, or worse than tv in “sinking 
to low moral planes. 

“Compare tv with what you see 
on a newsstand,” he said. “And 
don’t just look at Holiday and The 
Saturday Evening Post. Look at 


Rapared by 
BEN L. SCHAPKER 
Merchandising Director 
BURGOYNE GROCERY & DRUG INDEX, INC. 
GINCINNATI*+ CHICACO + PHILADELPHIA 


1959 


De Oh Se 


everything you can see_ there. 
Now which medium do you think 
sinks the lowest? 

“T’ll stack up the history of tel- 
evision with the history of news- 
paper publishing any day. How 


paigning—for our Sixth annual | does fraud in publishing compare 
with fraud in tv? One view among 


Survey be Super Market Shoppers. | some historians is that the Span- 
Here is a really penetrating |ish American war might not have 


Despite the fact that elections are 


now history, we’re still cam- 


subject to the program responsi- | perpetrates the deception. Correc- 
bility of the broadcaster. | tion lies in the enactment of regu- 
“The so-called program produc-| lations, providing for penalties for 
ers have yet to establish their | any parties who may be responsible 
value in providing proper pro-|for such deception—regardless of 
grams—indeed, their ideas all too | who they are.” 
frequently are mere imitations or| H. Jack Lang, president, Lang, 
re to appeal to the weaker | Fisher & Stashower, Cleveland: 
side of human nature. The lure|“To say that ‘control of broadcast ’ A 
of the ‘fast buck’ is rarely a build- Bs + So th should be removed from | going into the program business. 


the public and the advertisers.” 


James G. Cominos, vp of tv- 
radio programming, Needham, 
Louis & Brorby, Chicago: “We be- 
lieve that advertisers and their 
|agencies must stay in ‘show busi- 
iness’ for the good of all. This 
|doesn’t mean we (at NL&B) are 


study that gets right down | happened but for the editorial pol- 
. icies of one newspaper chain, 
where the “basket meets the | which aimed to build circulation.” 


check-out counter’’, when “at 
comes to developing the facts on 


Mrs. Shopper’s buying habits | 


and attitudes. We think youll | S THE OI. 


be interested in hearing the an- 
swers that 1,850 shoppers in five 
cities gave to questions concern- | 
ing store preference, influence | © { - 
of price, quality, store advertis- | 
ing, and so on. Order a copy | 
and see for yourself! | 
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S 
at 


jer of entertainment, information | advertisers and turned over com- 


or education. 

“To a somewhat lesser degree, 
the stations and networks are 
similarly culpable. I think that 


|the connection between the inde- 


pendent producer and network 
management is a sad reflection on 
the network. 

“What business (advertising is 
merely one phase of business) 
must develop is the sense of re- 


sponsibility to the community, al- | 


ways remembering that an adver- 
tiser or agent is a member of the 
community. I do not grasp how 
abstaining from television pro- 
duction, as you suggest, will en- 
large any sense of responsibility.” 

Charles H. Brower, president of 
Batten, Barton, Durstine & Os- 
born: 

“I look with suspicion on a 
‘magazine’ concept for tv—just as 
I would upon a ‘tv’ concept for 
magazines. Just as the Lord saw 
fit to make all animals different, 
I think that all media are sup- 
posed to be different. Why don’t 
we let evolution get on with it?” 

Young & Rubicam issued a state- 
ment, unsigned, about the AA edi- 
torial: 

“It is doubtful if advertisers, 
agencies and the FCC should be 
freed of all responsibility for pro- 
gramming. Rather than complete 
control in one set of hands there 
could be a sharing of responsibil- 
ities, a system of checks and bal- 
ances that requires responsibility 
from all of those concerned with 
television.” 

Walter Seiler, president, Cram- 
er-Krasselt Co., Milwaukee: 
years I have advocated that broad- 


“For | 


It means we are striving to work 
more closely with networks, pro- 
gram packagers and producers. 
That, I think, is the best way to 
develop tv programming, for... it 
is impossible for a network to own 
and produce all the programming 
on its schedule.” a 


|pletely to stations and networks’ 
jis an oversimplification of a com- 
plex problem. 

| “If by ‘control’ we mean ‘the 
last say,’ one must agree that the 
|networks should, and in fact, with 
|few exceptions, do have this pre- 
|rogative. If on the other hand, 
‘control’ implies that the adver- 
tiser and his agency should have 
no voice in the deliberations lead- 
ing to the final decision by the 
|network, we are on dangerous 
ground. 

“The advertiser through his 
agency cannot abdicate the re- 
sponsibility of using whatever in- 
fluence he can bring to bear to 
assure that a program is of the 
highest quality, in good taste and 
in no way offensive to any seg- 
ment of the listening public. 

“There is no need for a basic 
change in broadcast programming. 
We are now operating under a 
tripartite system of checks and 
balances, not altogether dissimilar 
to the principle that has worked 
so well in our federal government 
—with advertiser, agency and 
network participating together in 
the development of broadcast pro- 
grams, and the ‘final say’ resting 
with the network.” 

James L. Proebsting, board 
chairman, Roche, Rickerd & 
Cleary, Inc., Chicago: “Putting the 
entire responsibility for program- 
ming standards in the hands of 
stations and networks should help 
improve quality ... but only if the 
stations and networks themselves 
are equipped with the moral stam- 
ina to produce a quality product 
and sell it on that basis. 


A noted clergyman says: 


“Bloomington-Normal 
is Simply a 
Nice Place to Live 
—{deal for New Industry” 


“For more than 29 years I have 
been a resident of Bloomington- 
Normal, Illinois. The cultures 
provided by two universities, 
Illinois Wesleyan and Illinois 
State Normal University, the 
activity of business, and the 
wholesome balance of agricul- 
ture make this a strong com- 
munity. And the spiritual 
strength of our churches (58— 
representing 37 denominations) 
permeates all of life in these 
twin cities. 


| 


“We are glad that our chil- 
dren have been, and are being 


AILY 


MARION pOTeY tae 


Fhe Diet Solth: Shnpnis them ene Martie: Beebe. ing.) Pobre. awe Di Rok” 


| brought up in an environment 
| of spiritual, economic, and so- 
| cial stability. It is a great pleas- 
ure to recommend ‘his commu- 
nity as a ‘home town.’ It is an 
| ideal spot.” 
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Harold R. Martin 


MINISTER 
Second Presbyterian Church 
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We'll send 1 | 
your 959 Super Market Sim ac t! 
Survey—post paid—for one-| | oe 
dollar clipped to your letterhead | bod CONCLUSION: Rees 
Depth bee, oomington- 
and — to the address below. | pel ase Aa. No oil-industry schedule is complete which doesn’t take advan- pesky by The 
Don’t wait another day before | ‘ —— or tage of the unmatched OIL DAILY combination: Regular issues Pantagraph — the 


newspaper with 


for consistent coverage of the top-influence men of petroleum; the 2nd largest 


meeting-distributed issues for bull’s-eye coverage of selected 


a groups. Be sure to get the latest facts before finalizing your 
— Rebounas 1960 schedule. 
| 


« i onl mi se saan Oe ie : 
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TH O 59 E. Van Buren St., Chicago 5 * 70 €. 
45th St.. New York 17 © 329 National 
Press Bldg., Washington 4 * 2102 Jack- 
E IL A I LY son St., Dallas 1 * 318 Oil & Gas Bidg., 


Houston 2 ¢ 125 W. Third St., Tulsa 3 ¢ 
THE NATIONAL NEWSPAPER OF PETROLEUM 416 W. Eighth Street, los Angeles 15 
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arming yourself with the ar- 
senal of facts contained in this 
study. 


evening circula- 
tion in Illinois. 


me; 
BLOOMINGTON-NORMAL, ILLINOIS 


FULL COLOR 


NOW AVAILABLE 


Represented by Gilman, Nicoll & Ruthmar 
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Advertising Age, November 23, 1959 


TV's Tricks 


—Are They Too Tricky? 


(Continued from Page 2) 
mercials may be comparing the 
advertised brand with a vastly in- 
ferior product. This, of course, is 
not deception, but the value of a 
comparative analysis where one 
of the factors is an unknown 
quantity is questionable. 

Often certain things must be 
done to foods in order to save 
expensive production time or to 
compensate for limitations of stu- 
dio facilities and camera distor- 
tions. A busy studio, for example, 
can’t take three or four hours to 
roast a beef. What it might do 
instead is singe the meat over a 
flame and then rub it with oil to 
give it a nice, juicy effect. The 
natural juices, in fact, do not 
reflect the light very well. 

It’s difficult to show a cup of 
piping hot coffee, because the 
camera does not readily pick up 
the steam under intense lighting. 
Sometimes dry ice is put into the 
coffee to show “steam,” or a lit 
cigaret is placed behind the coffee 
cup. If coffee does not show up 
dark enough on camera, a dye may 
be added to give it a deeper more 
natural color. An aniline dye may 
be used with instant coffee to 
“kill” the foam that arises when 
water is poured into the coffee 
powder. 

Color additives are used in 
many other foods, too. Cola drinks, 
which may look a little pale under 
the bright lights, are sometimes 
spiked with a dye. A green dye 
might be used in a cake mix to 
give it a mocha look. 


s Many tricks are done with beer 
to give it a big head. A good head 
can be achieved by using warm 
beer, but even then it can go flat 
under the lights. A beer glass may 
be coated with soap for a heady 
effect. Even such things as Alka- 
Seltzer are added for fizz. 

People around a tv studio are 
often warned not to eat the prod- 
ucts being used in the commer- 
cials. A luscious looking gelatin 
dessert, for example, may have 
been sprayed with plastic because 
gelatin reflects too much light. 
Cakes are sometimes cut ahead of 
time and then “glued” back to- 
gether so that too many crumbs 
won’t be shown when it is “cut” 
on camera. 

The seasons also have their ef- 
fect on commercial production. A 
producer can’t always find a peach 
tree when he needs one for a 


commercial setting, so he must | 


“plant” his own, by tacking 
peaches to another kind of tree. 

In many of the hair permanent 
and shampoo commercials, the 
“after” shot is taken first. The 
model comes to the studio with 
her hair nicely arranged for the 
first shot. Then her coif is un- 
ruffled, sometimes with excessive 
hair sprays, and the “before” pic- 
ture is shot. 


= Many things may be done to 
revamp packages. Small writing is 
occasionally blanked out, particu- 
larly with small drug products, to 
simplify labels. Color compensa- 
tion is also important with pack- 
aging. For example, reds may 
appear too black, so a cert4in 
amount of retouching is done. 

Reflection, or a lack of it, cre- 
ates many problems for producers 
and compensations must be made. 
Metals such as aluminum or silver 
may look too black because of 
their highly reflective qualities, so 
various types of reflective or 
“bounce” lights are used to over- 
come this. 

Watches, on the other hand, are 
“made up” with heavy quantities 
of jewelers’ rouge to give them a 
highly polished look. Additional 


of Trade 


| glitter may be added by shooting 
|them in a “tent,” which is an 
|aluminum foil lined square about 
| two feet by two feet. 
| Automobile tires are sometimes 
| doctored with castor oil to give 
|them a high gloss. And wind- 
|shields which reflect too much 
| light can be compensated for by a 
special Polaroid camera. By rotat- 
|ing the film, cameramen can get 
rid of “hot spots” or glares. Special 
|lighting is used to show a high 
| Sheen in linoleum cleaning or 
| waxing commercials. 


|™ Tv production crews have bor- 
|rowed heavily from Hollywood’s 
| experience. One gimmick picked up | 
|from filmland is the old reverse 
|film technique. To show a car 
| stop a hair’s breadth away from a 
wall, for example, the car is shot 
about an inch from the wall and | 
then quickly driven backward. The | 
| film is then shown in reverse. The | 
| reverse film technique also is used 


|to demonstrate parking ease. + 


FTC Hits Colgate 
Ads Claiming 
Gardol ‘Shield’ 


(Continued from Page 1) 

was from the brushing. In 1952 a 
cease and desist order was issued 
against the maker of Forhans, Zo-| 
nite Products Corp., New York, 
and its agency, Erwin, Wasey & Co. 

Last year a House subcommittee 
under Rep. John Blatnik (D., 
Minn.) charged FTC “is not dis-| 
charging its statutory responsibili- 
ties to halt or prevent deception in 
the advertising of dentifrices.” 

The charge was made after for- 
|mer FTC chairman John Gwynne 
‘and other FTC officials protested 
they lacked sufficient evidence. 


|a Chairman Gwynne was called 


after witnesses from American 
Dental Assn. ran down the list of} 
leading dentifrice campaigns and 
| lashed out at the industry’s favor- 
|ite claims—that dentifrices stop 
|tooth decay, eliminate bad breath 
and do the job with once-a-day 
brushing. Campaigns covered by 
dental association testimony in- 
| cluded Colgate-Palmolive, for 
|Brisk and Colgate with Gardol; 
Procter & Gamble, for Crest and 
Gleem with GL-70; Lever Bros. 
for Stripe and Pepsodent with 
Irium; and Bristol-Myers for Ipana 
with WD-9. # 


| 


Rheinstrom Leaves 
AAL to Rejoin JWT 


(Continued from Page 1) 
C. R. Smith, president of American, 
remained at Lennen & Newell as 
a senior vp. Mr. Rheinstrom con- 
ceded at the time that the switch 
had nothing to do with the quality 
of L&N advertising. 

Mr. Rheinstrom, who prior to 
1947 had put in 18 years with 
American, returns to Thompson 
with “major account management 
| responsibilities.” He was formerly 
|a JWT “backstop” on Eastman Ko- 
dak. # 


Newhouse, Curtis Deny Report 

S. I. Newhouse Sr. and Curtis 
Publishing Co. have denied reports 
|\that Mr. Newhouse was acquiring 
Curtis. Mr. Newhouse said there 
have been no _ negotiations and | 
none are pending with Curtis) 
about such a purchase. Curtis also | 
|said the Newhouse group is not| 
| buying the company. 


|dividuals in Congress condemn | 


Last Minute News Flashes 
Richards Adds $1,000,000 in National Distillers Billing 


New York, Nov. 20—Alynn Shilling, vp and director of advertising, 
National Distillers Products, confirmed today that the company will 
move all of its brands at Lennen & Newell to Fletcher Richards, Calkins 
& Holden early in 1960 (AA, Nov. 9). Billings on the L&N brands are 
estimated at about $1,000,000; probably will be increased next year. 


Goebel Brewing President, Marketing VP Resign 

Detroit, Nov. 20—Leroy J. Wallace, president, and N. W. Calkins, 
vp and marketing director, of Goebel Brewing Co. have resigned from 
the brewery. E. A. Garcia, a regional sales manager for P. Ballantine & 
Sons, reportedly will join Goebel as general sales manager. Arnold 
C. Graham Jr., former director of advertising and sales promotion, 
left Goebel several weeks ago to join Carling Brewing Co. as assistant 
to the vp for national media planning (AA, Nov. 9). 


Ream to Head New CBS Practices Office 


New York, Nov. 20—CBS has appointed Joseph H. Ream, vp in 
charge of its Washington office, to head up its new program practices 
office in New York. Edmund C. Bunker, Washington sales vp, suc- 
ceeds Mr. Ream in the Washington post. 


DRG Names Wescott-Frye; Other Late News 


e Denver & Rio Grande Western Railroad, Denver, has switched 
its advertising account from Ball & Davidson to Wescott-Frye & As- 
sociates, making the agency move with the account executive, Malcom 
F. Sills, son of Carlton T. Sills, advertising and publicity manager of 
the railroad. Ball & Davidson held the account five years. Mr. Sills has 
become a partner in Wescott-Frye. 


e Walter R. Ceperly, exec vp in charge of client services, Fuller & 
Smith & Ross, Chicago, and a director of F&S&R, has resigned to 
join Waldie & Briggs, Chicago, as vp in charge of creative services. 


e Pepsi-Cola Bottling Co. of Los Angeles has appointed Young & 
Rubicam as agency for Pepsi-Cola, Hires root beer and Bireley’s fruit- 
flavored drinks, effective Jan. 1. The account reportedly bills well in 
excess of $1,000,000. Y&R has been handling the Bireley’s franchise 
advertising since 1943; Donahue & Coe has handled Pepsi, and Cole, 
Fischer, Rogow has been the Hires agency, both since July, 1958. 


e Life, The Saturday Evening Post and Holiday were the big winners 
in the Mid-America Periodical Distributors’ Assn.’s Maggie awards for 
editorial features. Life won three (entertainment, home service and 
news). SEP won two (creative spirit, public service). Holiday also won 
two (creative spirit, personalities). 


e Prairie Farmer Publishing Co., publisher of Prairie Farmer, Wal- 
laces Farmer and Wisconsin Agriculturist and owner of 50% interest in 
WLS, Chicago, is being purchased by American Broadcasting-Para- 
mount Theaters. AB-PT already owns the other 50% of WLS. 


e Puck—the Comic Weekly will shift its advertising from Charles W. 
Hoyt Co., New York, to Manchester & Kreer, Chicago, effective Jan. 15. 


e Frederick A. Mitchell has resigned as vp and manager of the New 
York office of Needham, Louis & Brorby, effective Nov. 30. He said 
the resignation stems from “basic differences of opinion on how the 
New York office of a Chicago-based agency should be run.” 


e A combined Oregon Journal and Oregonian is continuing to roll off 
the Oregonian’s presses, despite a strike of stereotypers that began Nov. 
10. Non-union executives and employes of the two newspapers are put- 
ting out the combined daily. Meanwhile in Boston, an eight-day strike 
against six Boston newspapers ended Nov. 13. 


Let Code Board 
Bp . 
review All TV over 1958. Of the total, $773,000,- 
i | 000 will be in network billings and 
$464,000,000 i ti ] d - 
Ads, Clipp Urges |:2°.%.n_nations! a" 


| He also revealed that a budget 

(Continued from Page 1) {of $1,050,000 for TvB in 1960 has 

symbol which can be a standard| been approved by the board. This 

of acceptance to both buyers and| will include an increase of 30% in 
sellers.” the research appropriation. 


|of audience research,” he _ said. 

Norman E. (Pete) Cash, presi- 
|dent of TvB, reported that televi- 
|}sion revenues in 1959 will exceed 
| $1.5 billion, an increase of 12% 


s Arthur C. Neilsen Sr., chairman|® Unveiled at the meeting was 
of A. C. Nielsen Co., used the oc- | TVB’s new slide-film presentation, 
casion of the TvB meeting to an-|“The Exponential,” produced by 
swer “vicious and unjustified at- | George G. Huntington, vp and gen- 
tacks made on Nielsen broadcast @™@! manager of TvB. 

audience measurements based up-| _ Otto P. Brandt, KING-TV, Seat- 


/on complete lack of knowledge of | tle, was elected chairman of the 


board of TvB, 
succeeding Rog- 
er W. Clipp, 
WFIL-TY, 
Philadel- 
phia. Glenn 
Marshall Jr., 
WJXT, Jack- 
sonville, was re- 
elected to the 
board and elect- 
ed secretary to 
succeed Mr. 
Brandt. New 


audience measurements or even an 
inclination to learn what our busi- 
ness is all about.” 

Apparently referring to a report 
that Congress was preparing to re- 
open investigations of rating serv- 
ices—based on information of ‘“‘pos- 
sible circulation misrepresentation | 
and inconsistencies” (see story on | 
FCC elsewhere on Page 1)— 
Mr. Nielsen said: “Outspoken in- 


sampling in tv research and yet! 
base important decisions on gov-| 
ernment statistics produced by board members 
these very same sampling meth- elected are Gor- 
ods.” don Gray, WKTV, Utica; Clair Mc- 

|Collough, WGAL-TV, Lancaster, 
= Mr. Nielsen did, however, chide|Pa.; Richard Borel, WBNS-TV, 
some broadcasters for misusing|Columbus, O.; John Murphy, 
audience research data. “Since tv| WLW-T, Cincinnati, and Donald 
is highly competitive, it is not sur- | Kearney, Corinthian Broadcasting 
prising there is occasional misuse |Co. # 


Otto P. Brandt 
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TV Showmanship 
Can't Add New 
Qualities: FTC 


(Continued from Page 1) 
the Federal Trade Commission 
would have no reason to com- 
plain. 

“Obviously, we recognize that 
it is impossible to photograph ice 
cream properly under hot lights. 
If you have to use shaving cream 
to get the kind of a head which 
is normal on a glass of beer, this 
probably would not represent a 
material deception unless, of 
course, it was carried beyond a 
reasonable point. If a glass goblet 
glistens too much, we still aren’t 
likely to be alarmed.” 

In the L-O-F and GM case, 
he said, the complaint contends 
that something other than true 
life results were achieved with 
the props and trick photography. 

“Here, we charge, the tricks re- 
sulted in a commercial where 
L-O-F safety plate glass looked 
better than it is, and safety sheet 
glass of competing manufacturers 
looked worse.” 

In defining the danger point, 
where props are used, he agreed 
it could be put this way: Show- 
manship and props are all right 
unless they are used to impart 
qualities which are not in the 
product. 


# A second major transgression, 
also exemplified in the L-O-F 
and GM complaint, occurs where 
props are usec to make disparag- 
ing comparisons with competing 
products. 

FTC history shows that in prac- 
tice, the deceptive comparison cases 
are undoubtedly the most danger- 
ous so far as the advertiser is con- 
cerned. 

Where the case merely involved 
a questionable claim for the prod- 
uct, FTC is frequently hard put to 
it to obtain testimony which can 
be used to establish a court-proof 
case. 

But where deceptive compari- 
sons are made, competitors are 
quick to come forward to volun- 
teer their assistance. Often they 
alert the commission to an ad even 
| before it is spotted by the com- 
mission’s monitors. Moreover, they 
generally make available research 
information and experts who will 
provide the kind of testimony the 
commission needs, 


s Although FTC’s internal prep- 
arations for the tv cleanup are 
already well advanced, Chairman 
Kintner emphasizes that this will 
be no “one night stand,” as far 
as he is concerned. 

On Monday he met privately 
with top officials of the Assn. of 
National Advertisers to consider 
the scope of tv’s problems and to 
determine how the industry and 
the commission could cooperate. 

“IT reminded them,” he said, 
“that the industry’s stake in this 
goes far beyond the elimination 
of illegal commercials, and that, 
in fact, it goes even beyond the 
elimination of irritating commer- 
cials—the kind I describe as danc- 
ing on the edge of the law. 

“The advertisers had better re- 
member that their names are 
linked with the programs that are 
on television. Completely apart 
from the commercials, they ought 
to be asking themselves if the kind 
of programming that television is 
supplying today is the kind of pro- 
gramming they want themselves 
to be identified with.” # 


Railton-Jones Joins Gore 

Roger Railton-Jones, formerly 
with Caples Co., has joined Chester 
Gore Co., New York, as an account 
executive on J. S. Inskip and 


Carillon Importers. 
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Control by Nets — 
Won't Cure TV's 


Ills, Clyne Says | 


(Continued from Page 2) 
of double spotting between pro- | 
grams. He proposed that 20-second | 
breaks between programs should | 
be restricted to a single product. | 
e The question of good taste. | 
“There are a lot of commercials in| 
extremely bad taste that are going | 
into the living room,” he asserted. 
He advised stations and networks 
to set up the necessary standards | 
of practices and “to make them | 
stick.” Mr, Clyne put the number | 
of “so-called deceptive’ commer- 
cials at a “small percentage,” but 
he said those on the air should be | 
eliminated. 

e Free plugs. “The extraneous | 
plugs that are all cver the air 
should be knocked out,” he said, | 
because they are wrong on two! 
counts: (1) They make for added 
commercial time against enter- | 
tainment time and (2) time is be- | 
ing sub-contracted, which is 
against all ethical practices. 

e Circulation research. He de- 
plored the fact that there are four | 
or five services presenting differ- 
ent kinds of findings that are 
confusing to decision makers in 
the business, as well as to report- 
ers and viewers. A great deal 
more money may have to be spent 
on research, he suggested. 


@ Mr. Clyne defended tv’s over-all 
programming record and said that 
there is some “necessary medioc- 
rity” because of the tremendous 
number of hours that must be 
filled. 

The McCann vp entered a 
“strong opposing point of view” to 
those who would have U. S. tv 
programming controlled complete- 
ly by the networks—‘as in Britain, 
with the announcements thrown 
in.” He suggested that Critic John 
Crosby, the trade press and others 
making this recommendation 
should look at the situation more 
carefully before pontificating. 

Already 30% of all programs 
are completely network controlled 
and presented much as they are 
under the British system. Another 
40%, made up of alternate-week 
sponsored shows, is controlled by 
the networks through ownership 
or partial ownership. This leaves 
only about 30% wherein the 
“sponsor has the right to put in 
completely what he wants,” Mr. 
Clyne said, # 


Magazines, TV 
Can Work Together, 
Macfadden Reports 


Cuicaco, Nov. 18—Macfadden 
Publications and its True Story 
Women’s Group kicked off a new 
presentation for advertisers here 
this week, based on an extensive 
study of wage earner families by 
Social Research Inc., which con- 
ducted interviews with 900 “blue 
collar” housewives. 

One of the new approaches to the 
sales story of family behavior mag- 
azines addressed to the wage-earn- 
er market is the suggestion that 
they complement tv, and can be 
used to advantage in combination 
with the electronic medium. 

Dr. Burleigh Gardner, head of 
Social Research Inc., is quoted in 
the presentation as saying that the 
impact of tv and magazines in the 
wage-earner field is different. It 
is explained that many blue-collar 
wives fail to identify with tv pro- 
gram situations and commercials, 
and that they regard the printed 
word as more authoritative and 
reliable. Magazine color also helps 
to increase acceptance. # | 
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‘ Hospital-Surgical Plan ~~ 
open for enrollment until December 8 
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FIRST TIME—Continental Casualty Co., Chicago, will use national me- 

dia for the first time with this spread in the Nov. 28 issue of The 

Saturday Evening Post. The spread, via the Post’s Select-A-Market 

plan, will appear in all editions but will use three different coupons 

in various areas. Continental has scheduled ads also in Life, Look 

and in 28 newspapers in eastern states. George H. Hartman Co., Chi- 
cago, is the agency. 


Give Networks 
Full TV Control, 


Brophy Urges 


(Continued from Page 2) 
shows, but the contents of com- 
mercials as well, or the “great 
American conscience will some 


day rise up and we will be obliged | 


to suffer the consequences.” 

He said advertisers and agencies 
should submit willingly, and help 
to bring about network control. 
“For all practical purposes, media 
have in the past policed the ad- 
vertising business,” he said, point- 
ing to advertising restrictions by 
newspapers and magazines. 


s “The networks should exercise 
the same kind of controls over the 
content of commercials that the 
better magazines and newspapers 
do.” 

He urged complete divorcement 
of advertisers from tv’s editorial 
content. “Advertisers and agencies 
are simply not qualified, indeed 
have no right to really dictate 
what goes on tv today.” 

Pointing out that advertising 
people have a responsibility “tran- 
scending the commercial purposes 
of tv,” Mr. Brophy asked: “Have 
we really matured in this busi- 
ness?” Advertising is not a profes- 
sion, he added, “but we are pro- 
fessional men and we should have 
an internal means of control and 
regulation as do lawyers, account- 
ants, doctors and stock exchange 
brokers. 

“They don’t depend on govern- 
ment; they do their own policing.” 


= Mr. Motley, the peppery pub- 
lisher of Parade, who has never 
been known for his silence on 
most any issue, asked the AFA 
group: “Why should we try to 
conceal the shortcomings, the 
difficulties and the problems?” 
Straightening out the tv business 
is a matter for articulate individ- 
uals, big and small, raising their 
voices in protest, he said. 

“This isn’t going to be solved by 
associations. Nobody is going to 
tell me that we can pass some 
laws or codes and then everything 
is going to be all right with ad- 
vertising.”’ 


s He foresaw “tragic” legislation 
“if the greedy and the hungry and 
the thoughtless insist on the so- 
called ethics of the marketplace” 
and individuals don’t react and 
publicly criticize. He felt that the 
current television scandals would 
ultimately have a wholesome ef- 


fect on all advertising and sell- 
ing. + 


‘Sweeney Washes 
‘Radio’s Hands of 
TV Quiz Opprobrium 


(Continued from Page 2) 
under-the-table payments to disc 
jockeys to push certain records 
reflects a total lack of understand- 
ing of how radio has changed in 
the past five years. Management 
programs the music in radio, just 
| as it programs the news. There are 
most certainly some payments 
made to individuals to push cer- 
tain records, but it doesn’t repre- 
sent 1/100th of 1% of the music 
played in the metropolitan markets 
where music’s popularity is made. 


a “We sympathize with the hun- 
dreds of legitimate operators in 
television who are being crucified 
by the headlines. But, let it be said 
again, radio isn’t television and has 
few common problems with tele- 
vision. Our medium is being run by 
the licensees, not by advertisers, 
the agencies, the program packag- 
ers or the gimmick artists. And our 
standards of content, editorial and 
advertising are at least as good as 
any other advertising medium, and 
a whole lot better than most.” 

Then came a reference, without 
mentioning the speaker by name, 
to a speech made Wednesday in 
Los Angeles by Harold Fellows, 
president of the National Assn. of 
Broadcasters. 


a Mr. Sweeney said, “One of the 
statesmen in our business made a 
statement in Los Angeles Monday 
which I cannot believe he seriously 
means. He said the entire broad- 
cast industry must assume respon- 
sibility for the quiz scandals be- 
cause of the ‘very terms of the 
license under which it operates.’ I 
cannot imagine any radio station 
assuming any of the responsibility 
for this scandal. Radio runs a tidy 
household, and we certainly are not 
to blame for the dust that’s under 
tv’s carpet.” 

Mr. Sweeney said criticism of 
television had now reached absurd 
proportions, with an entire indus- 
try being pilloried “because of 
what a handful of swindlers and 
crooks were able to do.” # 


GM Signs Danny Kaye for TV 
General Motors Corp. has signed 
the exclusive service of Danny 
Kaye on television for a three-year 
period, to appear once each year on 
a full hour show, starting in the 
fall of 1960. It will be Kaye’s debut 
on tv, except for appearances for 


fare agency program. Network and 
date of his show will be announced 
later. General Motors did not re- 
veal the cost of the contract with 
Mr. Kaye. 


Advertising Age, November 23, 1959 


most noticeable to observers—the 
solid Saturday night of shoot-em- 
|ups, for example—is hampered by 
|a “locked-in schedule.” This means 
that major schedule overhauling 
will probably not take place until 
the season ends next spring. 

In the interim, there may be 
such corrective “program balance” 
measures as stepping up the sched- 
ule for the “CBS Reports” series; 
| these areas. scheduling of guests with some- 
| However, something of the di-| thing to say (rather than just show 
| rection to be taken in the scrutiny | business figures with something to 
was revealed to ADVERTISING AGE | plug) on “Person to Person’; more 
by Mr. Aubrey. He said the net-|pre-emptions in choice time periods 
work is concerned not so much |tfor news and public affairs specials, 
about the content of commercials,| and re-scheduling of some public 
where responsible advertisers and|information programs in better 
agencies can be relied upon to| time periods. 
maintain generally good standards, 
as with the placement of commer- 
cials. 


Aubrey Tells CB 
Moves to Regain 
Public Confidence 


(Continued from Page 2) 


# Most of the Aubrey memo was 
devoted to setting down the ground 
|rules for the program reform 
® The placement of commercials|measures announced earlier this 
and the number of program inter-|month by Frank Stanton, presi- 
ruptions have caused the greatest | dent of CBS. The effective date of 
amount of criticism and irritation | the new regulations is Dec. 15. 
on the part of the public, he added.| Among the subjects covered: 
__ The handling of billboard open- | e Games and Contests. Big prize 
ng announcements for meaaerantded C3 money games and contests are 
was cited as an example of an | banned. For the games and audi- 
abuse that has been permitted to} participation shows with 


aoe . | ence 
develop. Originally these opening) small enough stakes to be accepta- 
ble, “any element of preparation 


sponsor credits said merely that 


such-and-such company or prod- 
uct was presenting the show. But 
nowadays they frequently include 
a selling line for one or more 
products as well. To viewers this 
makes the opening billboard a 
commercial, and they resent it 
when it is closely followed by the 
so-called opening commercial, Mr. 
Aubrey explained. 

Remedies under consideration 
for this abuse are two: (1) Re- 
striction of the opening billboard 
to the mention of the name of the 
sponsoring company or product or 
(2) if a sponsor prefers to retain 
this opening sales slogan as a part 
of the billboard, it will be sub- 
tracted from his total commercial 
time allotment for the program. 


= Mr. Aubrey is convinced that 
the existing standards set forth in 
the codes of the tv and advertis- 
ing industries are strong enough 
to meet the current problems if 
they are observed strictly, in spirit 
as well as in letter. 

“As to the questions of good 


/or rehearsal of the contestants or 
|panelists which affects the play- 
|ing or outcome of the game, or 
the stated or implied spontane- 
|ity with which the game is played, 
|must be disclosed...” and “Games 
~ contests which use contestants 
| selected from the studio audience 
|must disclose the basis for selec- 
| tion of such participants.” 


e Interviews and Discussions— 
“To the extent that any interview 
which purports to be spontaneous 
is not, that fact must be ade- 
quately disclosed. Regarding such 
interviews, any editing, prepara- 
'tion or rehearsal (other than re- 
|hearsal of physical position and 
movement on camera) must be 
indicated.” 


e Announcements of prerecording. 
“When a performance, or any 
part of it, is in any way prere- 
corded—whether on film or tape— 
that fact must be disclosed by an 
| announcement at the beginning or 
{end of the program.” When lip- 
|syne to a record is used, the au- 


taste, advertisers and agencies can | dience must be told. The phrase 
interpret that just as well as WE | “Jive on tape” is verboten. 

can,” Mr. Aubrey said, in explain- | 

ing why he is not worried about | ® Canned laughter and applause. 
this area. “They have seen the | As set forth here, this rule does 
storm warnings too. And I can’t|not seem to be an outright ban, 
imagine their not having the good | aS originally interpreted from the 


charity on a United Nations wel-|. 


judgment” to take whatever ac- 
tion is required. 

And what about the question of 
program balance? What changes | 
are being contemplated here? 

When CBS-TV released its memo | 
to the press, some writers inter-| 
preted it as a hint that the network 
was considering switching to a 
“magazine concept” plan of oper- 
ation. 


es Mr. Aubrey said CBS has no 
intention of switching to a “maga- 
azine concept” plan of selling. 

He disagreed with the ApvER- 
TISING AGE editorial that recom- 
mended that advertisers divorce | 
themselves from tv show business. 

“This overlooks the fact that 
many advertisers are most in- 
terested in the type of image they 
present to the public, and they | 
want the type of program that| 
will do it best,” Mr. Aubrey as- 
serted. “There are a few adver- 
tisers who take advantage of the| 
economic situation, and we’ve| 
been guilty of allowing them, at 
times, to dictate to us, or to cut 
corners on good taste and on their 
allowance of commercial time in 
programming.” 


® As to what CBS calls the larger 
problem of program balance, the 
network is taking a “hard look at 
the situation.” But efforts at ad- 


justment where the imbalance is 


Stanton edict. “Whenever arti- 
ficial laughter or applause is em- 
ployed in any degree, that fact 
must be clearly disclosed,” the 
Aubrey memo said. “In addition, 
the use of artificial laughter and 
applause must be subject to, and 
limited by, the basic consideration 
of good taste and moderation.” + 


Curtis Names Mitchell 
‘American Home’ Publisher 

E. Kent Mitchell, vp of Curtis 
Publishing Co., has been named 
publisher of American Home. Mr. 
Mitchell has represented Curtis in- 
terests since 
Curtis acquired 
American 
Home Magazine 
Corp. in April, 
1958. W. H. Eat- 
on, former pub- 
lisher and board 
chairman, be- 
comes a con- 
sultant to Mr. 
Mitchell. John 
J. Veronis, ad 
director of the 
Magazine, be- 
comes a vp of Curtis and continues 
as ad director. 

Curtis president Robert E. Mac- 
Neal also announced that, effec- 
tive with the December issue, the 
magazine will be operated as a di- 
vision of Curtis Publishing, pub- 
lished by Curtis. 


E. Kent Mitchell 
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Merkle 


Blackburn Ruegg 


FREQUENCY FRIENDS—Present at the Los Angeles regional meeting of the National Assn. 
of Broadcasters were Joseph Merkle, ABC-TV, New York; Leon M. Nowell, KTVK, 
Phoenix; James W. Blackburn, Blackburn & Co., Washington; Charles Rogers, KFBI, 


Simon Lisser McAndrews Webster 


Wichita; Fred Ruegg, KNX, Los Angeles; Louis J. Simon, KPIX, San Francisco; Alan 


Lisser and Robert McAndrews, KBIG, Hollywood and Catalina, and Maurice Webster, 
KCBS, San Francisco. 


-_ 


Browning Urges 
More, Better Data 
on R.0.P. Color 


(Continued from Page 3) 
have their facts straight on color” 
and said they devote their sales 
calls to knocking competitive news- 
papers and reciting statistics on 
“circulation, linage and other data 
which we already know or can 
look up easily.” 


s “We would love to have a news- 
paper representative who is com- 
pletely informed on r.o.p. color sit 
down with us, discuss our prob- 
lems and tell us how to use color 
properly on a national scale,” Mr. 
Browning said. 

The Quaker Oats executive said 
he would like to see a representa- 
tive group organized which would 
sell nothing but color. He also 
urged that each representative 
have at least one man on its staff 
who is an expert in the r.o.p. color 
field. 

Mr. Browning showed the audi- 
ence two r.o.p. color ads—the only 
two run by Quaker this year. He 
said Quaker has experienced a 
21% sales gain on one ad and an 


mowers run by a small Appleton 
jewelry store sold 450 power mow- 
ers, for a gross sales volume of 
$22,500. One ad ran May 2 and the 
other Aug. 27. An Appleton Ford 
dealer sold $100,000 worth of new 
cars during the week that followed 
his running of a two-color ad, Mr. 
Arthur said. 


s Standard Oil Co. (Indiana) will 
}invest $1,200,000 in 1960 in r.o.p. 
color advertising, according to 
Wesley I. Nunn, advertising man- 
ager. 

While praising r.o.p. color as an 
effective ad medium for Standard 
Oil, Mr. Nunn said he thinks some 
newspapers still charge too high a 
premium for color. 

An ad that ran May 4 in the 
Chicago Tribune set a Standard 
Oil record for readership scores, 
Mr. Nunn said. The ad, he said, 
was read in whole or part by 73% 
of the men and 53% of the women. 


s Newspaper salesmen should sell 
advertisers on how well they can 
merchandise products at the retail 
level, according to Ted Gomolak, 
director of advertising, American 
Sheep Producers Council, Denver. 

Charging that “nine out of ten 
newspaper salesmen haven’t yet 
discovered what their most im- 
| portant sales point is,” Mr. Gomo- 
|lak suggested that the “advertiser 


two r.o.p. color ads for power lawn 


Harried Broadcasters 
Rally Around Codes 


(Continued from Page 2) 
flanked by the full tv code review 
board: Mrs. Scott Bullitt, KING- 
TV, Seattle; Joseph Herold, KBTV, 
Denver; Gaines Kelley, WFMY-TYV, 
Greensboro, N.C., and E. K. Hart- 
enbower, KCMO-TV, Kansas City. 

He reemphasized the unanimity 
of the board, its commercial out- 
look (‘‘We are a slice of you—we 
are all business men’), and the 
fact that only the television board 
of NAB—an elected body—could 
revoke the seal of a station. 


s He then disclosed that a closed 
circuit appeal was being made by 
the code review board to television 
stations not now subscribing, that 
the presentation had been taped 
yesterday and that it would be 
broadcast tomorrow by the three 
networks to their affiliates. 

The crux of the problem, he 
said, is, ‘‘Who is in control of what 
goes on the air?” And he gave his 
answer: “You and you alone are 
| the final sole determinant of what 
goes over your facilities.” 

He again traced the activities 
oe the code board, stressing (1) 
monitoring, (2) the opening of a 


11% sales increase on the other.|is interested in one thing—the | Hollywood office to simplify the 


He hinted that the company would 


devote much more of its ad budget | discuss with him—and that’s the | material and (3) the need for pro- | 


most important thing you can 


|preparation of acceptable film 


to r.o.p. color if the medium were | handling of his product at the /motion of the seal. 


sold properly. 


= Laurence T. Knott, vp of the 
newspaper division of Field Enter- 
prises, publisher of the Chicago 
Sun-Times and Chicago Daily 
News, charged that some news- 
paper publishers have lost ad 
revenue to other media because 
they failed to offer r.o.p. color to 
advertisers. 

“There are still too many pub- 
lishers and newspaper executives 
who think that r.o.p. color is not a 
necessary part of their daily oper- 
ations just because b&w was good 
enough for their fathers and 
grandfathers,” Mr. Knott said. 

“What they fail to realize is that 
there are many advertisers who no 
longer want to buy b&w news- 
paper advertisements. By not 
keeping up with the modern trend, 
they lose all of the revenue from 
this type of advertiser and force 
him to spend his advertising dol- 
lars in other media.” 


s Anr.o.p. color conference spon- 
sored last year by the Post Cres- 
cent, Appleton, Wis., resulted in 
increased color linage, according 
to Glenn Arthur, advertising man- 
ager of the newspaper. 

Color linage increased more than 
50% during the past 12 months as 
compared with a similar period a 
year ago, he said. R.o.p. color reve- 
nues showed a 121% gain over the 
past year, he added, and said that 
color rates had gone up just before 
the color forum was held. 

Mr. Arthur also reported that 


| retail level.” 

| He urged newspaper salesmen 
| to tell the advertiser “how you can 
assist him in merchandising that 
ad to the trade.” 


a Arthur Dunn, production man- 
ager of Fitzgerald Advertising 
Agency, New Orleans, urged news- 
|paper publishers to give much 
more attention to the matter of 
checking copies of r.o.p. color ads. 

He pointed out that agencies, in 
many cases, will not approve bad 
checking copies and such a situa- 
tion could result in the canceling 
of an r.o.p. color schedule. 


s Success stories of r.o.p. color ads 
were told by Walter Kurz, adver- 
tising manager of the Chicago 
Tribune, and Robert Blegen, vp 
and account group supervisor, 
Campbell-Mithun. 

Eversweet chilled orange juice, 
Mr. Kurz said, used 18,360 lines of 
color in Chicago in 1958 and the 
first nine months of this year and 
“succeeded in doubling the aver- 
age family purchase of chilled 
orange juice.” 

Mr. Blegen said Kroger doubled 
beef sales during a week in which 
both r.o.p. color and a b&w ad ran, 


sales were 28% ahead of those in 
the four weeks preceding the ad. 

Both ads carried coupons, and 
Mr. Blegen asserted that the cou- 
pons in the color ad outpulled the 
b&w coupons by 40%. # 


oe ieee 


He reviewed the status of per- 
leonat products commercials, re- 
|porting that he and Mr. Harten- 
| bower had made presentations to 
|the Assn. of National Advertisers. 
Contacts are being made with 
leading agencies and advertisers, 
he said. (‘“‘We are not too satisfied 
with the cooperation.’’) 


= In a question and answer ses- 
sion, Mr. McGannon went on to 
| say; 

| e 1. That the closed circuit appeal 
| represents a crash program for 
| lining up code adherents, an effort 
|which has been approached be- 


fore, but “I would be less than 


candid to say that it was genuine- | 


ly effective; but of course it was 
without the pressure of the pres- 
ent situation.” 


e 2. That the call letters of the 
stations whose seals were revoked 
had not been made public and 
would not be, although he con- 
ceded that a comparison of sta- 
tions listed as subscribing to the 
code would yield significant in- 
formation. 

e 3. That some 30 stations which 
, are NAB members don’t subscribe 
| to the tv code. 


| don’t subscribe are actually hoping 


for a form of government regula- 
tion—‘‘We find such an idea so 
repugnant that it’s hard to imag- 
ine how they could embrace such 
|a principle.” 


e 5. In reply to a suggestion from 
Judge Justin Miller, once head of 
NAB, that the association might 
consider drafting legislation to be 
used, in the event self-regulation 
doesn’t work, a noncommital thank 
you. 


= He reported that letters would 
precede the closed circuit broad- 
cast, followed by follow-up con- 
tacts and personal contacts. To a 
question about whether a “ground- 
swell” of code adherents has ap- 
peared, he said soberly, “not so 
far.” 


® Elsewhere in the sessions, John 
Box Jr., WIL, St. Louis, managing 
director of the Balaban stations, 
argued that programming for a 
solid audience and a distinctive 


Give TV Clearer 
Rules, Another 
Chance: Coriney 


(Continued from Page 2) 
public would be willing to pay for 
in the way of entertainment. 

“I'd be willing to bet they 
wouldn’t pay for all that silly stuff 
on tv now,” he said. 

The cosmetics company presi- 
dent called the tv quiz scandal one 
of “many signs of moral decay in 
our country. So many people seem 
to have trouble determining what 
is right and what is wrong.” 

He said the quiz riggings indi- 
cated that agencies, sponsors and 
networks “would do anything— 
and I mean anything—to attain 
high ratings.” 

When asked if such programs as 


image is essential. He commented 
sharply, “Too many stations today | 
will abandon whatever program- 
ming concept they may have for a 
fast buck.” He called radio “the 
most over-surveyed and under- 
measured medium in advertising” 
and asked why stations bleed each 


other with charges of believability 


“America Bandstand,” “Beat the 
Clock” and “Gale Storm Show” 


| (on which Coty commercials reg- 


ularly appear) represent his idea 
of “good television,” Mr. Cortney 
apologized that he is “not a regular 
tv viewer” and wasn’t familiar 
with the shows. 


@ Wallace Drew, vp and marketing 


/and teen age audience. “Why can’t 
| we, like newspapers, talk about | 
| circulation?” he asked. 

“In the next two years I predict 
that at least half of the top 40 type 
of operations and their imitators 
will be consigned to oblivion,” he 
| forecast, adding, “The stations 
that prosper will be those that 
develop a definite pattern of lis- 
tener loyalty—not by buying audi- 
ence or ignoring sound public 

service.” 


s John Bowles, president of Rex- 
all Drug Co., Los Angeles, follow- 
|ing closely his recent speech to the 
| Western Four A’s meeting (AA, 
Oct. 26), commented that an ad- 
| vertiser ought to work as closely 
| with his agency as with his doctor 
or lawyer, keeping back no infor- 
|mation. He said, “There is no 
|secret in our company that is 
agency” 


l\withheld from our 
(BBDO). 

Mr. Bowles saw still another 
virtue in advertising: Your ‘‘com- 
petition is always forcing you to 
|do better, and telling you at the 
same time in their advertising 
what they are acing. Not the least 
of the things advertising can do 
for the business man is to tell him 
which of his competitors is smarter 
than the other.” # 


Dole Name to Emerge 
Hawaiian Pineapple Co., 


San 


and that during the four weeks/e 4. In reply to a question about | Jose, Cal., marketer of Dole pine- 
following the ad appearance, beef whether the tv stations which |apple products, will change its 


|name next year to include the Dole 
|name. The new name hasn't been 
|selected yet, but it will be a gen- 
eral one that won’t describe the 
icompany solely as a food or canning 
company. 


manager at Coty, interjected the 
comment that the company bought 
time on those shows because they 
|reached segments of the market 


| Coty feels are important. ‘We wish 
| there were better shows available,” 
| he said. 

Mr. Cortney said that most large 
agencies he has talked to are op- 
posed to his “hands off entertain- 
ment” code proposal for advertis- 
ers, “apparently because it would 
hurt their pocketbooks.” A!most all 
smaller agencies like the plan, he 
added. 


iC Mr. Cortney said that thus far 


nothing in the investigation of the 
tv quiz scandal has convinced him 
that his present agency, Batten, 
Barton, Durstine & Osborn, was in- 
|volved in the rigging of shows. 
|(BBDO was agency for Revlon 
|during part of the time the com- 
pany sponsored “$64,000 Question” 
and ‘$64,000 Challenge.” ) 

He stated several weeks ago (AA, 
Nov. 2) that if he found BBDO was 
implicated, he would fire the agen- 
cy. 

Asked by ApVERTISING AGE if he 
had ever asked the agency directly 
if it was involved in the quiz rig- 
gings, Mr. Cortney said, “No—but 
I’m going to.” 

Asked when, he replied: “Soon.” 


Denemark Gains One 

| Petroleum & Chemical Trans- 
‘porter, a tank truck industry 
|monthly published by Petroleum 
Transportation Publishing Co., 
Washington, D. C., has appointed 
Denemark & Associates, Los Ange- 
les, western advertising represen- 
tative, effective with 1960 business. 
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The Advertising Market Place | 


Advertising Age, November 23, 1959 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publicacion date Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1959 47 344 


NOTICE 
Due to the Thanksgiving 
Day holiday the 
deadline for all classified 
advertising will be November 
24 for the November 30 issue. 


= HELP WANTED 


MARKETING MAN, some advertising ex- | 
perience, work with VP of large north- | 
ern New Jersey (Bergen County) metal- | 
working company and agency on basic 
program data; late twenties; good future, 
salary commensurate with experience; 
send confidential resume to 
Box 3113, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


PHOTOENGRAVING SALESMAN. Out- 
of-town plant doing top quality black- 
white and color seeks New York Sales- 
man. Replies confidential 
Box 3128, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
ADVERTISING—COPY—LAYOUT MAN 
wanted to handle a monthly Sport Pub- 
lication in Puerto Rico (in English) 
Must be able to coordinate with printer 


Desire young, progressive man who 
wants to grow with publication. 25-30 
yrs. Must be HUNGRY. Send complete 


resume with character reference. P. R. | 
Bowling News, Box 64, Roosevelt, Puerto 
Rico (Air Mail) 

AGRICULTURAL COPYWRITER 
Financially sound, growing central Illi- 
nois agency has opening for copywriter | 
with farm background. Farm equipment 
knowledge desirable but not essential. 

Box 3131, ADVERTISING AGE 

200 E, Illinois St., Chicago 11, Ilinois | 


MOLENE PERSONNEL SERVICE 


publicity 

advg. managers sunning 

artists . media production . sales | 
“All is grist. which comes to our mill” 

ANdover 38-4424, 105 W. Adams St., Chgo 3 


ADVERTISING AGENCY 
COPYWRITER 


We're a congenial, informal, long-estab- 


| CREATIVE ADVERTISING MAN 


editors | at least. 5 years experience. 
copywriters | plete resume and salary requirements to: 


| 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED REPRESENTATIVES AVAILABLE 


NEWSPAPERING EXPERIENCE 
For publisher relations sales and serv- 
ice opportunity with one of major na- | 


tional gravure newspaper magazines. Es- | 
sential is experience or practical 
knowledge of advertising, editorial, cir- | 


culation, promotion, 
of daily newspapers. 
travel 45-50 weeks yearly. Age 28-55. 
Combined salary and living expenses 
above $15,000 year to start. Interviews | 
Chicago or New York. | 

Box 3148, ADVERTISING AGE | 


management phases 
Must be able to | 


Some sales or advertising experience, to 
work in well known Chicago agency. Op- 
portunities unlimited for proper person 
Send complete information in resume. 
Write 
Box 3149, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Large expanding Colorado manufacturer 
seeks idea man with sales perspective 
and experience in writing successful di- 
rect mail, product pages, and sales pro- | 
motion programs. Industrial background 
desirable. Advancement to supervisory 
responsibility waiting for right man 
Enjoyable living in 
vacationland, with liberal employee ben- 
efits, profit-sharing plan, medical and 
retirement programs. 


Send letter and resume stating educa- 
tion, experience, age, present and ex- 
pected starting salary, and references 


who can testify to your ability to meet 
above requirements. Please include re- 
cent snapshot. 
Box 3150, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
COPYWRITER WANTED 

Mid-Ohio agency serving wide-range 
of consumer, trade and industrial ac- 
counts has a wonderful opportunity for 
a good versatile copywriter. Must have 
Send com- 


Box 3152, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Illinois 


| tising 
summer and winter | 


Classified Advertising Telephone Room 

Sales Supervisor, Midwestern newspaper 

Salary $6500. Your reply will be held 

in confidence. Please outline your ex- | 

perience in detail. } 
Box 3156, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Wanted: Advertising Manager for Chica- 
go based distiller of nationally adver- 
tised line of whiskies. Must be young 
(28-38) with some adv. mgr. or adv 
agency exper The right man who is 
willing to learn will act as liaison be- 
tween Adv. agency, P.R. agency ona | 
our company. Will work closely with 
our distributors and sales dept. This fast 
growing firm will offer many benefits 
and a starting salary to match ability. 
Write 
Box 3157, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


THE RIGHT SMALL AGENCY OWNER 
CAN RUN THE CHICAGO OFFICE OF 
THIS MULTIPLE-OFFICE NATIONAL 
ADVERTISING AGENCY 
A top income, a share of the business, 
and tremendous opportunity await the 
right man in our well-recognized, top- 
rated firm. Required—Top flight adver- 
man with management ability, 
sound shop ...and a desire 


small, 


agency. 
Box 3164, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 


POSITIONS WANTED 
PHOTOGRAPHER/PUBLICIST TEAM— 
Available on assignment. By story or 
campaign. Phone INdependence 3-8008 
or write WENGAARD, 3124 N. Sacra- 
mento, Chicago 
EDITOR: Extensive experience on slicks 
and newspapers, letterpress or litho. Also 
familiar with front office management. 
References. Al Magnuson, 117 So Cedar 
Avenue, Inglewood, Calif. OR 3-2025. 


WANTED NOW—EXPERIENCED 
LAYOUT ARTIST 
Primarily layout, but will have oppor- 
tunity for all types of art. The man 


lished Baltimore 4-A agency with a high | we are looking for must have imagina- 


standard of professional workmanship 
and a home-like office building to which 
you can drive from the country in less 
than 20 minutes. If you have the pro- 
fessional style, the versatility, and the 
solid agency experience we need, we 
can offer you a real opportunity. Send 
resume and salary requirements with 
your letter to 
Box 3147, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


BARNARD'S 
A Specialized Placement Service 
ADVERTISING, PR, EDITORIAL, SALES, 
SECRETARIAL & GEN OFF 
call or write 
Miss Barnard Mr. Pollard 
WA 2-2206 220 8. State St., Chicago 4 


MARKET RESEARCH 
FIELD MANAGER 


Experienced 


manager. Complete super- 
vision field 


staff activities, industrial 

research. Includes recruiting, training, as- 

signing and evaluating. Heavy  corre- 

spondence. Some travel. Salary open. 
Box 3150, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


WANTED: ADVERTISING MANAGER 
for publication specializing in farm sales 
and service. Sales ,experience in agri- 
cultural field a requirement. College 
training in agriculture desirable. Some 
related travel. Attractive salary, profit 
sharing, pension, group insurance and 
other fringe benefits. Send complete re- 
sume to: E. E. Ruther, Watt Publishing 
Co., Mount Morris, Il. 


tion, crispness of rendering and _ ver- 
satility. He will work in a stimulating, 
interesting atmosphere in our 14-artist 
studio. For the right man this position 
offers a secure, well-paid lifetime career. 
This large agency is located in a pleasant 
mid-west town—ideal for family living. 
No commuting problems—two hours 
from Chicago. We are growing rapidly; 
our reputation is excellent. Ask any 
media representative. Phone or write 
Harold Bramble, Senior Art Director, 
The Biddle Company, 108 E. Market, 
Bloomington, Ilinois. Phone 7-6161. 


ADVERTISING & SALES 

PROMOTION MANAGER 
Fast growing Industrial products firm 
with large direct sales force needs Ad- 
vertising and Sales Promotion Manager. 
Must be imaginative, hard working, ex- 
perienced in industrial Sales Promotion 
work including direct mail, sales aids, 
and advertising production § techniques. 
Location Greater New York. Salary: 
Over $12,000 

Box 3153, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


CREATIVE THINKER, ARTIST 
for small, growing Columbus, Ohio, 
agency with reputation for outstanding 
creativity. Must be unusually original, 
able to make fast roughs and compre- 
hensive layouts. MOST IMPORTANT IS 
ABILITY TO THINK CREATIVELY with 
fresh ideas for use in all media: televi- 
sion, radio, print, outdoor. Unusual op- 
portunity for VERSATILE man. Airmail 
resume, proof of ad you created, photo, 
expected salary. 

Box 3154, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


RE: WEST COAST SPACE BUYERS 
Arriving New York December 7th to 
submit evidence that Western Advertisers 
can be nudged into buying lots of space 
in your publication. I now represent 


000 annual space sales in this area. Have 
connections and facilities to do:as much 
for you, My credentials: 22 productive 
years Pacific Coast publishers represent- 
ative; 28 years publicity and _ creative 
marketing planning. 'D LIKE TO TELL 
YOU ABO IT, PERSONALLY. 
Box 27 R 476, ADVERTISING AGE 

4041 Marlton Ave., Los Angeles 8, Calif. 


Part-time Secretarial Gal Friday. 


to | 
grow with a rapidly expanding national | 


only one publisher to the tune of $125,- | 


MEDIA REPRESENTATIVE 
Experienced representative wants estab- 
lished publication—Trade or Consumer. 
New England area. Excellent knowledge 
of its agencies, accounts and territory. 
Salary or commission. Write 

Box 3144, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


“DON’T SEND A BOY!” 


Creative counter-puncher, a managerial 
natural for trade paper seeking combina- 
tion proven sales ability, exceptional 
experience prom. and merchg. Only 2 
media sales jobs (consumer and trade) 
in 16 yrs. Ad agcy background. Idea 
man, writes on-target sales presentations, 
po 9 tay mene ab Wharton grad. Will con- BUSINESS OPPORTUNITIES 
Box 3165, ADVERTISING AGE | CONSUMER MAGAZINE FOR SALE 

630 Third Ave., New York 17, New York | Full or partial interest in nationally dis- 


WER TICING tributed sport and outdoor monthly. 
Agency gg pe tg yO con- | Book profitable on circulation alone 
a ey accounts all media: some client, | {fom first issue. Established 18 months. 


| Looking for ad man or publisher to 
| build ad volume. 

Box 3166, ADVERTISING AGE 
Illinois 


retail. Proven co-ordinator, organizer, 
detail man with mgt level exp and resp. 
Can manage your ad program inc. budg- | 


ets. Prefer med or small Midwest ad- | 200 East Illinois St., Chicago 11, 
vertiser. Knows graphic arts, 33, family, | MARKETING RESEARCH SERVICES 
U. grad. Publisher of unique, rapidly growing 


Box 3160, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 


business services with tremendous mar- 
ket offers investors substantial equity 
in corp. for purpose of expansion. 

} Box 3163, ADVERTISING AGE 

|630 Third Ave., New York 17, New York 


Treasurer-Comptroller—Preferably in an | 
| advertising agency in Middlewest. Ex- | 
perienced in corporation accounting, cost 


accounting, payroll management, pub- | — ———— 
| lishers’ statements, AAAA breakdowns, | MISCELLANEOUS 
|tax reporting. Outstanding administra-| Color reproductions, catalogue sheets, 


| tive skills, plus ability to work well with 

others. Unusual capacity for multiple 

responsibilities and personal work load. 
Box 3161, ADVERTISING AGE 


fast service, top quality. 
Skokie Colorgraph 
Morton Grove 8, Illinois 


TWO MILLION CLIPPINGS 


200 E. Illinois St., Chicago 11, Illinois| >... ola magazines and newspapers— 
Writer a any subject, person, place, event or 
Ideas + Ageney = SELLING COPY business. Boyd Service, Delafield, Wis. 


Box 3159, ADVERTISING AGE 
200 E. Illinois St., Chicago Illinois 
ART DIRECTOR (PLUS) FOR SALE 


Wanted to Buy—The following advertis- 
ing books:— 
“Skin Deep” by Mary Catherine Phillips 


“Brilliant, modern, smart, truculent, | “Eat, Drink & Be Wary” by Frederick 
fast, stupid, savvy, real pro, _ brash, John Schlink 
thoughtful, inconsiderate, a whiz, great, | “Partners in Plunder” by Joseph Brown 


Matthews 
“100 Million Guinea Pigs” 
Kallet and F. J. Schlink 
Phone Mr. Frasor: Central 6-5959 (Chicago) 


lousy, deep, creep, sharp, talented” 
These adjectives supplied by some of 
the best ad men in the industry. 

Box 3162, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 
| REPRESENTATIVES AVAILABLE 
| PUBLISHERS 
| Experienced sales-representative invites 
|inquiry from Publishers regarding con- 
sistent coverage of Southern Midwest 
| territory. 11 years experience calling on 
| clients and agencies in Missouri, Kansas, 


by Arthur 


PROMOTION and 
PUBLICITY DIRECTOR 


Fast-growing manufacturer of mo- 
bile soft ice cream units franchised 
coast to coast has exceptional oppor- 


S. Illinois plus key areas Oklahoma and tunity for an aggressive self starter 
| Nebraska. Familiar in Trade, Industrial with energy and ambition. 

}and Consumer fields. Some editorial The job calls for development of 
| background also. consumer promotions, premiums, 
Married, University graduate, Journal- contests, point of sale, etc. that will 


sell ice cream products, enthuse deal- 
ers, as well as writing and releasing 
trade and newspaper penn 

Here’s a solid growth opportunity 
with virtually unlimited ceiling. Are 
you our man? 
Send resume and financial requirements 


ism degree. Full information, resume sent 
on request. 
Box 3125, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


P.R. Exp. Hours approx. 10-2. Ex 2-0084.| The Midwest's 0 ‘President 
Box 3155, ADVERTISING AGE eta ouistanding plocement DAIRY DAN INCORPORATED 
630 Third Ave., New York 17, New York | “6 ‘ e Peewee Brooks Building 
EXPERIENCED SPACE SALESMAN | service for Adv. * Art & Wilkes-Barre, Pennsylvania 
12 yrs. selling in Ohio, Western Penn. | Personnel allied fields. 
Proven excellent Fn sooaee both pe 4 i By appointment only 
and consumer. ‘op level contacts in} i 
| agencies ew — Consider com- | _ a ahaa BURY ME NOT 
eee eee 2188, ADVE ne. Central 6.5670" ON MADISON AVE 
. ntral 6-5670 . 
, 4 Ss 
| 200 E tilinols *Ste Chicago 11. Tilinols J Rot ety — i. Ay wt 
En ‘MARKET RESEARCH ‘i . . » OF Maybe the deep South. 15 
years ee with 4A agencies 
se ; (Midwest, South) including account 
CAREER » EXECUTIVE 9 sage, oon Fe nome A administra- 
ion. Copy background, strong on 
OPPORTUNITIES Available package goods—beer, foods, soft 


Mkt. Rsch. Mgr., MR bkgrd. 12-15M 
Copy Chief, Ind’l. + cons. 

4A exp. 15M 
Sis. Prom. Mgr., paper conv. 10M 
Mkt. Rsch., Ind'l. bkgrd. 6-8M 


All inquiries received in strict con- 
fidence. Our charges are paid by the 
employer. 


time for man selected. 


OUR CHALLENGE TO 26 MEN! 


Possibly you know one of the 26 men in America who can give 
most to, and get most out of, this “summit” career—and like it— 
but who may miss this ad. Then please show him this offer—quick! 
Each of the 26 men is already a top-flight man experienced in 
successful national development of an intangibles promotion. 


Successful applicant must have clean, consistent history. His favor- 
able recognition by national magazine and daily press desirable. 
Familiarity with Federal legislative processes and personnel helpful. 
Knowledge of wholesaler-retailer distribution no handicap. 


Our group,is well financed and well advanced in critical national 
economic movement involving prospective corrective Federal legis- 
lation you will recognize as vital to the restoration and perpetuation 
of traditional American incentive. Issues are sharply commercial 
but basically ideological—a never-ending battle. 


Your candidate can't be too good for this great job which, because 
of high stakes of industrialists, resellers, and the public, probably 
can pay him much more than he has earned consistently elsewhere. 


Can help successful man add solidly to his personal estate. Tell him 
to give full ten-year background identifying employers and names 
of superiors. Applications strictly confidential pending interview. 
We have Washington, New York, and Midwestern offices. This 
opportunity may not wait long. Can allow reasonable severance 


Box 818, ADVERTISING AGE 
200 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 


MANAGEMENT SERVICES, INC. 
75 Federal Street Boston, Mass. 


drinks, liquor. Also automotive, ap- 
pliances, some industrial. Not ex- 
pecting N. Y. salary but do expect 
challenge with potential. Late thir- 
ties. Agency or advertiser (if top 
eeping open mind so let’s 
alk. 
Box 824, ADVERTISING AGE 
630 Third Avenue, 
New York 17, New York 


Proven record in p g ing 
and executing all phases of marketing, 
audience, advertising and editorial re- 
search with leading specialized business 
magazines. Well oriented in marketing, 
media and sales promotion areas. Seeks 
challenging opportunity with growth. po- 
tential. Age 41. Box 813, Advertising Age, 

630 Third Ave., New York 17, New York. 


PUBLIC RELATIONS 
COORDINATOR: 
Long and well established 
Midwest Pharmaceutical 
firm with multiple divisions. 
Experiencing rapid growth. 
Man concerned will be in- 
volved with preparation of 
annual reports, as well as 
consumer, trade and finan- 
cial publicity; editing house 
organ. Please write giving 
complete details on experi- 
ence, references, expected 
salary. All replies will be 

confidential. 


Box 816, Advertising Age 


200 E. Illinois Street 
Chicago 11, Illinois 


KNOW THE ELECTRIC 
UTILITY FIELD? 


Here is an opportunity to fill an important account 
executive opening with a leading advertising agency 
serving one of the country’s major electrical manu- 
facturers. Requires product knowledge and industry 
marketing background. If you qualify and are look- 
ing for increased responsibility, contact: 


Mr. George A. Welch 
Fuller & Smith & Ross, Inc.. 
211 Oliver Avenue, Pittsburgh, Pennsylvania 
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RETIRE TO DENVER! 
$9,000 OPENING 


for Senior Public Relations Executive 
National corporate image and product publicity programs 
aimed at sales, advertising and ad agency functions in the 
O.E.M. field. Position reports to Chairman of the Board. 
Resumes solicited from candidates up to 52 years of age. 


Box 819, 
ADVERTISING AGE 
200 East Illinois St. 
Chicago 11, Illinois 


in canada 
one calls 


© ACCOUNT 
EXECUTIVES 


MANAGERS 
© PRODUCTION 
PLACEMENT @fgel Aly 
AGENCY OX 7-3358 


Ave. 
New York City 


EXCELLENT OPPORTUNITY 


to earn additional income with related 
but non-competitive line. Ideal for print- 
ing or graphic arts salesman calling on 
advertising & sales promotion depart- 
ments. Exclusive territories available 
Qualified men will become future sales 
managers. Write details of past experi- 
ence and territory desired. Box 822, AD- 
VERTISING AGE Illinois St., 


Chicago 11, Illinois. 


PACKAGING 
DIRECTOR 


A real opportunity for a man with 
proven administrative abilities to 
supervise our Packaging Depart- 
ment. As a major cosmetic manu- 
facturer, packaging is of primary 
importance in the company’s overall 
marketing program. Experience in 
package design and construction re- 
quired. Experience in surface design 
helpful, but not necessary. Send 
complete resume and salary require- 
ments to: Box 820, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 


Publishers 


Established repre- 
sentative invites 
publishers’ in- 
quiries regarding 
coverage of Mid- 
die-West terri- 


& & tory. Since 1952. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 
5935 Montrose Avenue, Chicago 34, Ill. 


MEDIA and RESEARCH 
DIRECTOR 


Exceptional opportunity in well- 
established A.A.A.A. Michigan 
Avenue agency, for experienced 
man to take charge of all media 
and research operations. All me- 
dia, print and broadcast. Re- 
search consists of supervising 
work within the agency and by 
outside organizations. Write 
fully in strict confidence about 
background, experience and 
yourself. Enclose photo if 
available. 


Box 807, ADVERTISING AGE 
200 East Illinois Street, 
Chicago 11, Illinois 


A.D.—PROD. MGR. 
WHO'S LOOKING! 


We won't kid you—don’t you kid 
us! 


WE’VE GOT the business 
we've got the facilities... we've 
got the brightest future. 


WE NEED a creative art director 
who’s strong on layout, art and 
production in all media ... a 
man confident enough in himself, 
his ability, and this market's great 
future, to “make the big plunge.” 


YOU'LL START at $6,000 per 
year. If you can’t push that to 
$8,000 in a hurry, don’t apply. 


JOHN J. McCORMACK 
ADVERTISING, INC. 


P. O. Box 1894 
Huntington 17, W. Va. 


National Advertising 
Salesman 
Live wire creative-type seeks new 
growth connection as National 
Advertising space representative 
for metropolitan newspaper, or 
industrial publication. 
Experienced in selling space to 
Automotive, Appliances, Food, 
Banking and Industrial field on 
management level. Ability to work 
well with agency account exec- 
utives and to coordinate advertis- 
ing schedules most effectively. 
Background strong on creative 
sales resulting in large volume 
National Advertising linage for 
metropolitan dailies. New sales 
opportunity is my objective—I 
guarantee to pay my own way 
with profits to the firm that hires 
me. Presently employed. Detailed 
resume furnished on request. 
Warren Jones 
2226 Glenview Rd., Glenview, Iil. 
Phone PA 4-6037 


ADVERTISING AND 
SALES PROMOTION MGR. 


For national marketing of 
top brand imports. AAAA 
agency or national adver- 
tiser experience required, 
preferably in appliance, 
photo or consumer elec- 
tronic fields. Well estab- 
lished, expanding Chicago 
organization offers attrac- 
tive salary and incentive for 
proven creative, productive 
ability. Please submit full 
resume. Box 815, Advertis- 
ing Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


CONSUMER RESEARCH MAN 


We are offering an excellent opportunity for ambitious re- 
search man under 40 to join established marketing research 


organization. 


The man we are looking for must be thoroughly grounded in 
all phases of consumer panel research. 


Personal interview will be arranged early in December. Please 
write, at length and in confidence, about your education and 


salary requirements and what makes you tick. 


Box 823, Advertising Age, 
200 E. Illinois, Chicago 11, Ill. 


WA 4-8131 


placement & consulting 


= waite 407, Yorkviile 


 Terento 5, Can 


If you have GUTS... 


and are a man who has a sincere am- 
bition to work to obtain the things in life 
most people sit and dream about, this 
may be it. If you can write copy (solid, 
believable, not just a lot of meaningless 
words) and if you are versatile enough 
to also help on mechanical work (paste- 
up, operate or learn to operate a Filmo- 
type and a Trace-Rite machine, both 
quite easy), you are the man we want 
-_ and, we are the agency you want! 
We are a small, steadily growing agency 
with the determination to be a lot big- 
ger. We don't waste time, we all work, 
} and hard! We have no use for time 

wasters, goldbrickers or mediocrity, and 
we pay for what we receive. One thing 
we are not is cheap! We are located in 
the heart of the beautiful Black Hills of 
South Dakota! Write, sending complete 
details to: Bill Douglas, Douglas Adver- 
tising Agency Rapid City, South Dakota. 
FI 2-4857. 


5 SQ. INCHES 
FLUSH MOUNTED 
Overnight by 
Air if. 


WE DO NOT WANT 
AN ACCOUNT EXECUTIVE! 


We want an Advertising Man... 
an Advertising SALESMAN .. . who 
knows his way around Chicago, who 
knows how to sell newspaper, radio, 
| TV, billboards, and promotions, and 
who now controls some business. If 
you are this man, you are now at 
the proverbial “right place at the 
right time,” with the greatest oppor- 
tunity waiting for you in the ad- 
vertising industry. Send us your 
background, experience, and current 
activity ... confidentially, of course. 


| TGSH Advertising 
| 5860 N. Lincoln Ave. 
| Chicago, 45 


DRAKE 


COPY CHIEF AND COPY SUPER- 
VISORS — With either industrial or 
consumer exper.—top level food, meat 
products, pharmaceutical, building 
products and chemical openings 
$12-20,000. 
COPYWRITERS-— Electronics, packaged 
goods, farm implements and industri- 
als, with leading agencies—coast to 
coast ............ Starting at $7-12,500. 
EDITORS AND TECHNICAL WRITERS 
With Newspaper and trade maga- 
zine exp. For manufacturer, publica- 
tion and agency openings $5,200-$9,000. 
ART DIRECTORS AND ARTISTS—TV 
commercials & TV art direction ex- 
perience Artists for manufacturer, 
publication and agency openings. 
$8 - 15,000. 
PUBLIC RELATIONS MANAGERS & 
ASSISTANT MANAGER openings 
with top-level employers and agencies. 


Some unusually attractive openings 
with newly created public relations 
departments : ‘ $7 - 12,000 


MARKETING MANAGERS — with 
either industrial or consumer bked. 
Brand new openings with expanding 
companie real challenges for able 
EO: 5.0. 609553486 ae $10 - 15,000. 
MARKET RESEARCH —- Both manage- 
ment and assistant positions. Excellent 
salaries — high potentials especially 
for young men with fundamental back- 
ground, who want first-class experi- 
ence with impressive ‘‘name” firms. 
MEDIA MEN — For growing agencies. 
Men with all-round experience who can 
perform and grow with the job 

$6 - 10,000. 


ACCOUNT EXECUTIVES Well round- 
ed bked., including new businessget- 
ting experience. Several exceptional 
openings requiring specialized experi- 
ence. 
ADVERTISING MANAGERS for both 
industrial and consumer fields. Skilled, 
experienced men needed—from 
$10,000 - $20,000. 
NEW BUSINESS GETTERS — Current 
openings with twenty-seven progres- 
sive agencies for whom we are com- 
missioned to “keep an eye open for 
good men.” 


America’s Largest Advertising 
Placement Agency 


DRAKE PERSONNEL INC. 


29 East Madison Chicago 2, Ill. 
Financial 6-8700 


A. E. FOR MIAMI 


Established growing Miami agency 
needs A. E. with consumer & trade 
ad experience. Prefer background 
with smaller or middle-size agen- 
cies, for in our shop (17 people) a 
fellow may wear several hats. 

Should know trade channels, mer- 
chandising, be able to formulate, 
present, and execute plans, have a 
good record of keeping clients happy. 
The climate is wonderful, and the 
opportunity is excellent—(but don't 


expect New York salaries). Air mail 
full details today. 
Hume « Smith « Mickelberry 


Advertising 
126 S.E. 2nd Street, Miami 


ADVERTISING—SALES 
PROMOTION EXECUTIVE 


National food manufacturer, Chi- 
cago, has excellent opportunity 
for man with successful expe- 
rience in Advertising or Sales 
Promotion with consumer pack- 
aged food products. Must have 
demonstrated administrative and 
analytical ability and have a grasp 
of sound merchandising princi- 
les. Age 35-45. Degree in Mar- 
—» or Advertising. Meat or 
dog food experience preferred. 
Box 802, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


special 
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South African Agency 
Sponsors Radio Program 


Lindsay Smathers, South African 


weekly radio program, 


Motorola to Run 16-Page Ad 


advertising agency headquartered 
in Johannesburg, reports that it is 
making history there by sponsoring 
“Top 
Level.” A 15-minute program pre- 
sented every Sunday night, “Top 
Level” has featured talks by gov- 
ernment officials on national and 
international affairs. Aside from a 
mention of the agency’s name, 
there are no commercials. 


Motorola Inc., Chicago, will run a 


Rehlaender Joins ChW 


16-page four-color sup- 
plement in the Nov. 29 issue of the 
Chicago Sunday Tribune. The sup- 
plement features Motorola’s new 
line of television and stereophonic 
high fidelity equipment. 


Donald H. Rehlaender, formerly 


Oakland, Cal., 


assistant ad manager of Marchant 
Calculators, 
joined the creative staff of Cun- 
ningham & Walsh, San Francisco. 


has 


RESEARCH DIRECTOR 


Fully qualified man to take key 
post in sizable and growing mid- 
west agency (not Chicago). Must 
know market, media and copy 
research; fact sources and out- 
side services; be able to gather 
and put together analyses for 
new business presentations. 
Send full details first letter. All 
replies confidential. Salary five 
figures and open. 


Send resumes to Box 817 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
WANTED 


With thorough knowledge and pos- 
sibly formal training in the farm 
market plus the ability to handle 
non-farm accounts and accounts in 
the chemical field. We are an indus- 
trial, farm and _ business-oriented 
agency located in New York City. 
We are a 4-A agency, fully depart- 
mentalized, offer all promotional 
services, provide employees with a 
wide range of benefits. We want an 
energetic man who knows the farm 
market inside and out and can hel 
us service other accounts as well. 
Send resume. Tell us about yourself. 
Box 825, AVERTISING AGE 
630 Third Avenue, 
New York 17, New York 


CHICAGO EMPLOYERS! 


We have well qualified 
Copywriters 
Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 
Editors 
Photographers 

PROFESSIONAL, SALES 

AND CLERICAL OFFICE 


ILLINOIS STATE EMPLOYMENT SERVICE 
73 West Washington Street 
Financial 6-3960 


ACCOUNT EXEVUTIVE 
ASSISTANT 


3 years on consumer and industrial 


accounts, 4-A Agency; 2 years Food | 


experience; skilled organizer who 
follows through. Write BOX 27 H 418, 
ADVERTISING AGE, 4041 Marlton 
Ave., Los Angeles 8, California. 


IF ADVERTISING IS YOUR BUSINESS 
PLACING YOU IS OURS! 


Melba, Otver 


Specialized Personnel Service, inc. 
629 EUCLID AVE. CLEVELAND 14, OHIO 
Serving the Midwest for over 20 years 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2 10602 

PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


MKTG. DIR., BEER. Unusual plus 
benefits $1 


ASST. ADV. MGR., large food co 


Solid food exper., co. or agency. 

Mktg-adv. grad 15M 
ADV. & SLS. PROM. MGR., DEPT. 

STORE. Sound up-to-date mer- 


chandising sense to 15M 
TIME BUYER, big agency. Thor- 
oughly experienced to 135M 


JR. MKTG. EXEC., pkg. goods, big 
agency. Now asst. to brand mgr 9%-10M 
GLADER CORPORATIO 


Don Harris, Dir, Adv. Div. 
110 8. Dearborn Chicago 3 CE 6-5353 


BOSTON AD AGENCY 
NEEDS N.Y.C. AGENCY 
AFFILIATION! 


Yours must be a young, am- 
bitious company. We have 
National business, national rep- 
utation. One N. Y. account and 
many leads demand a N. Y. ad- 
dress & resting place. Will talk 
merger, affiliation or reciprocal 
service. 

Box 826, ADVERTISING AGE 

630 Third Avenue, 
New York 17, New York 


Market and Media Research 


The research and marketing division of a major national magazine pub- 
lished in the east has an important position to fill on its research staff. 


The need is for someone with extensive experience in media or market 
research. This person should have the technical competence to assume 
full responsibility for all phases of conducting major research projects. 
This person would be responsible directly for the execution of both 
audience and marketing studies. The market studies cover products 
and services in both consumer and business areas. 


This person would be joinin 


a large and well staffed department. 


Replies will be held in confidence. Please include resume and salary 
range. New York interview can be arranged. 
BOX 701 ADVERTISING AGE 


630 Third Avenue, New York 17, New York 
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BUY GOODWILL? 
NO-BUT YOU 
CAN EARN IT! 


True—“Goodwill” is an intangible. 
You can’t see it or hold it in your 
hand. You can’t buy it—it’s priceless. 
You can only earn Goodwill, step by 
Step. 


That's why we at WDIA-Memphis 
are so proud of the fact that we've 
become known far and wide to our 
listeners as the station with 50,000 
watts of “Goodwill.” And that’s why 
WDIA IS MORE THAN JUST A 
RADIO STATION—IT’S AN ADVER- 
TISING FORCE IN MEMPHIS, 
AMERICA'S 10th LARGEST WHOLE- 
SALE MARKET! 


THEY LISTEN—AND BUY! 


%, of Memphis is Negro, and you 
just can't sell it without WDIA— 
America’s only 50,000 watt Negro 
Radio Station . . . first radio station 
in the nation to program exclusively 
to Negroes. 


WDIA commands the Memphis 
Negro’'s loyal listenership through 
prow ha Negro programming, hard- 
hitting salesmanship, plus that price- 
less intangible—GOODWILL! In fact, 
by active public service and civic 
leadership, WDIA has become a vital 
part of our listeners’ very lives! 


BIG BUYING MARKET! 


WDIA's powerful 50,000 watt cover- 
age now reaches 1,528,364 Negroes— 
the biggest market of its kind in the 
entire country! 


And WDIA not only reaches—it sells 
—this big Negro market, as no other 
medium can! Television ownership is 
low. Low Negro newspaper and maga- 
zine saodesenio mean you just can’t 
reach the Negro with these media! 
And, because he listens first and fore- 
most to WDIA, you can't sell the 
Memphis Negro with any other radio 
station! 


A powerful advertising force, yes, 
but does it pay off—in profitable 
sales? Indeed it does! Negroes buy 
impressively large quantities of the 
food and drug commodities sold in 
Memphis. Last year, Negroes bought 


47.9% of the sugar sold in Memphis 
.. . 18.4% of the packaged rice... 
52.7% of the face powder .. . 47.8% 


of the household waxes and polishes 
. . . 41.6% of the bread! And before 
they buy, these Negroes listen—to 
WDIA! 


Take it from our local and national 
advertisers—WDIA is a powerful force 
when it comes to selling this vital 40% 
of the Memphis market! In the past 
10 years, these sales-wise advertisers 
have invested $4,396,854.81 on WDIA— 
$2,172,827.84 nationally, and $2,224,026.97 
locally, to be exact! 


Today, WDIA still has more local 
and national advertisers than any 
other station i 
includes: WONDER BREAD... 
PROCTER & GAMBLE .. . CAMEL 
CIGARETTES . . BRER RABBIT 
SYRUP ...TETLEY TEA ... NA- 
TIONAL BISCUIT COMPANY... 
ESSO ... RALSTON CEREALS. 


It's as simple as this: IN MEMPHIS, | 


IT TAKES WDIA TO SELL THE 
NEGRO BUYER! And if you miss the 
Negro Market, you're missing 40% of 
Memphis! 


That's why, no matter what your 
advertising budget for the Memphis 
market . . . no matter what other 
media you're using .. . a big part of 
every advertising dollar must go to 
WDIA! 


Why not let us show you how WDIA 
can be a powerful advertising force 
for you... in this big buying market! 
Drop us a line today . . .we'll send 
xen preset of performance in your own 

eld! 


Top Rated by All Audience Surveys 
for Ten Years! 


WDIA IS REPRESENTED 
NATIONALLY BY THE 
BOLLING COMPANY 


EGMONT SONDERLING, President 
BERT FERGUSON, Exec. Vice-President 


in Memphis! The list | 


Future Status Symbol: How Many 
Cars, Not What Kind, Copp Tells 4A’s 


(Continued from Page 3) 
for the industry.” 

Ford, he revealed, already has 
|produced 50,000 Falcons. At the 
|same time, he went on to observe, 
“We at Ford don’t care how the 
market may split between small 
| and full-size cars,” adding: 


s “We'll make anything the pub- 
lic wants to buy, so long as a rea- 
sonable proportion of the public 
wants something. 

“That is the basis under which 
we are doing our long-range think- 


| ing at Ford, and I’m sure this is the | 


promise of the future for all U. S. 
motor car producers.” 

While giving credit to Lark and 
Rambler for doing a “good job” 
and for their “agility” in tapping 
the car market “created by infla- 
tion and the price and product ac- 
tion of the Big Three,” he noted 
that Falcon, Corvair, and Valiant 
are “newly-designed and highly 
| efficient cars.” 

One of the arguments raging 
among admen and auto men has 
centered on depth of the market 
for the new compacts, and particu- 


larly on whether this is a separate | 


market. 


Mr. Copp asserted: 


|@ “I don’t buy the argument that 
| there is one kind of fellow who is 
| the economy car buyer and an en- 
\tirely different breed that buys 
| full-size cars. 

“IT have a tuxedo at home, but I 
don’t normally walk around in it. I 
|need both, and so do you. And 
| there are millions of Americans for 
| whom two-car ownership of both a 
|/small and a full-size car makes 
;eminent sense—more sense, per- 
|haps, than two-car ownership of 
two full-size cars. 
| “I do not see a conflict between 
|our making both sizes, as one of 
| our competitors has suggested.” 
Clearly implying that Ford’s 
| pitch for the Falcon will bear heav- 
ily on the two-car theme, Mr. Copp 
|noted that street-cars are gone 
from almost all cities and that the 
automobile permits people “to di- 
vorce themselves from crowded 
cities and the stranglehold of a 
| trolley line.” 
| Mr. Copp asserted that higher 
| costs across the board—and partic- 
ularly higher labor costs—are mak- 
jing the American car industry 
|“non-competitive” both at home 
and overseas. 

Queried later on this point, he 
was emphatic in asserting that 


|Ford will solve this problem with 
“ingenuity.” While denying that 
Ford has any plans now to build a 
small car comparable in size or 
price with the Volkswagen, he de- 
clared: “We will if we need to.” 

He further commented that he 
doesn’t think the new compacts 
will knock foreign cars completely 
out of the market, “because their 
prices will appeal to some who are 
willing to accept their product and 
comfort compromises.” 


# In another major talk at the) 
meeting, the advertising industry | 


was urged to defend itself against 
so-called “intellectual” critics who 
have little awareness either of its 
problems or of its value to society. 

Robert M. Ganger, board chair- 
man of D’Arcy Advertising Co. and 
board chairman of the Four A’s, 
repeated his suggestion of a com- 
prehensive study of advertising’s 
function in marketing, made at the 


Four A’s western regional meeting | 


at Santa Barbara (AA, Oct. 26). 


has posed a serious problem, he 
added: 


|for controls. But, for the good of 
| advertising and the good of the 
}economy, we should work for 
|/more understanding of advertising 
|}among legislators, theorists, and 
the public.” 


# In closed session discussions, 
ADVERTISING AGE learned, senti- 


| squeeze on agency profits. In par- 


ticular, reportedly they are con- 
cerned about the drop in net earn- 
ings from 1957 to 1958, which ap- 
parently has continued in 1959. 


called attention to the association’s 
survey which revealed that mem- 
ber agencies chalked up a net after 
taxes of about 0.75% in 1957, but 
jonly slightly more than 0.5% in 
| 1958. 
} 
|@ Margot Sherman, vp of McCann- 
Erickson, emphasized that ad peo- 
ple, now more than ever, have a 
changing market with which to 
deal. She stressed in particular that 
the line of communication between 
advertiser and consumer has be- 
come simpler and tougher. 

The shopper, she said, is more 
| and more “on her own,” and more 
| people in stores are simply “hand- 


Get 1/5 of the Seattle 
Distribution Area 


Check any B.C. survey... KVOS-TV (CBS) 
is the number one audience station. 


KVOS-TV 


BELLINGHAM, WASH. 
SEE FORJOE, U.S.—STOVIN-BYLES, CANADA 


|the greater 
/power of the magazine audience, | 
lespecially in terms of those most) 
heavily exposed to the medium, as | 
;compared with similar studies of | 
the television audience. The study | 
|is intended to prove that the most | 
|heavily exposed magazine readers | 


’ ‘ : “There is no doubt the current | 
Taking the negative on this one,| challenge will stimulate the urge | 


ment was strong against the cur-| 
rent high tax burden; most agency | 
executives are concerned about the | 


Richard Turnbull, Four A’s vp, | 


Advertising Age, November 23, 1959 


means, 


jers out” and “takers in.” This|tor of MAB. 
she suggested, that the) 


A booklet summarizing some of 


manufacturer can no longer depend |the highlights of the study was 
as much on sales people to influ-|distributed to those attending, and 
ence customer choice, but must/a large book, consisting of several 


himself influence the consumer. # 


MAB Presentation 
Tells of ‘Profitable 


Difterence’ from TV 


Cuicaco, Nov. 18—The Magazine 
Advertising Bureau kicked off a 


| series of presentations to advertis- 
|ers a 


cent study by Market Research 
Corp. of America, here yesterday, 
followed by a similar meeting to- 
day. Both were held in the audi- 
torium of the Prudential Plaza. 
“The Profitable Difference,” the 
theme of the presentation, outlines 
incomes and buying 


are at the upper end of incomes 
and education, while the reverse is 


Admitting frankly that the A he of the television audience. 


vestigation of rigged tv quiz shows | 


ings in Chicago. They 


| 


MAB brass conducted the meet-| 
included | 
|Gibson McCabe, publisher of! 


hundred pages and giving details 
of the study as it relates to specific 
commodities reported on in the 
study, will appear early in Janu- 
ary. 

Two similar presentations will 
be made in New York later this 
week, with Detroit and Philadel- 
phia scheduled to get the story 
next week. Other cities will be 
added to the itinerary for the show, 


nd agencies, based on the re-| which consists of slide films and 


live commentaries by members of 
the presentation team. # 


Too Busy to Keep Up 


With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren’t enough 
hours in the day to permit you to 
read the trade papers, magazines and 
Newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


Est. 1888 


PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 


Newsweek, who is chairman of) 1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 


MAB; Edward C. Von Tress, vp, | 


Curtis Publishing Co.; Edward R. 


Miller, publisher of McCall’s; Joel | 
| Harnett, assistant to the publisher | 
|of Look, and W. H. Mullen, direc- | 


Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, III.-WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPERS 


ZERO IN 
ON 


VANCOUVER- 
VICTORIA’S 
1,000,000 
PEOPLE 
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How to market to the plastics field 


tells you 
all you 
need to 


j GRCULATION == READERSHIP = MARKET 


7 


know 


“What’s New” in December Modern Plastics 


This type of editorial content builds and holds reader in- 
terest in Modern Plastics...provides an excellent audience 
for your advertising: 


1. Specialty phenolics...what they are—what they can do. 


2. The conception, development and fabrication of the 
architecturally-unique, reinforced plastic-structured 
American Pavilion in Moscow. 


3. How the Hoover Company uses several new plastic ma- 
terials in its new floor washer. 


In the Technical Section...how thermal-, ultraviolet-, 
nuclear radiation-energy; water; etc.; affect the aging of 
plastics. In the Engineering Section...what methods pro- 
duce optimum results in chill roll casting. 


How MODERN PLASTICS— 
and only MODERN PLASTICS 


serves every dimension of the plastics field 


A new fact-filled Modern Plastics’ Market and Media Data 
File—conveniently arranged and easy to use—puts at your 
finger tips the specific information you need tc help you mar- 
ket successfully to the plastics field. 

This file describes the plastics market—what the market 
buys—what it makes—what it wants to read. It gives you the 
primary categories into which Modern Plastics editorial mat- 
ter and articles are divided among the three groups responsi- 
ble for shaping the future of plastics. A survey of Modern 
Plastics circulation is included in the two basic areas of the 
plastics market—the plastics industry itself, the basic mate- 
rials suppliers, the processors who mold, extrude and other- 
wise fabricate plastics materials—and the ‘“‘end-users”’ in 
many different industries. Also included are circulation fig- 
ures, break-downs of editorial matter, readership studies by 
independent researchers—examples of how Modern Plastics 
alerts its readers to new trends and developments. All very 
useful, useable materials, ready at amoment’s notice in detail 
or summarized “capsule” form. Ask your Modern Plastics 
representative for your file. 


MODERN PLASTICS 


A BRESKIN PUBLICATION —Authority of the Field for Thirty-four Years @ @ 
Other Breskin Publications: MODERN PLASTICS ENCYCLOPEDIA—MODERN PACKAGING—MODERN PACKAGING ENCYCLOPEDIA 
Offices: New York 575 Madison Ave.; Chicago 101 E. Ontario St.; Cleveland 3537 Lee Rd.; Los Angeles 6535 Wilshire Bivd.; Atlanta 1722 Rhodes Haverty Bldg. 
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In this case, love has its eyes wide 
open. The more women see of the 
dazzling delights in the newly excit- 
ing McCall's, the more they shame- 
lessly want it. And the more they want 
it, the more McCall's circulation darts 
upward like a fever chart. 

Love cannot be denied. At the 
newsstand, sensitive as a seismograph 
to spontaneous demand, McCall's in- 
creases these recent months have been 
overwhelmingly highest in the field. 
Out of this overall magnetism now 
comes a significant announcement: 


McCall's circulation guarantee of 


LOVE STORY 


6,000,000 will become effective as of 
May, 1960. (Actually, the December, 
1959, issue will be delivering well in 
excess of this figure.) 

What about advertisers weighing 
budgets and making decisions for 
1960? McCall's has more than fleeting 
affection for them. Hence, this assur- 
ance, designed to help business make 
marketing plans with confidence. . . 

As of the May issue, McCall's cost- 
per-thousand for four-color and four 
color bleed will continue to be by tar 
the lowest in the women’s field. The 


cost for a four-color, or four-color 


bleed page, will be $28,560 (unchanged 
from the 5,700,000 guarantee rate pre- 
viously announced). The cost for black- 
and-white will be $22,ggo. (And, of 
course, increasing circulation bonuses 
will add considerably to the value of 
McCall's as a medium.) 

We know that women will love us 
more than ever in 1960, as McCall's 
maintains, and even outdoes, the edi- 
torial pace that made it the talk of 
1959. We know that advertisers have 
also stepped up their ardor: McCall's 
linage gains for the last six months are 
gratityingly the highest in the field. 


Here, for statistic-loving hearts, are 
facts on how McCall's will continue to 
be the best advertising buy in America: 


COMPARATIVE COSTS PER THOUSAND 


4-Color BeW 
4-Color| Bleed Bleed 
Page Page Page 


McCall's 


6,000,000 Guaranteed | $4.76 | $4.76 $3.83 
May, 1960 


Ladies’ Home Journal 
6,000,000 Rate Base 


January, 1960 


Good Housekeeping 
4,300,000 Rate Base 


February, 1960 
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